RN

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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Live Vacancies Portal

Share the Role.
Find the Candidate.
Make the Placement.

TRN JobSync enables recruitment agencies to work together on
live vacancies by connecting an agency with a client role to
other members that have suitable candidates, while the posting
agency retains ownership of the client relationship.

The posting agency creates the vacancy, provides the
commercial terms and role information, selects participating
agencies, shares a video briefing and manages all employer
communication. Once the role is filled, it closes the vacancy and
pays the receiving agency within 14 days.

The receiving agency reviews the opportunity, agrees to the
terms, submits candidates through the platform and tracks their
progress using the messaging facility.

TRN JobSync gives members a clear, controlled way to
collaborate, extend their candidate reach and generate
additional placement opportunities.
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Al & Automation
Programme

Build the Capalbility.
Transform the Business.

TRN Edge is a 14-month, fully accredited Level 4 Al & Automation Practitioner
apprenticeship.

Designed specifically for recruitment businesses, it combines a nationally
recognised qualification with practical tools, templates, Al agents and
recruitment specific strategies that participants apply directly within their
own organisation.

Participants will build an Al Blueprint, redesign workflows, improve data and
CRM use, identify automation opportunities-and measure outcomes such as
time saved, productivity gains and process improvements.

Suited to digitally confident employees who-can help lead change across
operations, management, marketing, technology or senior leadership.

Eligible businesses may access up.to £18,000 of government funding per
participant.

The qualification is the certificate.
The transformation is the point.
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50% savings on all
job boards!

Spend Less.
Perform
Better.

Through TRN’s partnership with Talent Nexus, members
can access exclusive pricing, expert support and
improved performance across Totaljobs, CV-Library,
Reed, Indeed and LinkedIn.

TRN members can save more than 50% against
standard rate card pricing across selected job boards
in the first year, with both fixed package and pay as you
go options available.

Members can also access free campaign audits,
contract and renewal support, onboarding, training,
performance optimisation and day to day help across
Indeed and LinkedIn.

This benefit helps recruitment businesses reduce
wasted spend, improve candidate attraction and get
more value from the platforms they already use.
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TRN Accelerator Insights

TRN (TRN Member Version)
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TRN Events
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Past Upocoming Next 7 days

Events (23)
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MyOrgonisotion Suppliers Help Admin Panel

== London - Recruitment
Leaders Regional Mee...

Date: 2! May 2025 08:30 - 12:30 BST
Location: Tempie Pl London WC2R 2PH, UK
e Stateqy Marning | | Osector

nswreon

=== Manchester Rumble -
Consultants with OVE...
Date: 22 May 2025 71220 - .00 BST

Locatlon: Novotal Hotel, 21 Dickinscn St

Cormatont | | dwwon | | wumbie

= Manchester Rumble -
22 consultants with...

Date: 22 May 202% 0800 - 1230 BST

Location: Novotal Hotel, 27 Dickinscn 5t

Corsstont | | indwmon | | Ramtie

= Linkedin Live: Scalinga
Recruitment Business...

Date: 27 Moy 2025 1230 - 12:00 BST

Online event: hitps://www.linkedin.co._

= Roadmapping your
22 usiness

Date: 22 May 202% 1200 - 1300 BST

icarass Seateqy karning | | Ceecsce | | Omine

e

== High Performance
Mindset - High...

Date: 27 Moy 2025 1%0Q - 16:00 BST

28

Corastont | | Wigh Peramcnce Sares | | Omine e

R HotFlashes, Cool
Strategies: Navigatin...

Xy Secceas socme

= LinkedIn Live: Smarter
hiring and happier...
Date: 22 May 2025

Oniine event: hitps:/jwww.linkedin.co..

1230 - 1200887

“ch i

Date: 28 May 202% 0%00 - X0:00 EST

Search for people
Q Typean keyword

Users (163)

James Osborne
Active today - Ashlord, United.

Enobling recruitment leaders to
maximise their performance,

Hannah Green

Active today - Glasgow, United
Rowen Fernando

Active today - Manchester,

Neil Woodley
Activetoday - Edinburgh, United.

Chix Shah
Active today - United Kingdom

Advanced Recruitment Courses

@) show map:

®

Search by location

Sortby: Recently octive w

Vimbai Kurewa
Active today - Aberdoen, United

Johnie Gurney
Active today - Basingstoke,

Liam Thomas
Active today - Winchestar, Unite.

Dan Barfoot
Active today - United Kingdom

Gordon Stoddart
Active today - Henley-on

Operation Phoenix: End to End Sales Training

Recruiter Resilience
Pl

Leadership Courses

- Leadership and Management

R Leadership Academy

@

Ponla Delgada.

Identify the b

s CZID

scor

Search as | move the map
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United
Kingdom

WALES  ENOLAND

o 0.

Lo

Bordeaux

Bilbac
Vg

Spain
PR Mairid

Partners to support you

TRN Partners & Offers
——
Searen by keyword
Q ypeanomeces
Publication date (From - To) (DD/MM/YYYY)

(=} a

Fiter by catogory
Bl rronceroren

Insurance Partners | | Legal Partners
Marketing Partners

Outsourcing Partners
Systems and Technology—.

Training Partners

Results (75)

< ringover

Ringover
1 may 028

¥ TRN oz a partner, Ringons
oHforing il TAN Phuz Gnd Chub mermbars an xchusive dizcount, for —

FinDaneLEs

Indian Elites
1may 1028

Excluzive TRN Member Offor To calsbrate joning TRN a3 @ partnar,
Inction Bites ara happy to be offering al TRN Plus and Chub mermb..

Denmark
Gdansa
Hamburg
The Berlin Poland
Netherlands
Germany .
il Oreiain
Luxembourg Caachie
Munich Vienns o
France Zueich. Austria
Switzerland Hungan
v, >
A Mz Venicn Crostia
Belgr
Bosnla and
Florsnce Herzegovina? %
Marsaila
Italy e
. { &3
Nafes &P
Palermo

w 1 members | @ o

Sortby: | Newest -

E Devyce

Devyce
1awey 2028

To celobrate jining TRN as @ partnar, Cevyce are hapey to ba
atfaring ail TRN Pluz ard Ciu membar: an excluzive dcount, ém..
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Compare Recruitment Factoring
ooy 2013

For an Introduction pieaze

contact partnerztherocnutmentnctwork.com WebsiteLnkedn

INFINITY STAFF
GLOBAL

Access Infinity Staff Global
tmay 025 13y 2028
Emat iz

Introduction. Wabsita Kay Success Foctor. Powertul Condidata -

Introduction. Website Lirkedin Unlock Eficiency with Cutzourca..
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Welcome

At a glance
Events

& TRN Content & Tools

HOW MONTREAL ASSOCIATES
BUILT A GLOBAL TECH STAFFING...

15 July 2025 11:00 BST

@ The Recruitment Network

Roadmapping Your Business
15 July 2025 12:00 BST

£ The Recruitment Network

Al-Tech Connect: Insights from the
ICO Report - Member Case Study
15 July 2025 15:00 BST

@ The Recruitment Network

London Rumble - Consultants with
UNDER 3 years experience
16 July 2025 09:00 BST

& TRN Content & Tools

Posts Groups

&

Content

See more

15
Jul

>

See more

Foundations of... Tools

Events Groups

ontent Te & The Recruitment...

5t 4th | 60-Minute Live
ass with Jamie BurrowsT...

INTREAL ASSOCIATES

SLOBAL TECH STAFFING...

July 2025 11:00 BST

Ins

Update July 2025
Jul 2025

e August Advantal
Masterciass

15
Jul

12-week challenge

Al Mastery Project (12 Week
llenge) - Session Seven
19, 2025

eek Culture Sprint
16,2025

S|

A
&
&
&
2

s Culture Maturity Model
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We are welcoming new members every month -
come and join us.

o e Club ¢ Exec Forum



So, 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




IIMRN

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 LinkedIn 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!)



IIMRN

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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SOCIAL
SCALING ¢
PROGRAMME

4 Week Personal Branding 3
Development Programme
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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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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)

lIIMRN

Feed Content Troining Events Community MyOrganisation Suppllers Melp Admin Ponel

SOCIAL SCALING
PROGRAMME

Turn Linkedin into your #1 Billing
Channel in 6 g
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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]
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¥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



RN

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.



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



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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Home i L4 Jobs Messaging  Motifications Me For Business ¥ Recruiter

Profile language V4

...enabling recruitment businesses to
maximise their performance, productivity & Public profile & URL Vs
pl‘OfitU bility www.linkedin.com/in/innergy

n o, BRT
(TRN) The Recruitment ﬁ @

Network
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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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Home My Network Jobs Messaging  Motifications Me w For Business ™ Recruiter

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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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




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.
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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.




_ 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



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...
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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
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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, 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).

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?




IIMRN

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.
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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?




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)

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% (!)




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




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 P e rS O n a I P rOfi | 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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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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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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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

45,000 42,714
Germany: 40.000
Entertainment (14.1%), Education (10.1%), Real Estate (5%) ’

35,000
France:
Healthcare (8.2%), Education (7.3%), Energy (5.1%), Construction (3.5%) 30,000
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fastest again, where exactly are your markets now going and what is driving new
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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 5.000
add in where you recruit (geographically) and what skills you recruit for, and it will 83 359
map out your entire market for you, showing where the next spikes of demand are 0
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If you want me to send it to you, just comment YES below.




Best Practices for Creating Content
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Quick tip on how to create content using
voice memaos, in 4 easy steps...
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Sit down with a colleague at the end of the week to discuss what has been
happening this week (just chat — 10 minutes max.)

Talk about jobs you have been working on, new candidates registered,
questions that customers have been asking, issues customers and
candidates have been facing etc.

Have the Voice Memo app open on your phone to record the
conversation.

You can use either apps or tools to do this, like Plaud etc.
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Once finished, go into the recording itself and copy the transcript and
paste it into an Al Agent that will create your content plan for you for
the following week, based on what you have been talking about.

| have built an updated version for you, so you can use this if you like
—you’ll find it in the forum on TRNWorld.

Voice Memo Content Creator
By James Osborne &

Write the name of the market and geography that you target and then
paste your Voice Memo transcript here from last week, and let me build
your content plan for next week.
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One week of content

Jab, Jab, Jab... Right Hook

|"TRN MEMBERSHIP v EVENTS FREETOOLS &RESOURCES v  PARTNERS v  ABOUT v LS [ 3

Thu, 22 January: 10:00 - 10:45

Streamline Your Ops and -
Cashflow Under Pressure: Profit, Funding and Smarter Growth in Reclaim Lost Time And

2026 \ _‘RN Revenue

Tue, 20 January: 10:00 - 10:45

Fri, 23 January: 10:30 - 115

180 vs 360 Recruitment
Models: Which One’s Right for
? Wed, 28 January: 08:30 - 12:00
From to Speed:
Tue, 27 January: 09:00 - 19:30 Accelerati ng Recruitment
The 2026 Huddle Performance - Dublin

Roundtable 184 attendees



Roundtable — 184 attendees

Recorded

— Transcript —

Agent

IIMRN

3 James Osborne ([ -
Visit my website B ) - .
- ®
Recruiters, do you love doing BD?

You need to...

Yesterday, | had 184 recruitment leaders join us to build a new, future fit, future
relevant sales strategy.

It was pretty awesome and gave me the opportunity to talk about the new Velocity
sales framework we are about to release (DM for details).

But | have to say this here and now, having a framework and a blueprint for sales are
all well and good, but unless you have the right attitude, the right mindset towards

sales, then it will never work,

Basically, unless you love selling, you're buggered, so you need to find a way to fall
in love with it... and quickly.

You need to fall in love with the art and the science of selling
You need to love the sales hustle. The chase.

You need to love it when a client throws a left field objection at you and you figure
out an answer.

You need to love the craft of finding a way, any way, to get in front of a client.
You need to love the art of getting someone’s contact details, anyway you can.
You need to love the challenge of getting through to a decision maker,
You need to love meetings. Sales meetings. Across a boardroom table.

You need to love that feeling when you close a better deal than the one you went in
to pick up

You need to love it when a client introduces you, unsolicited, to someone else who
might need your service.

You need to love to network. To connect.
24/7.

You need to love doing more than you did yesterday, whist doing it better than you
did yesterday.

Recruitment is a sales industry.
and sales is both an art and science (but not rocket science!)

Love it!
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Recruiters, do you love doing BD?
You need to...

Yesterday, | had 184 recruitment leaders join us to build a new, future fit, future
relevant sales strategy.

It was pretty awesome and gave me the opportunity to talk about the new Velocity
sales framework we are about to release (DM for details).

But | have to say this here and now, having a framework and a blueprint for sales are
all well and good, but unless you have the right attitude, the right mindset towards

sales, then it will never work.

Basically, unless you love selling, you're buggered, so you need to find a way to fall
in love with it... and quickly.

You need to fall in love with the art and the science of selling.
You need to love the sales hustle. The chase.

You need to love it when a client throws a left field objection at you and you figure

out an answer. J |
You need to love the craft of finding a way, any way, to get in front of a client. a

You need to love the art of getting someone’s contact details, anyway you can.
You need to love the challenge of getting through to a decision maker,

You need to love meetings. Sales meetings. Across a boardroom table.

You need to love that feeling when you close a better deal than the one you went in
to pick up.

You need to love it when a client introduces you, unsolicited, to someone else who

might need your service. Va it

You need to love to network. To connect.
24/7.

You need to love doing more than you did yesterday, whist doing it better than you
did yesterday.

Recruitment is a sales industry.
... and sales is both an art and science (but not rocket science!)
Love it!

#recruitment #sales #velocity

SO Mike Scotr nd 110 oft 13 comments
Reactions
2¢ev@sce
- 0 V0
1 v ® Like @ Comment ™ Repost +7 send
al. 7.375 impressions View analytics

James Osborne [ -
Chairman and Chief Gr or @ The R Network | Enabling Re.
Visit my website
2d-®
“The moment you want to slow down is exactly the moment you should be

accelerating” - James Dyson

Final draft of the new Accelerator framework done and ready to go to print later this
week.

Genuinely can’t wait to roll this out to all the recruitment leaders out there who want
to be future relevant and future fit in 2026.

Clarity, Focus. Momentum,
Accountability.

Comment “accelerate” below and I'll show you what it’s all about.

#TRN #accelerate

C@O Helen Davies and 29 others

Reactions

QRR2EZTQQ -
8- Otk ® Comment ? Repost 4 Send

sl 2652 impressions View analytics

IIMRN

Right Hook

Sanity

———p 4 meetings booked
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IN — Claude — jn TRN

Step One: Request your Linkedln data

* Open Linkedln on your laptop and log in to your personal account.
* Clickyour profile picture (Me) at the top of the page.

* Select Settings & Privacy.

* Click Data privacy in the left-hand menu.

 Select Get a copy of your data.

* Choose Download larger data archive, then click Request archive.
* Open Linkedln data download




IN — Claude — jn TRN

Step Two: Download your archive

* LinkedIn will email you when your archive is ready. This can take up to 24 hours.
* Open the email, follow the download link and save the ZIP file to your computer.

Step Three: Find your posts

* Openthe ZIP file and extract its contents.

* Look for a file called Shares.csv, which should contain your Linkedln posts. Also
look for any files containing your longer-form articles.

* We want your content from 25 September 2025 to 25 September 2026.




IN — Claude — jn TRN

Step Four: Upload your files to Claude

 Upload your posts file using the attachment button.
* You can upload the ZIP file instead, but check it first, as it may contain personal
account information Claude doesn’t need.

Step Five: Get Claude to build your content library

* Once you've uploaded the files, Claude can:

* Organise your posts into themes and topics and identify your strongest ideas
* Create a searchable library of your content.

* Find opportunities to repurpose posts into newsletters, articles, podcasts etc.
* Build a content plan for the next 12 months.
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The most influential people on Linkedln don’t just post their
opinions - they interpret the world through data.

They translate numbers into meaning and help others make
sense of change.

That’s what creates real thought leadership.




Think about your ICP — what would excite them?
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Social Scaling - the data creator 5

Social Scaling - the data creator

By James Osborne A

Tell me you ICP and I will tell you what data they want to talk about.

Head of HR - USA CTO - Germany CMO - Manchester

+  Ask anything @ g

10000 chars
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Social Scaling - the data creator 5 ~

Head of HR - USA

Here's a tailored list of 100 data-points that a Head of HR in the USA would likely grab their attention on
Linkedln — grouped into strategic headings, each with a one-line summary and one real example data point

plus a reliable link for access.

1. Workforce Composition & Size
1. Total employee headcount — the number of employees currently employed.
e Example: “12,345 global employees as of 30 Sept 2025.”
¢ Link: ["The 30 Most Important HR Metrics” — lists headcount]

(https://www.bamboohr.com/blog/key-hr-metrics )  zamboot -1

2. Full-time equivalent (FTE) count — converts part-time and contract workers into full-time equivalents.
e Example: “10,500 FTEs this quarter.”
e Link: same article above  cunchr -

3. % of workforce full-time / part-time / contingem\]/areakdown of employment types.

- Cvammnla: "QROL fuill_timaa / 1NOL mark_#imna [ O ~rAantin~ant

T+ Askanything @ g =

10000 chars



Now, help them...

visualise the data and
conceptualise the sentiment
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Social Scaling - Visualiser 5 ~

Social Scaling - Visualiser

By James Osborne A

Paste in any content from any of your other Social Scaling Agents, and |
will create an image you can use to represent that content.

+ Ask anything @ g e

10000 chars
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Social Scaling - Visualiser 5 ~

Social Scaling - Visualiser

By James Osborne A

Paste in any content from any of your other Social Scaling Agents, and |
will create an image you can use to represent that content.

+ Fintech Germany @ g

10000 chars



Public Cloud Usage in
German Enterprises (2025)

59%

41%

Use Public Cloud Do Not Use
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Average Cloud Budget
Overrun

15%

50% overspent
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i
Multi-Cloud Adoption -
in Germany (2025) e
Why:
risk + resilience -
1% pm =
o
Multi-Cloud Users 1
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1) % of German enterprises using public cloud (59%)

Use image: “Public Cloud Usage in German Enterprises (2025)" (59% vs 41%)

LinkedIn post copy
Most cloud conversations start with features.

German enterprises are already past that stage.

il 59% of German companies use public cloud services. zwom=v

That means the competitive edge isn't "moving to cloud” anymare. It's how you run cloud:

¢ Cost control: budgets don't manage themselves
* Risk control: concentration + lock-in is the new technical debt

¢ Delivery speed: cloud-native isn't a checkbox, it's an operating model

A simple gut-check | like:

If your public cloud disappeared for 72 hours, what breaks first — revenue, operations, or compliance?

If you know the answer, you have a strategy.

If you don't, you have a bill.
What's your #1 public cloud pain right now: costs, security, skills, or vendor dependency?

#cloud #germany #finops #ciso #cio #digitaltransformation
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2) Growth rate of cloud spending in Germany (+31% YoY)

Use image: “Germany Cloud Computing Market Size (USD bn)” (41.1 — 53.94, +31% YoY)

LinkedIn post copy

Cloud isn't “an IT project” in Germany anymore. It's a macro spend line.

Germany's cloud computing market is shown growing from $41.1B (2024) to $53.94B (2025) — about +31%

Yo¥Y. Forune Susines.

When spend grows this fast, two things happen:

1. Waste scales faster than value

2. Governance debt accumulates quietly (until the CFO asks)

The migration ROl formula | use with teams:

ROl = (Decommissioned cost + productivity gain + risk reduction) — (run cost + change cost)
If you can't quantify decommissioned cost, you don't have ROl — you have “hope.”
Quuestion: are you tracking ROl per migration wave... or only at the end?

#cloud #roi #germany #finops #cloudmigration #cfo




3) Multi-cloud adoption rate (41%) ‘ll IRN

Use image: “Multi-Cloud Adoption in Germany (2025)” (donut chart 41%)

LinkedIn post copy
Multi-cloud is often sold as “flexibility.”
In reality, it's usually bought for risk.

pE 41% of German companies use multi-cloud (multiple providers).  sikeme v

But multi-cloud without a plan becomes:

¢ duplicate tooling
* inconsistent security controls
¢ fragmented observability

s surprise egress bills

A practical 3-part multi-cloud readiness check:
1) Portability: can we redeploy without redesign?
2) Identity: one control plane for access?

3) Exit math: do we know the cost + timeline to leave?

Multi-cloud done well = resilience.

Multi-cloud done badly = complexity tax.
What's driving your multi-cloud approach most: sovereignty, resilience, pricing leverage, or M&A reality?

#multicloud #cloudstrategy #germany #riskmanagement #platformengineering
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POST 1
Workforce Composition & Demographics
LinkedIn Post:

Who makes up your organisation — and how is it evolving?
Our workforce snapshot (as of Sep 2025):
28 3,452 employees (2,980 FTEs)
~~ +8% headcount growth YoY
1 Gender: 54% male / 45% female / 1% other
@ Job levels: 38% entry / 45% mid / 15% senior / 2% exec
. Median age: 36 (12% over 55)

Every data point tells a story — but the real insight comes from how these numbers interact.

For example, as we’ve grown rapidly, our median age has dropped by nearly 2 years, showing that expansion often brings in younger, early-
career talent.

This matters because demographics shape everything — from engagement and learning needs to retention and leadership planning.

Question:
If your headcount grew 8% this year... did your leadership pipeline grow with it?
#HRAnNalytics #PeopleData #WorkforcePlanning #SocialScaling



Couple of quick tricks / tips for you...



Influencer content



Quick content idea for you TRN

Think about what we have talked about so far in this programme
and how you can bring some of that together, such as:

Content sourcing — industry influencers — Al — content creation

= Tube - =




Fintech CEO Apswers Tough Questions On Insurance Industry,
issi % Business Models

Shorts A &Y NDTV Profit ©

Where does the real problem lie in insurance? In this exclusive conversation with NDTV Profit, PB Fintech's Chairman

E and Group ...

Subscriptions New

Yashish, thank you so much for your time
to us here at NDTV Profit and um you

How Al Will Transform Fintech In 2026

30K * 9mo ago

@ al6z @

2
Fintech went from a full-blown surge to a near standstill in just two years. At its peak, about 25 percent of all ventt 8{73
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62,085 views Premiered Oct 5, 2026 #Healthinsurance #Terminsurance #Insurance

Where does the real problem lie in insurance? In this exclusive conversation with NDTV Profit, PB Fintech's Chairman and Group
CEO Yashish Dahiya takes a deep dive into the insurance industry and the impact of the latest proposed insurance reforms by
IRDAI. He also explains why misselling is largely a concern in savings products, while health insurance faces a very different
challenge. The discussion also looks at term insurance, customer choice and why independent platforms can matter when a claim
needs to be fought. Watch the full conversation!

#Healthinsurance #Termlnsurance #Insurance #InsuranceClaims #InsuranceMisselling #Policybazaar #PBFintech
#InsuranceReform #InsuranceNews #HealthinsuranceClaims #Lifelnsurance #SavingsIinsurance #Terminsurancelndia
#Healthinsurancelndia #Insurancelndustry #IRDAI #IRDAIReforms #InsuranceStocks #PBFintechStock #StockMarketindia
#IndianStockMarket #PersonalFinance #FinancialNews #Insurancelndia #Investing

For more videos subscribe to our channel: B/ @ndtvprofitindia
Visit NDTV Profit for more news: https://www.ndtvprofit.com/
Don't enter the stock market unaware. Read all Research Reports here: https://www.ndtvprofit.com/research-r...

Transcript
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d Go to ChatGPT and ask it to create a list of the most active influencers in your ICP
on YouTube

d Go to one of their recent videos (the ones with the most views / interactions etc.)
d Copy the transcript of the video

d Paste the transcript into your Al Agent and get it to write a LinkedIn blog post or
newsletter (“I have just been watching this great video...”)

(d Paste the blog/ article (check it first!) onto Linkedln (schedule it for a Golden Hour)

d Taginthe influencer for a comment




Quick video creation



Dashboard > _.askMaster

& )

Instagram.  Teleprompter I 4sgyCommu...

& Replit My Spare Seat  LinkedIn

Q Search

g=l__

Teleprompter




|i” > '

| Keep your eyes on the
s80  ces camera while reading

o8

yourscript as it SGrolls

O

Teleprompter.

B |-,
Effects Resize Exposure Font Size

[

Camera
Position

00:00

N
. Q Search
N

N

® © T







James Osborne [ - You
Chairman at The Recruitment Network (TRN), Founding Member at The Global ...

Visit my website

Yesterday
Glasgow calling!
| absolutely love the community we are building up in Scotland so if you are a
recruitment leader in and around Scotland, then come and join us to find out all
about it.
Thursday, 12th November 09:00 - 12:00 - Central Glasgow.

In partnership with Stuart Bentley and our friends at Needlestack Consulting.

Book your place(s) at https://Inkd.in/e95CYPXY

Giani Catena
(TRN) The Recruitment Network
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(TRN) The Recruitment Network

Hook, Line and Sinker

Tag an influencer

Call 2 Action



James Osborne [ - You
Chairman at The Recruitment Network (TRN), Founding Member at The Global ...

Visit my website

Glasgow calling!

about it.

Thursday, 12th Novembe

In partnership

Book your place

Giani Catena
(TRN) The Recruitment Network

»
»

| absolutely love the community we are building up in Scotland so if you are a

recruitment leader in and around Scotland, then come and join us to find out all
09:00 - 12:00 - Central Glasgow.

»
L

h Stuart Bentley and pur friends at Needlestack Consulting.

e

at https://Inkd.in/e95CYPXY >
—

Hook, Line and Sinker

Tag an influencer

Call 2 Action

11 new sign ups in the

first 30 minutes!
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Using Al and free tech to do the heavy lifting...




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




. 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
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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.



IIMRN

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.



IIMRN

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.



IIMRN

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.



IIMRN

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




Next we run our
engagement -» conversion plan

(find out more on Social Scaling)




Our Social Scaling plan: TRN

J Sort out your profile / settings to get maximum visibility

u
u

Jnderstano

. 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

pest 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



.. ot

SOCIAL
SCALING ¢
PROGRAMME

4 Week Personal Branding 3
Development Programme
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We are welcoming new members every month -
come and join us.

o e Club ¢ Exec Forum



RN

The Recruitment Network

Enabling recruitment leaders to improve
performance, productivity and profitability.
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