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Thank you!!!

Paulina Proper
and the
DC Bar!




“I never get
business
from LinkedIn.”




How Big Is Your Network?






52% of ALL social traffic to websites is from LinkedIn



94% of ALL Attorney
Referrals
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Visibility + Value + ConsiSten






Things to Think about -

1. 1S your Profile sending prospects to your
competition?

2. OR-isitcrystal clear what you do and
who you serve?

3. Isyour Profile Client-focused?
How strong is your “Above the Fold View”?

5. Howrecent are your recommendations?




H#1 Mistake of Sales
Professionals

Differentiation



What s the #7

Converting Factor?
Clarity




What
does a
great
LinkedIn
Profile
look like?
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Habib Bentaleb ©@ -1t < Bl Ragghianti Freitas LLP

Formation & Exit Strategies: Advising Clients Through the Lifecycle of ™1 DePaul Universitv Colleae of
their Business | Partner at Ragghianti Freitas LLP i

San Rafael, California, United States - Contact info
Schedule Initial Consultation £
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Preserving Family Harmony

Empowering your Heirs

Reflecting your Values

Patricia De Fonte, JD, LL.M. ¥ %) she/Hen - 1st S8 De Fonte Law PC
California Estate Planning Attorney, Podcast Guest, Speaker, Author (,'f_q"L. Golden Gate University,
California, United States - Contact info 23 School of Law

Visit My Website (£
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Above the Fold Goals - Your ‘Curb Appeal’

* Create Emotional Connection
e Clearly state who you serve

* What problem do you solve?

* Be friendly & approachable

e Client Focused




. -
— e : \ . .
& N

Headline



Best Practices

Who do you serve?

What problem do you solve?

What results do you bring?

Differentiation

Credibility



Peter Pierce - 1st

Win Your Appeal in Trial Court with a Certified Appellate Specialist | |
Collaborate with Trial Attorneys and Clients to Set the Stage for
Success When Handling Your Appeal

San Francisco Bay Area - Contact info

#rwa Richards, Watson & Gershon

Tulane University Law School



Top 3
‘Set it & Forget It’ Strategies
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t1 — Curb Appeal

You get 5 seconds to make an |mpr§§’o )
with your Above the Fold View =i |
Does it create emotional connectfgﬁ
Is it Client-Focused?

Is it clear what you do?

Who you serve?




2 — Are you coming up in the right
searches?

* Trending keywords in all the heavily weighed places
* Density

* Clear Target Audience for LI

e Strategic use of LinkedIn tied to Business Objectives






3 - Visibility
How are you staying Top of Mind?

 Content Strategy

* OQutreach

* Event Promotion

* Commenting on the content of others
* Articles / Newsletter

* VVideo & LinkedIn Lives
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Content Strategy is not the fast lane
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Algorithms




How do they work?

* FIRST -they read your Profile

* Isyour profile complete? Empty sections
hurt you

« Keywords —frequency (About section, skills,
services, posts, articles, etc

« “"Density” — featured section, video,
podcasts...

« Consistency
- Engagement
Quality of your Network




Stopping the scroll



Start with a Hook

v'Headline

v Statistic

v'Question

v'Bold Statement
v"Name your Audience

v'"Name your Topic
v'Quote



Don’t forget to
add the Value

* Only 1 point per post
 CTA (Call to Action)
* Keywords

* Emojis

* Data

 Show, don’t tell

* Lots of white space .
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What to share




Easy Ildeas

* How-to

* FAQs

* Client Success Stories
* Personal

* Inspiration

* Blogs

* Company Updates

* Guest podcasts




Time Factor

* Curb Appeal & Optimization - EASY
very little time invested Great ROI

* Top of Mind Strategy is the LONG
game




Minimalism
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* Once a week
* Quality Content
* Engagement



Linkedln is NOT
a Direct
Conversion
Tool




Linkedln Works




How?

1. Relationship Building
2. Staying Top of Mind
3. Educating

4. Credibility

5. Value add

6. Being a Giver




I’'ve built my
entire
business

without a
website




Thank you!
Connect
with me

on LinkedIn!




Would you like
to learn more?

 Follow me on LinkedIn
* Sign up for my Newsletter

e Schedule a 30-minute session
from my LinkedIn Profile

* Subscribe to my YouTube
Channel

e Ask me about the LinkedIn Biz
Dev Masterclass
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