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LinkedIn Power Lab Webinar

From Content to Conversation

with Gunnar Habitz
Monday 19 June 2023

Welcome!
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Social Media Consultant, Social Selling Blogger, Online Course Creator, Book Author

G’day, my name is Gunnar

Please use the chat room to contribute or unmute yourself
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From Content to Conversation
LinkedIn Power Lab Webinar 19 June 2023

1. Content
Write to engage

2. Converse
Engage to convert

3. Convert
Turn that further
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Content
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At which time do you typically post 
your content on LinkedIn?

Answer in the chat
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Social Media Planning Considerations

Profile
• What do you do to help 

whom achieve what?
• Powerful headline

(now 220 characters)
• Impressive summary 

written in 1st person
• Featured section with 

rich media
• Critical: genuine person

Content
• Topics & ideas
• Curated vs. created
• Length & frequency
• Timing & scheduling
• Ready to engage quickly
• Does the content guide 

through the funnel?
• Critical: set ROI targets 

and measure them

Turn social listening into winning activities
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How to Start Writing a Social Media Post

Freestyle
• Start your post staring at the 

famous blank screen
• Craft your sentences in your 

own imaginary structure
• Advanced to be proficient and 

efficient at the same time

Template
• Copy a successful post and 

change what’s needed
• Copy posts from others in 

search for a structure
• Use a template file such as a 

Google Doc with choices

Systems
• Employees can use pre-made 

content in advocacy tools
• Use ChatGPT’s intro, example 

paragraphs and conclusion
• Apply that to the intended 

outcome of your post

Which approach is yours?
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Trello

• T rust
• R esults
• E nthusiasm
• L earning
• L ifestyle
• O pportunity

• Provide value in all posts
• Post once per day
• Pitch never
• Produce in batches

My method to choose content
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Ever Thought About…

Office
Use the buzz of a shared 
workspace to create ideas

Cafés
Inspiration from a good cup of 
coffee in special environment

Collaboration
Video conference with your 
dedicated brainstorming team

Different ways to find more ideas for material
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Converse
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How much time do you invest per 
day on liking and commenting on 
other people’s posts on LinkedIn?

Answer in the chat
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Example: Endorsement Related Introduction…
Dialogue with Michael Eckhardt, Keynote Speaker, Workshop Leader, Institute Director
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From Publish to Engagement

Schedule
• Create a calendar
• Write at least half in batches
• Craft other posts ad-hoc
• Transform your comments on 

others’ material into a post

Publish
• Post when the audience is 

active, not when you write
• Avoid getting newer posts into 

the feed of your audience
• Use a scheduler software, e.g. 

Hootsuite, to post at right time

Engage
• The first 90min engagement count
• Bring readers to your post
• Tag people in your comments
• Send the post to others in direct 

message with relevant hint

Working towards the desired outcome
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Commenting

• Provide insightful comments
• Not just “Great Post”, “Well done”, 

“You rock” or  repeat a sentence
• Good approach to find your voice
• Become recognised for the quality 

of your thoughts
• Read further comments to find 

prospective members of your tribe
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Comment Example
LinkedIn post Planning without testing about implementing Crisis Management Plans

https://www.linkedin.com/posts/gunnarhabitz_how-to-ensure-clients-implement-your-crisis-activity-6594718237160771584-uk_K
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Convert
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How many comments on your posts 
do you typically turn into 1:1 

conversations per week?

Answer in the chat
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LinkedIn Premium shows up to 90 days – turn those into conversations

Who’s Viewed Your Profile
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Content Analysis
Example: England will be the first country to require new homes to include EV chargers

Material
• Curated good content from 

www.electrek.co
• Sent to me by my best mate
• Started with hook and rather 

provocative question
• Summarised key takeaways
• Kept the post very brief to 

encourage reading
• Tagged the original author
• Used only 5 hashtags, 

#innovation has 39M followers
• … and the Tesla photo rocks!

20 reshares
• 3x from 2nd grade connections
• 15x from 3rd grade connections
• 2x from company pages
• Most share it without any own 

commentary except this one

https://www.linkedin.com/posts/gunnarhabitz_england-will-be-first-country-to-require-activity-6843671834475540480-5T6p/
https://www.linkedin.com/posts/gunnarhabitz_england-will-be-first-country-to-require-activity-6843671834475540480-5T6p/
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Conversion Activities

Commenting
• Within first 1.5h of posting 

need to comment
• Other checkpoints in the 

evening, then next morning, 
next evening etc.

• Keep conversation going
• Answer all except short one-

line comments

Connecting
• 20 people shared the post
• No idea who are the viewers
• Watch the profiles of the 

commenters
• Connect with a personalised 

invite when suitable
• Find out about their second 

degree connections

Converting
• Figure out how you can help 

those new connections
• Communicate directly with 

them in LinkedIn messaging
• Use voice and video to disrupt 

their text-based messages
• Suggest similar content
• Share your own hashtag

Example: England will be the first country to require new homes to include EV chargers
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The Art of Crafting Good Messages

• Use LinkedIn Messaging not only for connections
• Engage with their content before reaching out
• Write brief, succinct, to the point, with free lines
• Personal intro extremely short with a hook
• Better grab attention in first sentence (“WIIFM”)
• Close with a call to action and follow up
• Benefit: Stand out with your own personality

Disrupt typical outreach cadence beyond connecting
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Voice & Video Messaging
How to simulate working together?

• Disruption in the messages are voice & video calls
• Best way to showcase the real you
• Only on the mobile app
• Voice: press mic button to record 60 seconds
• Video: 📎 sign, Video button for 2 minutes
• Benefit: Stand out with your own personality
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Content to Conversation
LinkedIn Power Lab Webinar 19 June 2023

1. Content
• Align with your sales funnel

• Write with audience in mind

• Find ideas outside of the box

2. Converse
• Use a calendar

• Learn the art of commenting

• Engage in first 90min

3. Convert
• Analyse viewers and reactions

• Connect where suitable

• Communicate to stand out
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Next Steps
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LinkedIn Challenges for Small Businesses
Do you see yourself here?

Overcautious
Not connecting with others

Missing affinity with technology

Unclear about sharing content

Overwhelmed
Irrelevant content in the feed

Only connected by strangers

Not clear where to start

Overthinking
Paused by perfectionism

Unclear how to convert followers

Listening too much without action
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How can I Help You?
Improve your LinkedIn activities

Online Course
Enhance your knowledge

Transform to the next level

Join here

Profile Refresh
CV style to story-telling

Advisory or done for you

Book here

Coaching
Work together with me 1:1

From profile to conversion

Get started here

https://www.gunnarhabitz.com.au/organiclinkedincourse
https://www.gunnarhabitz.com.au/refresh
https://www.gunnarhabitz.com.au/offers/MALAxHqk/checkout
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Organic LinkedIn Course
My best approach to learn and apply quickly

Challenge
• Grow your online presence

• Shape your personal brand

• Define your target market

Connect
• Improve your profile

• Find your tribe

• Connect properly

Content
• Comment with style

• Curate from others

• Create own content

Convert
• Engage with your audience

• Establish a winning routine

• Elevate to the next level
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My Social Selling Book
www.connectandactbook.com

linkedin.com/in/gunnarhabitz, gunnarhabitz.com.au, +61 481 232 126

http://www.connectandactbook.com/

