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People leave bad managers and join
good leaders. They buy into a well 

crafted vision. But the top is invisible.
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Consumers prefer buying from 
companies with visible purpose

expecting visible leaders.
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Decisions in the financial industry are 
broadcasted via digital channels but 

where are Board and Owners?



5

Study from Australia’s top 200 Companies

82%
of CEOs have a LinkedIn profile

They post 8x per year

But the ten most active CEOs

post 60x per year

72%
of CEOs with profile are passive

6%
of those CEOs are active

Female CEOs outperform
their male counterparts

They post 8xmore than male 

at 45x higher engagement

Propel: “Digital Reputation Report”, November 2022 (propelgroup.com.au)

http://www.propelgroup.com.au/
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Top Leaders and Board Directors are 
far behind average LinkedIn profiles 

ignoring their personal brand.
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Governance & Channels

Stakeholders
• Clients
• Partners
• Supporters
• Consultants
• Associations
• General Public
• Prospects
• Investors
• Talent

Internal Channels
• Email, Phone, Intranet

• Tools & Resources
• Annual Report

External Channels
• Website(s) & Blogs
• Traditional Press
• Support Tools
• Social Media
• Chat Tools

Example of larger SMB and Enterprise organisations

CEO

C-Suite

Management

Team Leaders

Employees

Contractors

Board of Directors
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How can we help leaders and Board 
Directors knowing they won’t have 

time to be a LinkedIn wizard?
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Agree to start a journey together
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My approach: create 
magnetic activities to let 

LinkedIn work for us.
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1. Correct Profile
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Improve Your LinkedIn Profile

1. Headline
2. Photo
3. Background image
4. Contact info
5. Featured section
6. About
7. Experience & Education
8. Skills & Recommendations
9. Profile URL
10. Modern elements

Most important elements
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2. Connect Properly
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You don’t need just prospects in your 
network, also consider existing clients, 
suppliers, supporters, and influencers.
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From collecting to connecting

Personalise Your LinkedIn Invite

• Watch the profile to prepare your hook
• Helps to remember later in messages
• Add a personalised invite

On mobile press here
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3. Content in Context
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Trello

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

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

My method to choose content
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Comment on the posts of others with 
further insight, provocative thoughts –

best way to show your voice.
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Curate with Magic Intro
Example: England will be the first country to require new homes to include EV chargers

• Curated good content 
from www.electrek.co

• Started with hook and 
provocative question

• Summarised key 
takeaways

• Kept the post very brief 
to encourage reading

• Tagged original author
• Used only 5 hashtags, 

#innovation (39M foll.)

20 reshares
• from 2nd and 3rd grade 

connections
• Most share it without 

their own commentary

https://www.linkedin.com/posts/gunnarhabitz_england-will-be-first-country-to-require-activity-6843671834475540480-5T6p/
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Create Ideas into Posts

Formats
• Text with image/s
• Text with document carousel
• Text only
• Video
• Newsletter series
• (Poll)

Templates
• List post (5 best X…)
• Event/webinar summary
• Curiosity question post
• Customer story
• Result post

• Create once and reuse!!!

Start a scrapbook of brainstorming ideas today

A clever marketing team helps leaders with content
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Example Post
Episode 101 of my series #socialsellingmonday
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4. Convert With Messages
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LinkedIn Messaging is a search engine. 
Communicate with keywords to find 

later. Use voice and video to surprise!
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Summarising the Steps

1. Correct Profile
2. Connect Properly
3. Content in Context
4. Convert With Messages
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Launching Early 2023
www.connectandactbook.com

gunnar@gunnarhabitz.com.au, www.gunnarhabitz.com.au, +61 481 232 126

http://www.connectandactbook.com/

