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PLAY

Brought to you by no.1 most trusted recruitment network for independent agencies, and
the complete business development platform for recruiters.

This playbook is intended as a guide — all advice is just that: Advice.



Linkedin now has over 1 billion members.
Incredibly, only 1% of these members ever post content.

By creating and posting any form of content, you will
instantly be in the top 1% of people using LinkedIn.

Recruiters that live on LinkedIn can find it overwhelming.
So this playbook will break down and simplify the best
practices to optimise your profile and get you seen by
the right people.




SETTING UP YOUR PROFILE

Your Linkedln profile is your shop window.

It’s the first thing people see and the moment they decide whether to stop,
engage, or scroll past.

No matter how great your content is, if your profile doesn’t back it up,
you’re leaving opportunities on the table.

Think of it as your personal homepage: Make it clear, Credible, and Compelling.

Headline

Make sure your headline has more than just your job title. Adding a
personalised explanation will help people get to know you in a ‘people
buy from people' world.

www.paiger.co ‘
\ \ \
L | 1

Making Recruiters Smarter and Faster

The character limit is 220. But keep in mind that only the first 40
characters are visible when you comment on someone’s post.

Darren Westall - st
Making Recruiters Smarter and Faster with Paiger % CEO

S Paiger

Talks about #tech, #sales, #marketing, #recruitment, and
#recruitmentmarketing

Loughton, England, United Kingdom - Contact info

Book a demo of Paiger ¢ (£

URL ®» g i G

1 Notifications Me w For Business = Advertise
The default URL LinkedIn gives you has numbers after your name, like:
/darrenwestall-224092b2/ 2 Profile language 7

English
Change this to something that looks better when shared and is more
memorable: Public profile & URL V4
www.linkedin.com/in/phili-alexander _\"
/darrenwestall '®
Promoted

Find this in the top right of your profile under 'edit public profile & URL.' Don't click this ad.

/ m We're just trying to do some cheap )

Demand Generation.

Banner

Your default banner in
LinkedIn doesn’t add any
value to someone visiting
your profile.

Fann il “2*» TEAMNetwork

Empowering Recruiters to Thrive, Grow, Cut
Costs & Increase Revenue. Together

Your LinkedIn banner is
prime real estate — don’t
waste it.

That default blue graphic
adds zero value. Instead,
use this space to instantly
show visitors who you are
and why they should care.

TEAM Network

@ University of Exeter

Eloise Byrne @ - 1st

Sales at The TEAM Network | Helping recruitment agencies scale |
Former recruiter

London, England, United Kingdom - Contact info

r 1 i i -
“_‘a" Laura Carroll -, Lynne and 67 other mutual connections

L35 TEAMTIP

A Great Banner Should:

Look professional and align with your personal brand.

Spell out what you do and the industries you work in.

Showcase credibility by highlighting awards, certifications, or key achievements.

Make it easy to connect by including your website, email, or other contact details.

Level it up with a QR code that links directly to your booking page or calendar. That way, anyone who’s ready to talk can lock
in a time with one scan.

Pro tip: The recommended size for personal Linkedln banners is 1584 x 396 pixels. Design with that in mind so your banner
looks sharp on both desktop and mobile.

Think of it as your billboard. When people land on your profile, your banner should answer: “Is this person relevant to me?” and
“How can | get in touch?” before they scroll any further.

- “Do your MDs need a QR code, or is it better for your sales team to have one and why might you choose not to use a QR
code yourself?”

About Section

Write about how you help people, solve problems, and add value to your ideal customer. Be creative - give people a reason
to connect with you.

It is your chance to show your market why you should be the one they contact for help.

Use your first sentence carefully. The rest of your text is hidden under a ‘...see more’ link. If your first sentence doesn’t make
a viewer want to click that, it’'s not good enough.

Include the best ways to contact you at the end - it’s the call to action that makes the difference.

Profile Photo Contact Information

Pick a photo that looks like you now, not ten years ago. Avoid It is so simple, yet often forgotten.

distractions in the background. Wear what you'd wear to work and

choose an expression that represents you. First impressions count. Ensure your contact details are up to date —

email address, phone number, website —
make it easy for people to get in touch in
their preferred way.

Make sure you set it to public. To do this, click on your profile
picture and select the toggle on the bottom left to ‘anyone’.

Featured Section

Phili Alexander (She/Her) + You

a

Making Recruiters Smarter and Faster with Paiaer Marke
4d - ®
. . " ]
Plnnlng your best content BIG NEWS & %% Feature on top of profile .:'@

We've released a ma

Ensure profile visitors see your best content first by pinning

these to your profile. [ save

. . ) /2 Copy link to post
Click the three dots in the top right of any content you have

posted. The first three are what stay visible on your profile.
Pinning your website pages

Pin links using the 'link" option on your featured section

Featured +
to give your network direct access to your landing
Pyt Post Po. [£ Addapost pages, live vacancies, testimonials, etc.
Yesterday | completed the Action You asked, you get Kieron lc
Challenge winter half marathon... Mayers... Ha (=] Addanewsletter

Add an article

Add a link ;@

Add media

’ Your media choices

It is important to visually show your audience what you
do. You can think of this section as giving evidence to
support what you do and to bring it to life.

| AN

Click to watch video

SCE 28 - 7 comments

€C® 15 - 1 comment CEQ 14 - & comments Paiger Links allows you to add a custom image or GIF

to your media directly to your website.

Recommendations

{3* TEAMTIP

Don’t forget this!

Recommendations ([ Recommend Andy )

Too many recruiters overlook one of
LinkedIn’s most powerful features:
Recommendations.

Received Given
A5 Kirsty Craig - 1st
| know your people are amazing..do you???

August 29, 2025, Kirsty worked with Andy on the same team

For serious recruiters, recommendations act
like instant social proof. Clients, candidates,
and peers can all back up what you say about
yourself and that carries way more weight
than your own claims.

As one of the original members of TEAM some 31 years ago, | have watched it evolve and grow to where it is
today. Since joining us as MD back ins 2023, Andy has raised our game considerably and his energy, his
innovative thinking and his commitment to making TEAM the most relevant professional body for independent
recruitment businesses, has had such a positive impact on our reputation in the industry. He works hard to make
sure everyone is engaged on the journey, whether you are a recruiter or a service provider, so that the experience
is the best it can possibly be every time. Its great fun working with you Andy!!

If you’re not asking for them, you’re leaving

credibility (and opportunities) on the table.
Andy Dunne: “I've started doing this, getting
some of the TEAM members to write about
what I've been doing at TEAM. It's a game-
changer.”

Pro tip: Don’t wait for reccommendations to
come to you. Ask for them. Make it personal
- frame your request so people know exactly
what to highlight - helped them land a role,
delivered for a client, or contributed in your
industry. Don’t use the standard template
LinkedIn gives you - make it personal.

Michelle Theuma @ - 1st
Managing Director at Concept Onyx Recruitment. We specialise in HR & Operations, Accountancy & Finance,
Digital & Tech, Marketing & Creative.

August 20, 2025, Michelle worked with Andy but they were at different comp

nies

[s¥]

Andy Dunne is one of those rare people who combines collaboration, commitment, and genuine care for others.
I've had the pleasure of working with Andy owver the past two years in my role as Regional Director (national exec)
at TEAM, and | can honestly say he is a true collaborator and champion for independent recruitment businesses.
Andy is supportive, approachable, and a great listener. He always ensures the voice of the national exec is heard
and valued. He shows real dedication and commitment, not only by helping to drive attendance at regional
events but also by being present and engaged at so many of them across the country. Andy's unwavering
support and passion for empowenng recruitment businesses to grow and thrive make him an exceptional leader
and an invaluable asset to TEAM.

Show all 75 received =2



BUILDING YOUR CONNECTIONS

The strength of your LinkedIn network is incredibly important.

A strong LinkedIn network consists of both quantity and quality - make sure your connections are
relevant and aim to develop your network regularly.

With an upper limit of 30,000 connections, you have the scope to build a big network. But don’t just add
people for the sake of it. Irrelevant connections are less likely to engage with your content, diluting its
reach.

Try to connect with 10-15 people every day that would add value to your network.

The benefits of building connections

LinkedIn is unique in that each time you connect to one People are more likely to trust people
person you also connect to everyone that they know and they are familiar with.

everyone that those people know. Building connections today benefits

That’s extremely powerful. your future ability to network.

LinkedIn actively pushes your content to your new connections.
The key is to get those new connections engaging with your content so that they keep seeing your posts.

Encourage conversations in your comments and engage with any content they publish.

{3* TEAMTIP

Warming up cold connections that you've never spoken to before.

Every six months, download your LinkedIn data file (your full data cache). Inside, you'll find a list of all your
connections - a goldmine of prospects, candidates, and potential clients that often get buried in the day-to-day
scroll.

Use this as an opportunity to:

- Re-engage prospects you’ve interacted with but never closed.

- Reconnect with dream candidates or clients you’ve admired or followed for a while.

. Build a fresh target list by adding these connections into your CRM.
Chances are, the perfect candidate or client you’re searching for is already sitting quietly in your network — no
job boards or extra advertising needed.

Pro Tip: Aim to connect (or reconnect) with 10—15 people every day from this list. Over time, these touchpoints
compound into stronger relationships and more opportunities.

Pro Tip #2: Each day, reconnect with five people you haven’t spoken with in the last six months. Check in on

what’s happening in their career and life, explore if they’re open to new opportunities, and share valuable
industry insights or data to spark a meaningful conversation.

Nurture relationships with your connections

Engage with your network on LinkedIn. Focus on building relationships. Having two-way conversations with
the people who interact with you is crucial.

Actively comment on others’ posts, but be thoughtful when you are doing so. One well-thought-out comment is
better than 100 “l agree”.

LinkedIn is aware of messaging activity, too. Chatting privately with someone on Linkedln makes them more
likely to see your future content. Momentum and consistency will keep your network and reach expanding.

Interact with posts. Answer questions. Offer advice. Be helpful. Be generous with your expertise. The more you
give, the more you get in return.



WHEN TO POST

Consistency is key 1

Maintaining a regular posting frequency is critical to success.

Aim for a consistent rhythm rather than posting for three days in a row and then silence for a week. Start with three weekly posts,
split over Monday, Wednesday and Friday. Use Tuesday and Thursday as an opportunity to comment and engage with your
network’s content.

Once you start to see traction, you’ll naturally want to post more. Build up to daily posts. And weekends?

Paiger Spotlight

With Paiger, scheduling posts ahead of time is simple. Consistency is what the algorithm rewards and Paiger makes it effortless by
scheduling your rhythm in advance, keeping you visible even when you’re busy or away.

Posting times

Optimal posting times hinge on your audience specifics.
For example, a nurse is going to be online at different times

Generally, LinkedIn sees 90% of activity from 7:00am to than a construction worker.

9:00pm.
For simplicity, the rule of thumb is to aim for posting between

However, you must think about your audience and when they 8:00am to 11:00am in your time zone.

will likely be online.
Again, consistency is key here. Aim to post around the same

What is their time zone? When will your candidates seek jobs time each time you post, as it conditions the algorithm to
(this will likely be outside their typical working hours)? When serve your content reliably to your audience.

will your clients be online?
@ Andy Dunne [ - 1st
. ‘.:";it-"?'}' :x-;-ss-':-eu o
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M\ Since moving into the new office, Bella and | have discovered the real

workplace debate...

Content Ideas f

Cne camp wants the air con set to “as cold as humanly possible.”

You don’t need to overthink your Linkedln content. The best posts ¥ The other thinks the office should feel more like the tropics.
are the ones that add value and show up as genuine. ) _ _ _
As you can see, the Fujitsu remote is now the most fought-over piece of kit
in HQ &
Here’s how to approach it: _ _ _
. . . Who's right, who's wrong? Me or Isobel Sewell? Or is there ever a perfect
- Focus on value: Share advice, knowledge, insights, and office temperature?
opinions that can help others.
- Draw from real conversations: Use questions you’ve asked
candidates or clients, or pain points they’ve raised, as inspiration
for posts.
- Be authentic: Share not just your wins, but also your challenges
and what you’ve learned along the way.
- Keep it human: Avoid being overly promotional — it’s tempting,

but real connections come from real stories.

Pro Tip: For every post you write about your business or the market,
create another that’s not work-related.

Paiger Spotlight

Struggle with ideas? Paiger helps you curate industry insights, employer
content, and branded assets - so you always have something relevant
to share.

27 comments



WHAT TO POST

You don’t need to overthink the
content you create.

Focus on how you can add value to
your audience.

Give genuine advice and share
knowledge, insights and opinions.

Use the conversations you’re having
as inspiration for topics.

Have there been any questions that
someone has asked you that you could
use for a post?

What pain points are they experiencing
right now?

Try to avoid being
promotional all the time.

It can be tempting to talk about

your services, but doing this
repeatedly without adding any
other value can be detrimental.

Share your success stories and
your struggles.

Adding that personal touch to your
content shows that you are human
and your audience can relate to
you.

Frame your idea against these questions.

If it answers ‘yes’ to at least one, it’s a good idea for content:

|s the concept novel or a fresh perspective on an existing idea?

Can your audience act on the idea right away?

Will it make a significant impact on their work and life?

Click here for one month of post ideas @



https://paiger.ai/one-month-of-social-content

THE FOUNDATIONS OF A

WELL WRITTEN POST

Write like you talk #£

Start your post with a hook

Be you, be real, be human. Avoid using Your first one or two sentences need to grab attention. To do this,

complicated language and jargon.

Aim for short sentences of a
maximum of 12 words 52

End your post with a
conclusion, question,

or call to action to
encourage engagement G-

include a bold statement, opinion or question. Create interest.

Keep your posts broken up The optimal length of a good post is around
into short paragraphs. 1,000 characters

Use white space so that it is There are some exceptions to this, but we’ll
easy to read & touch on them later.

Adding emojis can enhance the message you’re trying to convey and add

personality to your posts. But judge whether it is appropriate for your audience and
industry &



TYPES OF POSTS TO USE

1 TEXT AND IMAGE

These are the most straightforward posts to get right.

They are perfect for storytelling, adding personality to your
posts, and grabbing attention.

The key here is to keep your images relevant. Avoid
generic stock photos and opt for genuine photos. GlFs
can also be effective.

Using photos with people in them, for example, a selfie or
a picture of your team can yield higher engagement, as
people are interested in people.

Designed images that use your brand's colours and
themes can increase brand awareness.

Don’t add images for the sake of it. You know, the ones
we mean, a random picture of you flexing at the gym
when your post is about something unrelated.

It does you no favours.

Darren Westall [ - vou
CEO @ Paiger | Complete Business Development Platform For R...
Visit my website

f"
3d .-
Most recruitment marketers are cutnumbered about 20 to 1.
Twenty sales heads. One marketer.
And somehow, you're meant to feed every desk with content, campaigns,
and leads... while also proving ROL.
The maths has never been in your favour.

Until now.

Al means one good marketer can finally outpace the chaos.
Mot by warking longer, but by working multiplicatively.

Here's the play:
Know the battlefield = Pull insights from LinkedIn comments, recruiter
forums, and job boards to hear exactly what clients and candidates are

saying.

Map the message - Translate that noise into campaigns that speak 1o
pain points and position your agency as the go-to.

Build the arsenal = Repurpose every idea into a newsletter, sales
enablement content and LinkedIn post.

Run the drills = Test headlines, CTAs, and creative across different desks
to see what actually lands.

Ship at speed - Automate the repetitive stuff so you can focus on
strateqy, storytelling, and results.

You stop being "the person who does the social posts" and become the
pipeline multiplier your sales team didn't know they needed.

One marketer. Twenty desks.
And now... twenty times the impact.

It's not a threat to recruitment marketers, it's the saviour.
&2 Sid Barnes and 34 others

3 VIDEO

Videos are great for adding value to your audience in a format
that is easy to digest.

Z2 comments

Note that these need to be posted directly to LinkedIn - don’t use

links to YouTube or Vimeo.

The most engaging videos are between 30 seconds - 1 minute.
Make them at most 3 minutes, as people will likely lose interest.
Aim to make the first few seconds interesting enough to grab
attention so that people continue watching.

A video of yourself talking about something that adds value to
your audience is better than a promotional video.

Use conversations that you’'ve had with customers and clients
and share these in your video. For example, you can share that

market information you’ve shared on 1-1 calls with your audience.

Including subtitles enhances accessibility, catering to those with
hearing impairments and many users who watch videos without
sound.

Keep accompanying text shorter to avoid distracting people from
the video. Aim for no more than 500 characters when posting
videos. Keep it relevant to the video to touch on the topic, pique
interest and encourage people to watch it.

LA TEAMTIP

Pro Tip:

Video is one of the fastest ways to add value and build trust with your audience.

« Videos perform best when uploaded directly to LinkedIn. Videos published

Andy Dunne [ - 1st
Managing Director at TEAM | Empowering Ind
Visit my website

@ mo + @

TEAMLaunch = Episode 4 is nearly here

Whether you're pre-start and planning your leap, 1-2 years into building
your agency, or a seasoned recruitment founder looking to sharpen your
edge, this session is for you.

How to Build Your Brand to Win Clients & Attract Talent

Live on Wednesday 2nd July

With Darren Westall, CEQ of Paiger and Robert Woodford, Recruitment
Marketing Strategist at The Marketing Junction -
#RecruitmentMarketing let's increase your sales & reduce marketing
costs

You'll learn how to:
lwa Build a stand-out brand from scratch
s Create outreach that brings clients and candidates to you

e Use automation to save time and increase productivity

This is practical, real-world advice from two people who know
recruitment inside out.

It's free to attend and part of our TEAMLaunch series for recruitment
start-ups and growing agencies.

Sign up here: https://inkd.infe3QYc58x

#TEAMLaunch #RecruitmentMarketing #RecruiterTips #BrandBuilding
#BusinessGrowth #Paiger #TheMarketingJunction

LA TEAMLaunch

How To Build Your Brand to Win Clients & Attract Talent

& with You and 1 other ="

@& Courteney Noonan and 6 others

2 TEXT ONLY

Text only is excellent for longer, meaningful content.

Sometimes, words speak at a sufficient volume, and they
don’t need any visuals. Simplicity can work well.

Using text only for storytelling or educational content can
be impactful.

Text-only posts are less popular, so they can stand out of
the crowd and draw attention when done right.

Andy Dunne ] - 1st

L

Final TEAM Q2 event today — and it's a double header.

Managing Director at TEAM | Empowering Independent Recruit...
Visit my website
mo - &

I'm in sunny Cambridge for the last TEAM Networking Meeting of ...more

WE'VE GOT

FROM

MY PAIGER

&0 Jahisha Thomas and 23 others 7 comments

Paiger Spotlight

If you’re using Paiger, you can
schedule and manage video
posts in advance, alongside all
your other content.

through Paiger perform exactly the same as if you posted them directly.
. Keep it short and sharp: 1-2 minutes is the sweet spot (never more than 3).

- Share insights, tips, or stories that spark conversation.

Done well, video stops the scroll and makes your audience feel

Andy Dunne [[@ . 1st
Managing Director at TEAM | Empowering Independent Recruit..
Visit my website

o

I'm often asked... "What actually happens at a TEAM Networking Event?”

mo

The truth is — the real magic of TEAM doesn't happen online. | ...more

A TEAMember

Attending a TEAM Regional Event as a Guest
What to Expect:
TEAM runs Regional Networking Events in 12 locations across the UK:
London, Sussex/Kent, South, South Central (Surrey/Hampshire), South West & Wales, East
Anglia, Midlands South, Midlands East, Midlands Central, North East & Yorkshire, North West,

and Scotland,

Each event is chaired by a local TEAM National Executive Member (NEM) who facilizates
introductions, conversations, and content throughout the session

What Happens at a TEAM Event?

e me & Head Office New
+ Updates on TEAM activity, campaigns, and plans
+ Share your name, specialism, and what you're looking for
Guest Speaker S r
* Industry expert, legal update, or practical recruiter training
Tw oo Broak
* 15-minute informal networking opportunities
inal Hour
* Roundtable Networking - Deeper discussions, often split by topic or sector

Why Come as a Guest?

Learn What TEAM is All About
= Exparience the culture of collaboration and pear support that makes TEAM unigue.
Make Local Connectio
* Maeet like-minded recruiters and trusted suppliers rom your area.
kill for Free
* Access real-world training and insights tailored for recruitment business leaders.
sre Your ideas & Challenges
= [Everyone contributes—these events thrive on knowledge sharing and problem solving
sales Pitch

* You'll never be asked to join on the spot. Come for the value, not the pressure.
it mathing Tanaibi

+ 'Whather it's a fresh strateqy, a key intraduction, or a lagal nugget—you'll leave batter
equipped than you amved

Book A Call With Lauren

SC@ Jahisha Thomas and 22 others 1 comment - 1 repost

EXAMPLE

Jahisha Thomas ~
Post to Anyone

Jahisha Thomas -
Post to Anyone

like they know you.

4 DOCUMENT POSTS

Often referred to as Carousels, these posts are great for
educational and informative content. These are created using
PDFs and appear as slides when posted.

Aim to keep the accompanying text shorter for these to avoid
diverting attention away from the document's content.

The number of slides can contribute to engagement.

Aim for between 5-15 slides. The optimal amount is 12. Avoid
having too many slides; anything over 20 will likely be too long.

Using your brand style is essential. Stick to the correct colours
and fonts to remain professional and increase brand awareness.

Paiger users can design and schedule carousels easily, making
sure your educational content is always dripping out on time.

Share a document

What do you want to talk about? s ,
|Wha: do you want to talk about? Y \ Choose file
B For accessibility purposes, Linkedin members who can view your post will be
able to download your document as a PDF.Learn more
\ Back )
Share a document ) 4
@ ore @ Add a document
Document title * B
= & < g = B v
Add a descriptive title to your document |

+TEAMTIP

Pro Tip:
To add a carousel:

2 M
m
S
-y

1.Create a post

2.Select “+” icon

3.Select “add a document”
4.Choose your file

5.Add a “document title”

5 rous

HATEAMTalk

The LinkedIn Playbook:
How to Optimise Your Profile
and Build Visibility
September 29
Time: 3pm

Paiger

s, pai e co

Darren Westall

Paiger Spotlight

With Paiger, you can plan these in your

Polls spark conversation and build data.
The simplicity of your question is key.

Ensure it is broad enough to engage a wide audience but avoid
being too vague and generic. Getting this balance right is
essential.

Ensure you articulate your poll's context and objectives in the
accompanying text. Telling people why you are doing the poll can
increase buy-in and encourage people to interact. Again, keep
this below 500 characters to avoid losing interest before people
have voted in the poll.

Avoid listing too many answers. Aim for between 3 and 4 and
make the last one “other, see comments,” which can be great for
increasing comments.

The optimal duration of your poll is one week.

Repurpose the results of the poll. These can make a great 2nd
post to discuss the results and spark more conversation.

calendar so you don’t miss a week.

Andy Dunne [ - 1st
Managing Director at TEAM | Empowering Independent Recruit...
Visit my website

3w - @

&3

Is the new LinkedIn algorithm bugging you?

Because the last few weeks have been painful for most folks who ...more

Have you pivoted your LinkedIn strategy in the last month?

The author can see how you vote. Learn more

Yes - I'm posting differently 27%
No - same as before 59%
| don't post anyway 8%
I'm just here for the results 5%

37 votes - Poll closed

(2 )

14 comments



INCREASING POST REACH

If you’ve spent time setting up a profile that turns visitors into conversations and conversions.

You’'ve chosen the frequency and types of content you’d like to post and are proactively building relevant
connections. Great work!

Now, when you’re posting, we advise some techniques to maximise the reach and engagement of your
posts and increase visits to your profile.

1 COMMENTS 2 ENGAGE WITH YOUR NETWORK
Encouraging people to Build relationships with your network.
comment can boost your
reach. Regularly engaging with your network's posts and adding value by

commenting will increase their likelihood of seeing your content.

Keep the conversation going
by replying to comments. Plus, others are more likely to return the favour by commenting on your posts.

3 STRATEGIC TAGGING

Mentioning others in your content can be beneficial if they contribute to the discussion by commenting.
Make each tag meaningful and relevant, and try to use tags to express gratitude or celebrate success.

Tagging encourages engagement and potential sharing of your content. But be warned - if you tag contacts and
companies that do not then engage with the post, this can be detrimental to your post’s reach.

Avoid too many tags — no more than 8 — which could activate a tag penalty, and LinkedIn could mark your content as
spam.

If you’re in doubt about whether someone will engage when tagged, we suggest you tag them in a comment as failure
to engage doesn’t impact your post in the same way.



Analytics
LinkedIn provides you with some high-level /N

Analytics
measures that are accessible from your profile. @ rrme e
:: 556 profile views al. 10,396 post impressions }, 384 search appearances
Discover who's viewed your Check out who's engaging with Sea how often you appear in
Use these to guide whether or not your efforts are ot i
getting the desired results. Check them weekly.
Increasing profile views is good, but dig deeper
and see who is viewing your profile. If they are the Review your top Top performing posts ©
right people, that's great. performing posts over -
a Ionger period _— We m It's now two years since | last drank alcohol® & . 25,580
Post impressions over the last seven days suggest 90 days. R e doest oo iy, bt th e by n the photo s moresions
cce

indicate how much reach you get from your posts. This allows you to re-

. use the best’ perhaps ﬁ Most recruitment agencies are awful at marketing J# | | _a31u
As you test and see what engages your audience with a different angle .
most, you want to see this increase over time. or image.
| | - | Don’t overthlnk IIkeS & :.-I-.,I-m,:.l: -;:..-_«-.Cc..:,-L:L"JID show how valuable a peer | .‘“3:20.6
Search appearances indicate how ‘findable’ you ' =
and comments on an ece

are — ensure your profile is optimised to get the

_ _ individual post level.
right people to discover you.

Not everyone who takes value from your content will engage
with it, so being overly critical of your content performance can
result in giving up too soon.

Paiger Spotlight

LinkedIn gives you headline numbers. Paiger takes it further - combining analytics, engagement
insights, and team reporting in one place.

Your Business Results

There is no one-size-fits-all when it comes to being successful on LinkedIn. Every individual's targets will be different,
SO set your targets, whatever they are, and measure, test and adjust until you see positive changes, whether this is new
business, new relationships or increasing brand awareness.

Track and review ‘lagging’ indicators — such as X inbound messages received in the last three months. These give you
the real results. ‘Leading’ indicators, such as the analytics above, show you if your efforts resonate with the right
audience, but the business end is the most important. Is your investment generating tangible revenue?

i TEAMTIP

LinkedIn vs Linkedln Premium

In terms of optimising your profile, LinkedIn Premium is not necessary in terms of still maximising your LinkedIn.



YOUR SOCIAL SELLING INDEX

LinkedIn also provides you with a performance If you are starting to take your approach to LinkedIn
diagnostic tool called SSI. seriously, or you've decided to spend more time
creating content, check your SSI score now, then

Four components calculate your Social Selling Index again in a month.

score to a total score out of 100.

Once you reach an SSI of 70+, each of your posts on Along with the business results and analytics
LinkedIn reaches more of your network. mentioned above, your SSl is a steer to guide your

futureactivity to get more from LinkedIn.

. Find the right people

Identify better prospects in less time using efficient search and
research tools.

Establish your personal brand

Complete your profile with the customer in mind. Become a
thought leader by publishing meaningful posts.

Strengthen your network by finding and establishing trust with
decision-makers.

. Engage with insights
Discover and share conversation-worthy updates to create and
grow relationships.



https://www.linkedin.com/sales/ssi?src=or-search&veh=www.google.com%7Cor-search

FINAL TIPS

Invest three months of LinkedIn effort before judging how beneficial it is for you and your
business.

In that three months, at a minimum, implement these habits:
Post 3x times a week, and try to vary your content type.

Stick to 2-3 content themes to build awareness of what problems you can solve for your
audience.

Send 10-15 connection requests to relevant people every day.
Building connections whilst posting regularly is the quickest way to see results in your efforts.

Comment on 5-10 relevant posts, ideally from people you want in your network, each day.

Paiger Spotlight

Paiger automates the hardest part: consistency. That’s why it’s the tool recruiters rely on to actually
deliver the Playbook.

LA TEAMTIP

Pro Tip: Ensure your profile page is fully optimised - it’s the shop window for all the traffic your content generates.
Revisit it monthly to keep everything fresh, relevant, and aligned with your goals.

Pro Tip #2: Buddy up with another TEAM Member and take on the 3-month LinkedIn Challenge together. Hold each
other accountable to the content plan, keep profiles fully optimised, and stay consistent — progress comes faster when
you don’t go it alone.

Found this playbook valuable?

Share on LinkedIn



https://www.linkedin.com/sharing/share-offsite/?url=https%3A%2F%2Fpaiger.ai%2Flinkedin-playbook
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Find direct employer
vacancies, research
companies and
contacts, format CVs,
and send personalised
outreach — all in one
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	LinkedIn
	PLAYBOOK
	Brought to you by no.1 most trusted recruitment network for independent agencies, and the complete business development platform for recruiters.


	LinkedIn now has over 1 billion members.
	By creating and posting any form of content, you will instantly be in the top 1% of people using LinkedIn.
	Recruiters that live on LinkedIn can find it overwhelming.
	So this playbook will break down and simplify the best practices to optimise your profile and get you seen by the right people.

	SETTING UP YOUR PROFILE
	Your LinkedIn profile is your shop window.
	It’s the first thing people see and the moment they decide whether to stop, engage, or scroll past.
	Think of it as your personal homepage: Make it clear, Credible, and Compelling.

	Headline
	URL
	Banner

	TIP
	About Section
	Profile Photo
	Contact Information
	Featured Section


	TIP
	Recommendations

	BUILDING YOUR CONNECTIONS
	The strength of your LinkedIn network is incredibly important.
	A strong LinkedIn network consists of both quantity and quality - make sure your connections are relevant and aim to develop your network regularly.
	With an upper limit of 30,000 connections, you have the scope to build a big network. But don’t just add people for the sake of it. Irrelevant connections are less likely to engage with your content, diluting its reach.
	Try to connect with 10-15 people every day that would add value to your network.

	The benefits of building connections
	LinkedIn is unique in that each time you connect to one person you also connect to everyone that they know and everyone that those people know.
	That’s extremely powerful.
	People are more likely to trust people they are familiar with.
	Building connections today benefits your future ability to network.
	LinkedIn actively pushes your content to your new connections.



	TIP
	Warming up cold connections that you've never spoken to before.
	Every six months, download your LinkedIn data file (your full data cache). Inside, you’ll find a list of all your connections - a goldmine of prospects, candidates, and potential clients that often get buried in the day-to-day scroll.
	Pro Tip #2: Each day, reconnect with five people you haven’t spoken with in the last six months. Check in on what’s happening in their career and life, explore if they’re open to new opportunities, and share valuable industry insights or data to spark a meaningful conversation.

	Nurture relationships with your connections
	Engage with your network on LinkedIn. Focus on building relationships. Having two-way conversations with the people who interact with you is crucial.
	Actively comment on others’ posts, but be thoughtful when you are doing so. One well-thought-out comment is better than 100 “I agree”.
	LinkedIn is aware of messaging activity, too. Chatting privately with someone on LinkedIn makes them more likely to see your future content. Momentum and consistency will keep your network and reach expanding.
	Interact with posts. Answer questions. Offer advice. Be helpful. Be generous with your expertise. The more you give, the more you get in return.


	WHEN TO POST
	Consistency is key
	Maintaining a regular posting frequency is critical to success.
	Aim for a consistent rhythm rather than posting for three days in a row and then silence for a week. Start with three weekly posts, split over Monday, Wednesday and Friday. Use Tuesday and Thursday as an opportunity to comment and engage with your network’s content.
	Once you start to see traction, you’ll naturally want to post more. Build up to daily posts. And weekends?
	Paiger Spotlight
	With Paiger, scheduling posts ahead of time is simple. Consistency is what the algorithm rewards and Paiger makes it effortless by scheduling your rhythm in advance, keeping you visible even when you’re busy or away.


	Posting times
	Optimal posting times hinge on your audience specifics.
	Generally, LinkedIn sees 90% of activity from 7:00am to 9:00pm.
	However, you must think about your audience and when they will likely be online.
	What is their time zone? When will your candidates seek jobs (this will likely be outside their typical working hours)? When will your clients be online?

	Content Ideas
	TIP
	You don’t need to overthink your LinkedIn content. The best posts are the ones that add value and show up as genuine.
	Here’s how to approach it:
	Focus on value: Share advice, knowledge, insights, and opinions that can help others.
	Draw from real conversations: Use questions you’ve asked candidates or clients, or pain points they’ve raised, as inspiration for posts.
	Be authentic: Share not just your wins, but also your challenges and what you’ve learned along the way.
	Keep it human: Avoid being overly promotional — it’s tempting, but real connections come from real stories.
	Pro Tip: For every post you write about your business or the market, create another that’s not work-related.
	Paiger Spotlight
	Struggle with ideas? Paiger helps you curate industry insights, employer content, and branded assets - so you always have something relevant to share.



	WHAT TO POST
	You don’t need to overthink the content you create.
	Try to avoid being promotional all the time.
	Use the conversations you’re having as inspiration for topics.
	Share your success stories and your struggles.
	Frame your idea against these questions.
	If it answers ‘yes’ to at least one, it’s a good idea for content:
	Click here for one month of post ideas 💡

	THE FOUNDATIONS OF A WELL WRITTEN POST
	Write like you talk ✍️
	Be you, be real, be human. Avoid using complicated language and jargon.

	Start your post with a hook 🪝
	Aim for short sentences of a maximum of 12 words 🩳
	Keep your posts broken up into short paragraphs.
	Use white space so that it is easy to read 🤓
	The optimal length of a good post is around 1,000 characters 📝
	There are some exceptions to this, but we’ll touch on them later.


	TYPES OF POSTS TO USE
	TEXT AND IMAGE
	TEXT ONLY
	VIDEO
	Paiger Spotlight

	TIP
	If you’re using Paiger, you can schedule and manage video posts in advance, alongside all your other content.
	DOCUMENT POSTS
	EXAMPLE
	TIP
	Pro Tip:
	To add a carousel:
	Create a post
	Select “+” icon
	Select “add a document”
	Choose your file
	Add a “document title”

	Paiger Spotlight

	POLLS
	With Paiger, you can plan these in your calendar so you don’t miss a week.



	INCREASING POST REACH
	If you’ve spent time setting up a profile that turns visitors into conversations and conversions.
	You’ve chosen the frequency and types of content you’d like to post and are proactively building relevant connections. Great work!
	Now, when you’re posting, we advise some techniques to maximise the reach and engagement of your posts and increase visits to your profile.

	COMMENTS
	ENGAGE WITH YOUR NETWORK
	STRATEGIC TAGGING

	MEASURING SUCCESS
	Analytics
	Paiger Spotlight
	LinkedIn gives you headline numbers. Paiger takes it further - combining analytics, engagement insights, and team reporting in one place.
	Your Business Results

	TIP
	LinkedIn vs LinkedIn Premium


	YOUR SOCIAL SELLING INDEX
	LinkedIn also provides you with a performance diagnostic tool called SSI.
	Four components calculate your Social Selling Index score to a total score out of 100.
	Once you reach an SSI of 70+, each of your posts on LinkedIn reaches more of your network.
	CHECK YOUR SSI SCORE

	If you are starting to take your approach to LinkedIn seriously, or you’ve decided to spend more time creating content, check your SSI score now, then again in a month.
	Along with the business results and analytics mentioned above, your SSI is a steer to guide your futureactivity to get more from LinkedIn.
	Find the right people
	Establish your personal brand
	Build relationships
	Engage with insights



	FINAL TIPS
	Invest three months of LinkedIn effort before judging how beneficial it is for you and your business.
	In that three months, at a minimum, implement these habits:
	Post 3x times a week, and try to vary your content type.
	Stick to 2-3 content themes to build awareness of what problems you can solve for your audience.
	Send 10-15 connection requests to relevant people every day.
	Building connections whilst posting regularly is the quickest way to see results in your efforts.
	Comment on 5-10 relevant posts, ideally from people you want in your network, each day.
	Paiger Spotlight
	TIP
	Found this playbook valuable?
	Share on LinkedIn


	The TEAM network comprises 500+ small and medium size recruitment businesses across 700+ locations in the UK.
	Book a Call with TEAM
	Find direct employer vacancies, research companies and contacts, format CVs, and send personalised outreach – all in one place, in a fraction of the time.

