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What makes this book good
for your business?

Imagine if you were to watch Game of Thrones (or any series) from the fourth
season onwards. Would you be able to understand what's going on?

Well, no. You missed so many events, characters and plotlines. To be able to
understand and enjoy the conversation, you need to know what happened

earlier.

LinkedIn is no different. Right now, this is the golden era of the platform for
B2B businesses, and everybody is so hyped up.

But to get the most out of it, you need to know what happened earlier on
LinkedIn. And we've been on the LinkedIn train for four years now.

We followed every trend, algorithm update and the latest tools related to the
platform. We tried lots of experiments and failed many times.

Our success was dependent on the platform.

Then LinkedIn became our best lead generation resource, both for ourselves
and some of our clients.

We generated more than 5,000 leads on LinkedIn last year alone.

Nicholas D'hondt - 1st
Helps SME's generate maore by teaching and implementing the latest growt
@ 3mo - Edited -

Nicholas D'hondt - 1st

Helps SME's generate more by teaching and implementing the latest growt
C . @
We want to teach you how to generate leads on autopilot! What if Santa brought you 700 business leads? &
Our eBook about lead generation is almost done (58 pages!) and now it's ready for a

LinkedIn audition. ...5ee more I'm not Santa, but | want to share with you the exact recipe we used to ge ...see more

Thierry D'haenens - 1st
Interested in a hands-on growth marketing workshop for your company? - Gro...
4 w-®@

How we generated 700+ leads on LinkedIn with zero budget? of weeks. You'll see some examples pop up
ere on the screen. This is the exact playbook

We revealed it step by step in this eBook with 100% transparency. ...56€ more
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Now, we want to explain to you what happened in the earlier seasons on
LinkedIn. So you can grasp what's going on now.

After you catch up, you'll get the latest playbooks we used to generate
leads. We'll teach you step by step, complete with guided videos and real-
life examples.

Are there quick wins on LinkedIn? The short answer is yes.
Because you won't repeat the mistakes we made, since we already made
them for you. These are the best practices that worked for us and our

customers.

Your growth depends on how fast you can process and implement these
strategies for your own business
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Chapter 1:

How to optimize your
B ICL [ ) profile and create
a conversion funnel

Your profile is a meeting room. It is the suit you wear for the big meeting or
elevator pitch to a potential investor.

You need to wear your best suit and prepare your best speech for your profile
visitors. And we call this LinkedIn profile optimization.

When someone visits your profile, we'll make sure to guide them in the right
direction.

The main goal here is to prove that you are the ultimate solution. It's impor-
tant to emphasize how you will solve their problems. And of course, to show

how credible you are.

Before we start with LinkedIn profile tips, | want to introduce you to the con-
version funnel model.

It'll help you visualize and understand the mentality behind the profile page.

LinkedIn Conversion Funnel

It's pretty similar to any sales landing page or mail. You can apply the same
strategies you know in this part.

ATTENTION

A cover photo that A professional and positive
emphasizes credibility photo

Thierry D'haenens - st [fi] ¥ GrowForce

Interested in a hands-on growth marketing workshop for your
company? - Growth Strategist at GrowForce

Antwerp Area, Belgium - 500+ cannectionsll:ontact info

A clear value proposition +
position.
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About

Struggling with optimizing your conversion rate?
Do you have your landing pages in place?
Do make assumptions based on website analytics or website behavior? Interest

If those questions giving you a hard time, | can help you with that.

| help founders, marketers and growth teams create predictable sales funnels and increase adoption, retention, and

referral. .
Desire

| do this by teaching you how to automate lead generation, optimize lead & customer flows, brainstorm about growth

experiments, get you involved with the best tools and implement the growth marketing process in your company.

| know it's a lot at once. But you can fire all the growth-related questions to me.
Schedule a free 15-minute call using the link below.

Talk soon.

INSERT, DESIRE

Visit bsit Book & van
B o G, -

Call to action to the desired
goal

ACTION

Attention: top section

Capture the attention of the visitor with your cover and profile photo. It's an
opportunity to show your (business) personality.

Add a clear value proposition that explains how you help your customers.
This way, you can get more clicks to your profile.

Interest and desire: middle section

Talk about the business problems or needs of your target audience. Keep
them interested. Show that you understand their pain.

In the second (desire) part, the goal is to convince them. Here you can explain

how you may approach their problem. And maybe how you have already
solved it many times.

Action: bottom section

Now, it's time to direct them to the right action. Here you need to know your
end goal, call them to take action.

Onwards, to some real-life examples.

www.grow-force.com
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#1 What makes a good LinkedIn profile picture?

Let's talk about judgment. It's often considered a bad thing, but is it?
It's something we do before we even think.

We're inclined to judge by nature to protect ourselves. To choose the right
friends, and to make business and life decisions.

So, it's crucial to reflect your business personality and paint a good picture on
LinkedIn. But let's first have fun with bad examples.

The bad

)

Cool pictures but I'm not sure if you can help me grow my business
with a cricket bat.

| appreciate your traveling passion, but we'll not meet unless
I'm looking for a travel blogger.

Would you like to buy law services from Mr
Nobody?I don't think so. Here is a list of don'ts:

Don't take a selfie

Don't use filters

Don't crop a group picture

Don't have a distracting background
Don't show your hobbies

The good

Look at this screen, and tell me which profile picture immediately got your
attention.
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Showing 22,261 results

Amaury Timmermans - 1st

Sparking positive energy vibes with QIQO - a hot energizing drink. 100% natural and 0% sug... Message

'O Antwerp Area, Belgium

22 Michael Humblet, David Van der Auwera, and 8 other shared connections

_ Amaury Blondeau - 2nd
4 Architect at MMXV Architecture
Antwerp Area, Belgium

Current: Zelfstandige at Amaury Blondeau

&8 Amaury Timmermans is a shared connection

Y Amaury Luyckx - 2nd
L,b Managing Director at Polytra N.V. part of Fracht Group

Antwerp Area, Belgium

Summary: Amaury distinguishes himself with his capability...

Amaury Clesse - 2nd
Contract Manager Benelux bij Grosfillex Group
Antwerp Area, Belgium

22 Amaury Timmermans is a shared connection

Connect

Clearly, the first search result got your attention. Ok let’s find why?

Amaury Timmermans - 1st

Sparking positive energy vibes with QIQO - a hot energizing
drink. 100% natural and 0% sugar.

Antwerpen, Flanders, Belgium - 500+ connections -

Contact info

QIQo

Stanford University Graduate
School of Business

There are two lessons that we can learn from Amaury.

1. You can manipulate the elements to create a compelling picture.

When | saw this profile, | thought he was online, and | could message him by

clicking the picture. So it's well played.

You can do the same by hiring a freelancer. Or if you have an Adobe savvy

friend, that’s ok too.
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2. You can be flexible with your picture

Amaury sells a product that is inspired by nature. Usually, it's odd to pose with
a parrot but here it’s aligned with his value proposition and general theme.

Another good example here is from Brain Dean.

BACKLINKO

with. Brian Dean

Higher Rankings & More Traffic

Brian Dean - 2nd [fi 4 Exploding Topics
Founder at Backlinko mis  Tufts University

Boston, Massachusetts - 500+ connections - Contact info

A headshot with a clear background and smile.
So here are the best practices to have a credible and attractive picture:

Look approachable

Take a headshot

Cheese

Be creative like Amaury to stand out
Pick an up to date photo

Wear your business clothes

#2 Write a compelling one-liner for your headline.

Nine out of ten people pick their job title as their headline. It's a waste.

It's like publishing a Facebook ad and writing your company name as ad
copy.

Let's go over a broad title like "Head of content.". There are thousands of
"Head of content" people on LinkedIn.

What does it mean to people that don't know anything about content?
Nothing.

Even if they know about content marketing, it's still broad, because every
individual has their own strengths and set of skills.
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So it's crucial to write a concrete statement that describes what you do.
A one-liner (value proposition) that explains how you help people to grow.

Like this:

GROWFORCE

| View in Sales Navigator H More... |

¥ GrowForce

Nicholas D'hondt - 1st

Helps SME's generate more < by teaching and implementing
the latest growth marketing tactics so they can grow faster %

Antwerpen, Flanders, Belgium - 500+ connections - Contact info

Ghent University

Here Nicholas uses all 120 characters for his one-liner. It's super targeted

(SMEs), and he explains how he’s solving the problem.

But it's also possible to fit your title to your headline. Like this:

Yigjit Duarclad] - +
‘ ‘Wani to make vour brand wisble with data-backed conbent? Head of conbant &1 DrowForce 2
& @ et Prea | -

Yigit Ayvazogiu - 151
Sr. Capywriter at Hapgy Peopls Project Message
AR flany Alemslar, Eirat Combkam 13% other dhred conrsclione
Yigit Zigal - Zrd =
Copywriter at TEWAMISTANBUL Connect
- Srantil, Ty

HB Firat Coabiim, Onur Cengiz, & 18 oither Snaped cordEctinn

Connect

Wigt Korwur
Praduct Manager BiZed (se0.do) - Judge o EU [/ US Search fvards

B8 wrmail Hakki Polat, Erdom Akmskal, and B5 osher shard connections

This one-liner helps you to stand out in search. Plus, when you add somebody

as a connection, they'll see your one-liner.

And you'll learn how to add thousands of people (automated). We'll get there

soon.
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#3 Three smart ways to use your cover photo

You can explain many things and get creative with your cover photo. Here
you'll see what works very well on Linkedin.

Show your services

The cover space is huge. Here Neil Patel uses it to showcase all of his
expertise and services.

If you have a broad range of products, skills or services, you can do the same.

Or you can show a single product too. If you're selling your personal book, it's
a good idea to exhibit it on your cover.

SEQ

BTt Content Matkating
IGITAL PRC

more ol

traffic? [

Furnels
I SErabegY .

MNeil Patel - 3rd e Meil Patel Digital
Co-Founder at Neil Patel Digital California State University,
Fullerton

Seattle, Washingtan - 500+ connections - Contact info

Prove what you wrote in your headline

Trust in business is a currency. If you can prove what you wrote in your
headline, it'll increase your credibility.

Aaron Ross'’s profile is a good example. He's a good public speaker and he
confirmed it in his cover photo.

As you can seg, he's a hell of a keynote speaker.

Aaron Ross :(\ - 2nd m | Predictable Revenue™ Inc.
Co-CEO PredictableRevenue.com, keynote speaker, author s Stanford University
"Predictable Revenue" + "From Impossible To Inevitable", Dad of

9

Pacific Palisades, California - 500+ connections - Contact info

14
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Boost your credibility and expertise

Vaibhav's profile is the perfect combination of many things.

He shows logos for credibility

Www.grow-force.com

He fitted his titles in the cover photo (this is a good trick if you can't fit

your job title in the description)
He’s in front of the crowd speaking

Plus he placed his website on the cover

Vaibhav Sisinty - 2nd

Head of Marketing, Klook India | Ex-Uber | LinkedIn Lead Gen
Expert | Growth Hacker | Speaker

Mumbai, Maharashtra, India - 500+ connections - Contact info

MARKETING MANAGER @ UBER
GROWTH CONSULTANT
ONLINE COURSES | SPEAKER

Entrepreneur "BAMF_ KillerStartups

Chioni PRESS THE HINDLU

————————— WWW.VAIBHAVSISINTY.COM

Klook

#4 Two methods for writing a magnetic

“About” copy

If the visitors scroll down to the “about” part, that means one thing.

They're interested.
There are two possibilities:

1. They are interested in your services.

Your profile is not a place to solely chest pump your awards and experiences.

This section is not about you; it's about your customers.

So, the best way to use this section is to describe your customer’s problems.

Then explain how you solve those problems.

About

Struggling with optimizing your conversion rate?

Do you have your landing pages in place?

Do make assumptions based on website analytics or website behavior?

If those questions giving you a hard time, | can help you with that.

| help founders, marketers and growth teams create predictable sales funnels and increase adoption, retention, and
referral.

| do this by teaching you how to automate lead generation, optimize lead & customer flows, brainstorm about growth
experiments, get you involved with the best tools and implement the growth marketing process in your company.

I know it's a lot at once. But you can fire all the growth-related questions to me.
Schedule a free 15-minute call using the link below.

Talk soon.
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Here, Thierry kept it concise and talked about his customers. Then delivered

a solution with a call to action.

No time wasted with unnecessary information. This is what we practice and

what worked for us so far.

2. They are interested in your personality and services

If you're going to apply this method, you need to know how to tell a story,

because you'll attempt to sell yourself and services with storytelling.

This is more effective than the first method if it's done right.
Look how Karen Abbate did:

Karen Abbate - 3rd . J. Walter Thompson
Creative Director at J. Walter Thompson {z] see contact info
Greater New York City Area 2 500+ connections

Message View in Recruiter

| love selling brands. | hate selling myself. So here's six quick things about me and
my work. In, out, nobody gets hurt.

1.) I've created campaigns for more iconic brands than you can shake an iPhone at.
My longtime creative partner, Jag Prabhu, and | have produced work for Unilever.
Verizon Wireless. Johnson & Johnson. AT&T. Pfizer. Nestle. Bristol-Myers Squibb,
IBM, GlaxoSmithKline. US Airways... And we've gotten to schmooze with the leaders
of these fine companies. Quite a rush.

2.) I'm a digital junkie with 23,000 Twitter followers. | love every freakin' thing about
the web.

3.) | got my job in advertising in an unusual way. | won a national writing contest
called "Write If You Want Work", the brainchild of mega best-selling author James
Patterson (Along Came A Spider, Kiss The Girls) then chairman of J. Walter
Thompson. My prize? A job as a writer at the agency.

4.,) Several years ago, right out of the blue, my funny, active, young(ish) husband
was diagnosed with cancer. | mention it here because ever since, | like working on
pharmaceutical ads. Some creatives shun them, but not me. It's powerful to connect
with people over the things that make us human, vulnerable, imperfect.

5.) This is how | sum up my job. | help people fall in love with brands. Help agencies
win new business. Build trust with clients to help their brands skyrocket. Period.
Exclamation point.

6.) | don't like to advertise this fact, but I'd do this job for free. It's my passion. Also,
aside from advertising, I'm completely unemployable.
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It's hard to resist Karen's story after that killer first sentence. Plus, the first
sentence is the most crucial element of your “about” section. Here’s why.

About

| love selling brands. | hate selling myself. So here's six quick things about me and my work. In, out, nobody gets hurt.

1.) I've created campaigns for more iconic brands than you can shake an iPhone at. My longtime creative part: ... see more

You see, only the first two sentences are displayed. So, make sure to start
with a captivating introduction.

There is another option to tell more about you, and it's in between those two
examples you saw.

About

I'm managing partner of GrowForce and co-founder of Plann3r.

GrowForce is your guide on the growth marketing path. We'll help you to grow your business faster and smarter.
Plann3r allows you to plan meetings in a faster and more efficient way.

On average you lose 30 minutes a day on scheduling meetings. This easily adds up to a loss of €11.000 each year! We
believe there is a better way. With Plann3r, planning a meeting, from selecting the participants to getting the meeting
automagically planned in your agenda, doesn't take you more than 30 seconds.

If you want to talk about how we can help you or your business, don't hesitate to send me a PM.

If you want to read about how business professionals like you are using Plann3r, read this blog post!
https://goo.gl/EMDLxe

==== Ahout Me =====
The best way to describe myself is to say I'm an iEntrepreneur. Technology defines my life. | love exploring new
technologies and creating digital solutions to existing problems.

My primary skills are growth hacking, entrepreneurship, and software development. One of the areas where | like to
differentiate myself is management. | enjoy being part of and managing good teams to make sure we deliver the very best

we can.

If you have any guestions feel free to contact me!

= I Personalised meetings % Question about Growth
K & pages? = saseaniins o Hacking? €

Here Nicholas did both. And in the end, he briefly talked about his story.

#5 Add your call to actions

You dragged your prospects to the very bottom of your profile. Now it's time
to lead them to the desired action.

First, determine your action. What do you want to offer? Examples can be:

A call.

A free trial.

An eBook.

A ticket to an event.
and so on

www.grow-force.com
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Find your end goal and convince your visitors with your call to action.
How to create CTAs on LinkedIn?

Go to your profile page. On top of the page, you'll be able to add a profile
section. Here you need to pick featured.

Q Add profile section ¥ Va

Nicholas D'hondt [ Intro
Helps you grow your business # | Hiring Growth
Marketers, do you have what it takes, to be the ver!
PM me! Featured ~
Antwerpen, Flanders, Belgium - 500+ connections -
Contact info

About 7

Add your best posts, documents,
media and websites.

o : Posts
Providing services
o £) ; ¥ / Sho| D Show content posted to @
Digital Marketing, Lead Generation, and oppt Lifkadli
Marketing Consulting Get
See all details Articles
Show articles published on @
® Anyone LinkedIn
P Links @
Show links to web content
Media »
About @ Upload photos, documents, @

and presentations
Are vou readv to arow vour companv? %

You can add a combination of clickable links, PDF's and even LinkedIn posts to
claim credibility. These links and posts will appear directly underneath your
summary.

Featured + 7

Schedule a meeting with Nicholas

Growth Marketing %/ BGLEACILES

Growth Marketing Essentials: Free Course Question about Growth Hacking? ¢
my.growforce.academy Plann3r - Smart Scheduling Revolution

Free 90+ minutes course to create your growth I love exchanging ideas about growth!

marketing essentials and launch your first... Do you have a question? Please schedule a 15 mi...

#6 Bonus tip: Optimize your Linkedin
Profile for Search Engine Optimization

Like Google, LinkedIn has a search engine. People often use it for a job
search but you can also search for people, groups, content, and companies

Ask yourself this question: which keywords are people searching for when
they look for people like me?

Make a list of keywords, not more than 5-6.

Then add these keywords to your
Headline.

Summary.

Experience.

Skill set.

Job descriptions.
Accomplishments
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This strategy will increase your LinkedIn profile visibility.
Voila, you have now optimized your LinkedIn from head to toe.

Takeaways of Chapter 1

Take a decent picture that reflects your credibility and business self.
Use your cover image to show yourself, your expertise, credibility and
skills.

e Write a compelling one-liner for your headline that shows how you help
businesses to grow.

e Explain how you help your customer in the about me section with
persuasive copywriting.
Add call to actions that align with your end goal.
Optimize your LinkedIn profile for SEO by using the right keywords in
your profile.

Related content you'll like:

e Watch our Linkedin masterclasses to see this chapter in action. It's free.

https://gro.wf/LinkedInMasterclass

¢ If you don't want to do it by yourself, we can create the perfect profile
and conversion funnel for you. You can schedule a call and learn more about
our LinkedIn Sprints.

https://gro.wf/LinkedInSprint

¢ If you want to see some great profile examples you can visit Nicholas’
profile, David's or Thierry's.
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https://gro.wf/LinkedInMasterclass
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https://gro.wf/LinkedInSprint
https://www.linkedin.com/in/nicholasdhondt/
https://www.linkedin.com/in/davidvanderauwera/
https://www.linkedin.com/in/thierrydhaenens/
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Chapter 2:

How to surround yourself with
thousands of potential customers
with marketing automation and

expand your [iTZ1.904

The viral posts you've seen on LinkedIn aren’t going viral just by luck.
Those posts are fruits of hard groundwork. And the base of that groundwork
is to expand your network.

Imagine you have 5,000 active connections on LinkedIn. What will happen
when you post?

Likes, comments and shares will happen. This will boost your credibility and
in time people will see you as a thought-leader.

More connections = More reach = More visibility = More opportunities.

So in this chapter, we'll make sure you'll get enough people in your circle.
You'll learn three things:

1. Why LinkedIn Sales Navigator
2. How-to operate a Boolean search
3. How-to send automated connection requests and messages to people.

Why LinkedIn Sales Navigator

Because it's the best option on the planet to find prospects. Every business
person on the platform is one click away from you, and pretty much everyone
has a LinkedIn profile.

You have a regular LinkedIn search, but it looks like this.

N/
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All people filters

Profile language

(] english
(] French
(] Turkish
(] puten

Schools

[t s

(] xuLeuven
[OJ wierick Business School

[ chent university

Contact interests

[] Probono consulting and volun-
teering

[ Joining a nonprofit board

Spanish
[ spant [ university of Antwerp
() Anadoiu University
Connections Connections of Locations
D st Add connection of [ Add a countryfregion
2nd
D C] Belgium
[ united states
[:] Turkey
[ mndia
[] Brussels Area, Belgium
Current companies Past companies Industries
| Add a current company | Add a previous company | Add an industry
(] Google [J microsott [ marketing & advertising
D Microsoft G IBM D Information Technology & Ser-
(] vinkedin [] eoogle e
int
(] amazon [] accenture L] it
Computer Softw:
(] Facebook [ oracle g SR
Human Resources
Senices First name
l Add a service category l ‘
) Last name
[:] Marketing
(] Mmarketing Consutting l I
[] igital Marketing Tl
(] social Media Marketing | |
[] Lead Generation |C°""F’3“Y |
School
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with marketing automation and expand your network

And here are the search filters of the LinkedIn Sales Navigator.

== Filter your search

Top filters

Keywords

Enter keywords ...

Relationship
+ How closely you're
connected

Profile language

=+ Profile languages

Role & tenure filters

Seniority level

+ Add seniority levels

Function

+ Add functions

Company filters

Company Current ¥

+ Companies or boolean

Past company

+ Add past companies

Other filters

Became a Member

+ When they joined LinkedIn

Posted content keywords

+ Add keywords

Past Lead and Account
Activity

=+ Filter your leads/accounts
Industry

+ Add industries

First name

4+ Add a first name

Years in current position

=+ Years in current position

Title

+ Add titles

Company headcount

+ Add range for employee
count

Groups

=+ Find people in groups

0 results m X

Apply your sales preferences ()

Geography

+ Add locations

School

+ Schools someone studied
at

Last name

4+ Add a last name

Years at current company

+ Years working at current
company

Years of experience

+ Years working in their field

Company type

+ Add company types

Tags

+ Add tags

www.grow-force.com

As you see, it's absurd to compare these two. But of course, LinkedIn Sales
Navigator is not free. The price tag is $79.99, but it's worth it.

However, you don't have to pay to apply the things in this chapter. Because
LinkedIn offers a one month free trial to every user. And you can do the
following strategies with regular search too.

So, you'll be able to follow the rest.
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with marketing automation and expand your networ

If you know how to use LinkedIn Sales Navigator, you can find anyone with a
targeted LinkedIn Sales Navigator search. Later in this chapter, we'll talk
about more complex search options, like Boolean Search.

But for now, let’s discover some features together.

5 LinkedIn Sales Navigator features you should know

The goal of this chapter is to get you ready for the LinkedIn Sales Navigator.
It could look confusing if you see the interface for the first time.

So here, you'll learn the essential features of the tool. Then when you go on
your first date with the Navigator, you'll have some things to do!

(Skip this part, if you already familiar with LinkedIln Sales Navigator)

1. Get an overview and notifications for better prospecting.

You can save individual contacts or organizations in your pipeline. Then you'll
be able to see their activity in your Sales Navigator news feed.

You can stay up to date on any minor or significant changes in their life, role
or organization. This can help you to create more opportunities and
personalized approaches.

S 7 ]

———

el 9 Justin Barthele.... - 2

Set alerts for your
potential leads.

www.grow-force.com

Wha's Viewsd Your Profile

Customizable

lead feed.

582

@

Swarle Parmchig - Founder Swarte Famch

Bon Hayen shared o post

where you left.
CE«T Powar - Global Sales Direcbor

§  Serel Indusirie
Haw Sered can help you reducing time, fiber and mor

[ View

Your Sales Navigator Coach O rospitaity, Iravel & food Leads
T EasciPheris B seneva Metropolitan Ar...
EXPERT = Magic Travels Lead Shanes
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Also, you can jump back and continue where you left off. Or check
recommended leads that LinkedIn suggests and discover similar people.

2. Set alerts by type

This can help you a lot to generate leads or hire new talents.

For example:

You can set an alert by job type, and Sales Navigator will notify you if one of
your leads changes their job status. This can provide you with new angles to
start a conversation.

3. Save searches to save time.

You filtered and figured out your target audience for the next campaign. Well,
you'll want to save it, right? It's a dull job to do it over and over again.

LinkedIn Sales Navigator lets you save up to 15 searches. Also, it tracks when
new prospects add up to the saved criteria. Then it notifies you daily, weekly
or monthly.

Lead results

Keywords

social media manager

Aocount esuts
9149,236 349,808 1,968 1,895,109 49
| % Total | Changed jobs in past Mentioned in the news Posted on Linkedin in Share exp
al results .
90 days in past 30 days past 30 days

4. Use spotlight filters to narrow down your search.

What you can do with this feature is up to your imagination. As you see in the
picture, we have 1,000 people.

Hmonds 70 483 107
Enter keywonds Changed job = past Posted on Linkedin in Fhare exporiences with
90 days past 30 days
Filters
Custom Lists
Past Load and Account Activity
Geography Fegin w . a Jellert Dekeyser 2nd Save
#‘ Global Director Digital & E-Commerce a1 TVH Parts Co.
Included. iminie s il il i ' 1
Aalst, Flemish Region, Balgum P Metrogitan Aa
rtropolitan Area X f,& 52 shared comnections
Brussels Metropolitan Area x
Flemish Region, Belgium X — Tom D"m_ % 3" ) :lsm sus
Woridwide Marketing Director at OneSpan
Ghent Metropolitan Area » 8 yoirs 10 months e |12 yoars O adduag
Ghent, Flemish Region, Belgium x Brussels Mewcpoln
Heverlee, Flemish Region, Bel... m B5 shared conmections
Kortrijk, Flemish Region, Belgi... x
Louvain, Flemish Regien, Belgi... x
- e E Christel Berings 2nd Save | eue
Mieuwkerken-Waas, Flemish R... x 0O Directeur marketing at AVEVE Retad
Rumbeke, Flemish Region, Bel... X ¥ % CoEDany O Ade
AT M ookt an A
Simt-Lambrechts-Herk, Flemi... x
T3k t
Turnhout, Flemish Region, Bel... X m R
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Let's say you have limited time and resources.

483 of them posted on LinkedIn in the past 30 days. So we know they're
active on the platform and more reachable. Then it would be smart if you
prioritize those 483 people first.

or

107 share similar experiences with you, that's also interesting. Maybe you can
analyze their profile and create a personalized approach.

You see, filters are useful.
5. Filters that could even help you find a kidnapped CEO

This is the main reason that you would use LinkedIn Sales Navigator. There
are 24 filters available at the moment. They're all very specific and have
different usages.

And LinkedIn is trying to improve its filters all the time. So you can expect
more in the future.

Here are the filters we frequently use:
Company Headcount

Seniority level

Function

Title

Years in current position

Years at current company

Posted content keywords

Posted content in the last 30 days

But there is a more powerful way to pinpoint anyone you want to find. It's
called Boolean search. If you can combine Boolean search and these features,
you can get outstanding results.

And we want you to get outstanding results. That's why you'll learn how to use
the Boolean search next!

Pinpoint your leads — a quick guide to Boolean
search strings.

Let's demystify what Boolean search is first.

In a nutshell, it's a structured search process that uses keywords or operators
to limit, broaden or refine the search results. So you'll learn how to talk with
your search bar, that's it.

www.grow-force.com
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Search string modifiers or operators are defined by:

OR

AND

NOT

"" - Quotation Marks
() - Parenthesis

By using these five elements, you can pinpoint your buyers, influencers or new
talents.

Now let's see what the functions of the modifiers are, and how you can use
them.

We'll use the terms Copywriter, Art director and Creative director in our
examples.

OR: Copywriter OR Creative director

Use OR (capital letters) to see results that include one or more items in a list.
In most cases, you'll use OR to broaden your search results.

This search will bring the people that listed themselves with both titles.

OR

COPYWRITER CREATIVE

DIRECTOR

AND: Copywriter AND Art director

Use AND (all capital) to filter results that include all items in a list. Meaning
you'll see the people who fall in the cross-section of the Venn diagram.

If you add more ADD operators to your search, you'll end up with fewer
people. But your search will be more relevant because you want both skills in
one pack.
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AND

CREATIVE
DIRECTOR

COPYWRITER

NOT: Copywriter NOT Creative director

Now, you ask the database to bring you only copywriters and exclude all
Creative directors. This will help you to remove similar but irrelevant results.

NOT

COPYWRITER CREATIVE

DIRECTOR

Parenthesis ():

Parenthesis are essential for writing more complicated search strings. By
using them, you tell the database what to solve first.

An element within the brackets is given priority over other elements around it.
"Creative director OR Copywriter AND Art director"

What is happening in this search?

G 24 4
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Do you want to find someone who has either the keyword "Creative director"
or the keyword "Copywriter"? Also, has the keyword "Art director' too?

Or do you mean the result has to have "Creative director" or the combination
of "Copywriter" and "Art director"?

You see, without parenthesis, the database couldn't predict your intention.
Look at this:
(Copywriter OR Creative Director) AND Art Director

Here you requested that you want to find someone who has a "Copywriter" or
a combination of "Creative director" and "Art director."

Copywriter OR (Creative Director AND Art Director)

Now the results will change because parenthesis enclosed a different set of
words.

Quotations "": Difference between "Creative Director" and
Creative Director

Quotation marks can help you to get specific.

When you type Creative director, the database will fill the space between two
words with 'OR'.

As a result, strings will bring you the people who have creative director,
creative or director keywords on their profile.

If you want your term to be recognized as a whole, then you have to enclose it

with quotation marks. This way, the database will bring you the exact phrase
"Creative director".

An example of a Boolean search
We'll use Boolean for a very niche query to show you how effective it is.

You have a new medical product. You're looking for a new freelance medical
sales copywriter that can help you with your new landing page.

Let's check what pops up when you write the term on LinkedIn Sales
Navigator.
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Leadresults  Account results
Keywords 323 550 16,514 59 53,770 1,:
L} . . . . B .
freelance medical sales copywriter X Total results Changed jobs in past 90 Mentioned in the news Pasted on Linkedin in Share exp|
days in past 30 days past 30 days 1
Also try f
freelance medical sales writer [] selectall
remote medical sales copywriter
freelance medical sales editor By Skrapp.io
4 Export with Email Finder
Filters
Custom Lists + Q Jelle Bamelis 2nd e
] = i ywriter and pt at Self- Y
Past Lead and Account Activity + 8years 3 r'm.mhs in role and company &) Add tag
Burcht, Flemish Region, Belgium
Past role
Geography + _ . .
Editorial Coordinator at Travel Magazine (2009 - 2011)
32 shared connections
Relationship +
Compan +
pany Jeroen Verelst 2nd e
[m] Freelance copywri i icati ialist at
Industry + 2 years 11 months in role and company < Add tag
Antwerp Metropolitan Area
Company headcount + (‘I}& 51 shared connections
Seniority level +
Mike Van Moorter 2nd L
Function + (] Freelance Copywriter at Copylogie
10 months in role and company & Add tag
Aalst, Flemish Region, Belgium
Title +
Past rale
Client Advisor Entrepreneur at Securex (2016 - 2019,
Tags + - o ‘ )

It's not accurate at all. The results are too broad, and now you need to filter it
or skim the list manually.

Now let’s try it with Boolean search to see if we can get better results.

The exact search query is: freelance AND medical AND sales AND copywriter.

| used AND because | want to narrow down my options and need all qualifica-

tions together.

copywriter and freelance

Filters

Custom Lists + O v
Past Lead and Account Activity +

Geography +

Relationship +

Company + . e
Industry +

Company headcount +

Seniority level +

(A  Export with Email Finder

Christine Kyme 3rd

Freelance Senior Medical Copywriter at Freelance

2 years 7 months in role and company

Tunbridge Wiells, England, United Kingdom
Pastrole
Senior Medical Copywriter at Cherry Advertising (2016 - 2017)
Show more ~

Jessica (Sapirstein) Bogdany 3rd

Lead results Account results
Keywords 541 232 1 1,199 .
T - N -
freelance AND medical AND sales A % Total results Changed jobs in past 90 Mentioned in the news Posted on Linkedin in Share exp
days in past 30 days past 30 days 1
Also try I
freelance and medical and sales and writer ] selectall
freelance and medical and sales and copy
freelance and medical and sales and By Skrapp.lo

& Addtag

Freelance Copywriter, Medical Writer, and Creative Consultant at Freelance

7 years 7 months in role and company
New York, New Yark, United States

Pastrole
Vice President, Copy Supervisor at The CDM Group (2009 - 2012)
Show more ~

& Addtag
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Here we ended up with 5,411 results, and as you can see from the first two
candidates, it’s pretty on point.

You see, the Boolean search will help you to find your target audience very
fast. But what will you do after you find your target audience?

It'll be useful if you could add them and start a conversation. But it can be
painful to add thousands of people and send them messages manually.

This is why you'll learn how to automate this dull process now. And how to
expand your network even when you're sleeping.

3. Expand your LinkedIn network on autopilot
with Phantombuster

Here you'll learn how to expand your network 24/7.

It's time to show you some interesting stuff with Phantombuster (our favorite
marketing tool by far).

You have a 14-day free trial. You can do all these experiments in 14 days and if
it's worth it, decide to buy it later.

What can Phantombuster do?

This marketing tool can extract data from LinkedIn and a bunch of other
platforms. It can help you to add people automatically, message, like, follow,
even extract emails and more.

But at this stage, the goal is to add your potential customers and likeminded
people to your network.

You'll see, in the next chapters, their presence will help you to generate leads
and increase your popularity on LinkedIn.

So, here you'll learn how to message and add all the people from your Linke-
din Search Navigator result.

And you'll get there in three steps of automation.
1. Extract the data from your LinkedIn Search Navigator results
2. Scrape all the profiles and enrich the data you extract

3. Send automated connection requests and messages to your audience

| know all those words SCRAPE, EXTRACT and DATA might look scary to you.
But it's a child's play with Phantombuster.
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You'll do some clicks and copy-paste actions, and that's it.

www.grow-force.com

Plus, we'll show you how to do it, step by step with images. So let's start to
do all this awesome stuff.

Overview: You'll use these three features in the Phantombuster's toolbox. In

order of:

Linkedin Sales Navigator Search Export > LinkedIn Sales Navigator Profile
Scraper > LinkedIn Network Booster

My Phantoms

LinkedIn Network Booster

Console

Manually

Linkedin Sales Navigator Profile

Scraper

g Eueg

LinkedIn Sales Navigator Search
Export

times per day Success Thrice per working hour

In this scenario, we'll be a SaaS product that has SEO solutions for Content
Creators. We know that the “Head of Content” understands the problem well.
And she can have the power to influence decision-makers.

Or she’s already a decision-maker.

Step 1: Extract the data from your LinkedIn Search Navigator

You need to know who your target audience is to reach the right people. Here
(according to the scenario), your goal is clear. You'll find the “Head of Content”
people in Belgium.

Leadresults  Account results

Keywords

head of content x

Also try
content manager
content director

director of content

Filters Clear (2)
Custom Lists +
Past Lead and Account Activity +

Geography Region¥

Included:

Relationship +
Company +
Industry +

Company headcount

1001-5000 % 1-50 X
201-500 x 5001-10,000 x
"

Seniority level +

Function +

2 519 178 968 127
! Changed jobs in past 90 Posted on Linkedinin Share experiences with Leads thz
days past 30 days you company

Total results

() selectall

By Skrapp.io

[ Export with Email Finder

O

O

&

53

Save search

Hakim Benbouchta 2nd

Head of Brand and Content Management at Degroof Petercam
11 months in role and company & Addtag
St-Genesius-Rode, Flemish Region, Belgium

m 6 66 shared connections

Johan Sevenants 2nd

Head of Content mgmt Public & Corporate Banking at Belfius
8 months in role and company ¢ Addtag
Sterrebeek, Flemish Region, Belgium
Pastrale
Co-founder and Creative Partner at Talk of the Town Belgium, acquired by Serviceplan (2013 - 2017)
Show more ~

-
«’6 52 shared connections.

Roxanne Claessens 2nd

Head of Content Marketing News City at DPG Media Belgié
1 year 7 months in role and company & Addtag
Asse, Flemish Region, Belgium

Pastrole

Content Manager Online Services at De Persgroep Publishing (2015 - 2018)
Show mare ~

oo
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After you played with filters, there were 2,519 people left. Now we'll export
their data with Phantombuster. You'll use the LinkedIn Sales Navigator Search
Export phantom for that.

O LinkedIn Sales Navigator Search Export

Steplof3 >~

Collect LinkedIn Sales Navigator search results

This Phantom needs some input from you. Please provide the

necessary info by filling the form on the right. * LinkedIn session cookie (li_at) (?)
H2vCIFNKJNSGRAMEXBQGBBAHY9xHZOFx 1FKOee20u2COVwDqMoOHBT 1Cpl

LinkedIn search terms (?)

https:/fwww linkedin.com/sales/search/people?companySize=C%2CE%2CF%2CG%2

@ Enter either a text search OR a Google Spreadsheet URL OR a CSV URL
@ When using a spreadsheet/CSV URL, make sure your file is publicly available

@ OR make an advanced search on Sales Navigator and paste the URL you're sent to

here

Number of results to scrape per launch (7)
1000

@ All of them if empty.

Number max of lines of your spreadsheet to process per launch (7)

@ If using a spreadsheet. All of them if empty.

Number max of results to scrape per search

O All of them if empty. Note that Linkedin limits search results to the first 2 500
profiles.

Column name from which to search terms or URLs

@ By default, we'll use the first column of your spreadsheet (column A)
Name of resulting CSV file

Head of Content

Extract default Linkedln profiles URLs - takes longer, also visits each profile - Do
not use if you have hundreds of results!

Remove duplicate profiles between different searches

Search for Accounts instead of Leads (using search terms)

On this screen, you need to fill four spaces.

LinkedIn session cookie: If you press the button (Get Cookie from LinkedIn),
Phantombuster will direct you to a Chrome add-on.

Download it. It's 100% safe and this way you can fill the first space automati-
cally.

LinkedIn search terms: Here, you'll paste the page URL of your LinkedIn Sales
Navigator Search Result. That’s it.

m SALES NAVIGATOR HOME LISTS DISCOVER ADMIN

Numbers of results to scrape per launch: Here, you'll decide how many
people you want to extract per launch. Don't go over 1,000 people at once.

If you do, LinkedIn can flag it as suspicious activity, and they can suspend
your account. Read the guidelines of Phantombuster here by clicking the
question mark.

www.grow-force.com
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Important note: By the time you're reading this eBook, limitations might have
changed. So 1000 people could be 500 people now. To learn about the limits,
always read the guidelines from Phantombuster and act accordingly.

Name of resulting CSV file: Name your file. In this case, it's “Head of Content”.

After you have pressed the save button, you'll see this screen next.

O LinkedIn Sales Navigator Search Export

Step20of3 v

Settings
You might want to configure automatic launches of your Phantom

and other advanced settings.
Manually

@ Repeatedly

Thrice per working hour

If your search result goes beyond 1,000, you have to choose repeatedly to
avoid the manual process.

Here you have over 2,500 profiles to export. So, you'll choose thrice per wor-
king hour to get all the data from your search results. (3 x 1,000 = 3,000).

& 2> e

LinkedIn Sales Navigator Search Export

st e

Recent activity Files @EEEEET]
Head of Content .csv
' Manually stopped % Head of Content jison

Started at 1/20/2020, 1:57:16 PM
Duration: 11s
Launch type: Automatic launch

Current setup @D

v/ Success

Started at 1/20/2020, 1:37:09 PM
Duration: 0%9s
Launch type: Automatic launch

AQEDAQDKEpUBFMvEAAABBWIT7GaAAAAFY...

https://www.linkedin.com/sales/search/people?c...

" Success

Started at 1/20/2020, 1:17:07 PM
Duration: 225
Launch type: Automatic launch

1000

Head of Content

www.grow-force.com
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In the next screen, you'll just press launch and let Phantombuster handle the
rest.

Here we already did and exported all the data (2,500 people) we need.

Step 2: Scrape all the profiles and enrich the data you extracted.

First, you have to enrich the data you have from the first export. Because you
still don't have the personal LinkedIn Profile URLs of your prospects.

Since your goal is to message and add people, you need their profile URLs
first. Here you'll use LinkedIn Sales Navigator Profile Scraper to scrape
those URLs.

O LinkedIn Sales Navigator Profile Scraper

Steplof3 ¥

Collect valuable information you need from
LinkedIn Sales Navigator profiles, including
emails

HSession cookie (li_at) (7)
This Phantom needs some input from you. Please provide the
necessary info by filling the form on the right. AQEDAQDKEpPUBFMyBAAABLWIZGaAAAAFy 1r8pdVYAAbSo HUJIWE3S TDpHve!

FSpreadsheet URL of profiles to scrape (?)
https:/fcache1.phantombooster.com/eSIFya 7 NHMNo/OLZpiucJsHEORUZ AINmXvQ/He

@ Enter either a Google Spreadsheet URL or a €SV URL (make sure your file is
publicly available)

O Please be gentle. This APl will manipulate Linkedin on your behalf. Scraping 100+
profiles in a short period of time is not recommended.

Column name from which to get profile URLs

profileUr|
@ By default, we'll use the first column of your spreadsheet (column A)
Choose an email discovery service (?)

None

Number of profiles to visit per launch (100 max.) (?)

10

Name of resulting CSV file

Head of Content Scrape

Extract the profile's company website
Extract the profile’s jobs

Extract the profile's schools

Extract the profile’s skills

Get the 'Similar Leads' list

Save the profile picture as a jpeg

Take a screenshot of the profile

You already know about session cookies.
Now for the Spreadsheet URL of profiles to scrape, you have two options.

Option 1: Download the .CSV file from the first export result.

Files @EGEEEEL

D Head of Content .csv
D Head of Content .json
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Create an Google sheet in your Google Drive and paste the .CSV into that
sheet. Then make sure your spreadsheet is publicly available. If you don't
know how to, you can follow these steps.

Share with others
Link sharing on Learn mare
Aryone al GrowForce with the ink can view -
OFF - only specific people can access

Anyone at GrowF orce with the link can edit
Anyone al GrowForca with the link can comment

" Anyone at GrowF orce with the link can wiew

=3

Gat shareable link @

Link sharing
% ﬁ!-mmh‘.

& & On - Amrjone wil fug k.

Ay W P T B A . N BT e

- On - GrowFase
B O one a1 evwFore with the ik

& Of - Specilc people
Boarme e mvte, owopia

Aorwss: Arpons (0 SA-Ia equined)  Can v

hoie: Faerna i sy ik $sing apfon can 558 be puiher o §

= —

Advanced

e Leam nam

s mon sbout ik sharng

After you make it public, copy the URL of your spreadsheet and paste it to the

Spreadsheet URL field.

Option 2: Copy the link address to get updated results from the LinkedIn Sales

Navigator Search Export.

Eq-ag

LinkedIn Sales Navigator Search Export

Inactive

Recent activity

¥ Success

Started at 1/20/2020, 12:57:10 PM
Duration: 11s
Launch type: Automatic launch

v/ Success

Started at 1/20/2020, 12:37:11 PM
Duration: 02m27s
Launch type: Automatic launch

v Success

Started at 1/20/2020, 12:17:03 PM
Duration: 04m55s
Launch type: Autematic launch

~ Success

Started at 1/20/2020, 12:07:57 PM
Duration: 05m50s

[ZICUN Download all

. Open Link in New Tab

i Open Link in New Window
Open Link in Incognito Window
Open Link as

Send link to Yigit's iPad

Save Link As...
Copy Link Address

Copy

Search Google for “Head of Content .csv”

Print...

Font Finder

2 Get Similar (Data Miner)
ame Get unique XPath

(<) Save Text to Airstory

Inspect

Speech

Services
Duplicate Profiles
false

false

Thrice per working hour

>
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Then paste it to the same “Spreadsheet URL of profiles to scrape” field.
You may say, “why this option?”

Well, if you are exporting in STEP 1 bigger volumes in the first step, you'll have
to wait for hours to get your final .CSV file.

By copying the link address, you can start with STEP 2 at the same time. You
don't have to wait for your final .CSV file because this link will add the data
and update itself.

Column name from which to get profile URLs:

Here you need to tell Phantombuster which column it should grab from the
spreadsheet. In this case, Phantombuster needs to grab profileUrl.

Head of Content ] ~ 8 m
File Edit View Insert Format Data Tools Add-ons Help Allchanges saved in Drive
R -] £ % 0 .00 123+ | Adal - 0 - BISA &H E-i-|d-%r coc B V-3
profileUrl
A B c D E F G H 1 '] K L

1 vmid name firstName lastName title companyName companyld companyUrl location duration profilelmageUrl
2 | hitps://www.linkedin.com/sales/people/ACWAAAAQZIBzUzEwGAESRPA ACw/ Hakim Benbouctk Hakim Benbouchta Head of Brand a1 Degroof Petercai 10164468 htips:/iwww.linke St-Genesius-Roc 11 months in role https://media-exc
3 | hitps:/;www.linkedin.co l ACWAAAE2P! Zx6\Wkw ACw/ Johan Sevenant: Johan Sevenants Head of Content Belfius 2515234 https:/iwww.linke Sterrebeek, Flerr 8 months in role . hitps://media-exc
4 | hitps:/iwww.linkedin.co! l ACWAAABHBgABfI2RpihAUMZ5 ACw! Pauline Depiére Pauline Depiére Head of editorial Proximus Media 654341 https:/iwww.linke Antwerp Metrope 2 months in role - https://media-exc
5 |hitps:/iwww.linkedin.co! l ACWAAAVAF{sBvBErzSFgeby4Yc ACw/ Roxanne Claess: Roxanne Claessens Head of Content DPG Media Belg 13011819 hitps:/iwww.linke Asse, Flemish Rq 1 year 7 months hitps://media-exc
6 | hitps:/lwww.linkedin.com/sales/people/ACwAABC3-MYByWMUd5xUeapt ACw/ Geetha Keyaert Geetha Keyaert Head of Corpora ELECTRABEL - 4481 https:/fwww.linke Kortenberg, Flerr 1 year 1 month in role 12 years 2
7 |hitps:/lwww.linkedin.co! l ACWAAAAIMDKBHF gzff0UcVQ2 ACw: Benoit De Voogh Benoit De Vooght Head of Content Corsearch 2593860 https://www.linke Brussels Metropc 3 years 2 months hitps://media-exc
& | hitps:/iwww.linkedin.com/sales/people/ACWAAACO3PQBpoOsUdT3LIMI ACw/ Julien Brasseur Julien Brasseur Head of PR and - Voice Agen 235860 https:/iwww.|inke Namur Metropoli 1 year 9 months https://media-ex)

Number of profiles to visit per launch: Don't scrape more than 10 profiles
per launch here. Anything above 10 is dangerous. Then, of course, name your
file however you want.

As you see, there are several boxes above the save button. If you want to
enrich your data with extra features, don’t hesitate to tick them.

After you hit the save button, you'll see this screen.

0 LinkedIn Sales Navigator Profile Scraper

Step2o0f 3 v

Settings
You might want to configure automatic launches of your Phantom

and other advanced settings.
Manually

. Repeatedly

8 times per day

Save —+

Pick repeatedly and up to 8 times per day. This is the limit.

So you'll scrape 8x10=80 people per day. Now you'll use that enriched data to
add people and send them messages.
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Step 3: Send automated connection requests and messages

to your audience.

This is the last step of our little automation chain. You'll use the LinkedIn

Network Booster phantom here.

Step1lof3 v

message

necessary info by filling the form on the right.

0 Linkedin Network Booster

Automatically send invitations and connect to a
list of LinkedIn users with a personalized

This Phantom needs some input from you. Please provide the

HSession cookie (li_at) (7)

Get Cookie from Linkedin

AQEDAQDKEpUBFMvBAAABDWI7GaAAAAFY 1r8pdVYAAb&ojHUIYWESSTDpHve

Spreadsheet URL of people to invite (7)
https:/fcachel.phantombooster.com/e51Fyg7MHNo/ABYREINDMIBCNT7 ZddQoMNndy

@ Enter either a Google Spreadsheet URL or a CSV URL (make sure your file is
publicly available)

Message (7)

Hey #firstMame#,

| added you thanks to this awesome Phantombuster script!
a https://phantombuster.com/api-store/2818/linkedin-network-booster

[T — #
@ Use #firstName# to insert the first name of the person you are adding in your
message. Many more tags are available.

@ You are limited by LinkedIn to 300 characters

@ Leave empty to send invites without message (not recommended)
4 Advanced Settings ->

Choose an email discovery service

ar

None

Column name from which to get profile URLs

linkedinProfileUr|
O By default, we'll use the first column of your spreadsheet (colurmn A)
Number of invites per launch (10 max.) (?)

10

Name of resulting CSV file

DEMO

For the Spreadsheet URL of people to invite: Here we'll use the copy link

address strategy.

Because you can scrape 80 people in a day.
That means you can scrape 2,500 people in 31 days.

So it's best to let the list update itself every day, so you can add and send
messages to incoming waves — all automated.
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@ =2--8

LinkedIn Sales Navigator Profile Scraper

Inactive

Recent activity

v

Success

Started at 1/20/2020, 1:23:08 PM
Duration: 01m1ds
Launch type: Automatic launch

Success

Started at 1/20/2020, 1:00:07 PM
Duration: 01m28s

SR

Files @EEEEE

[J Head of Cq
D Head of Cd

AQEDAQDKE

Spreadsheet

https:/fcache

Column Name

profileUrl

Email Choose|

none

Number Of Py
10

Csv Name

Head of Content Scrape

Scrape Company Website

Open Link in New Tab

Open Link in New Window
Open Link in Incognito Window
Open Link as

Send link to Yigit's iPad

Save Link As...
Copy Link Address

Copy
Search Google for "Head of Content Scrape.csv”
Print...

¥ Font Finder >
A Get Similar (Data Miner)

Get unigue XPath
(=) Save Text to Airstory

Inspect
Speech

Services

Copy the link address and paste it in this field.

Personalized message templates.

You can send a personalized automated message with your connection requ-
est. If you can write a good one, it can increase your acceptance rate.

With Phantombuster, you have lots of options for personalization. You can
customize your message by using #firstName#, #fullName#, #company#,

#jobTitle#, and #school#.

Make sure your message is under 300 characters. (Custom fields included).

Here you can send various messages that carry different intentions. One thing
for sure, don't try to sell or push anything at first sight.

Here are a few eye-openers to inspire you.

Honest message (considering "head of content” as the target):

This is a straight forward message about your intention. People usually
accept this kind of invitation because you're not trying to sell anything to

them.
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Hey #firstName#,

| hope you're having a great day.

I'm trying to learn more about content marketing and expand my LinkedIn
network. Right now, I'm looking for smart and like-minded people on LinkedIn
to follow, learn from and exchange ideas.

| thought it would be great to be your connection,

2. A bit salesy but not too pushy:

This message is pretty personal and honest. Here you ask for their permis-
sion to send them a free trial, blog post, or whatever the desired goal is.

Hey #firstName#,
Sorry to message you out of the blue. | have this idea that solves X problem
for content marketers. I'm trying to connect with some like-minded people to

talk and get feedback.

Would love to know what you think of the idea. Please let me know if you're
interested.

3. Promise valuable content for them:

The next chapters in this book are all about LinkedIn content. You'll see that
content will be the key for LinkedIn lead generation.

So this could be the right approach for you.

Hey #firstName#,

I'm trying to be more active on LinkedIn and connect with like-minded people.
I'm planning to share unique content about "X" every week. As a content

marketer, | thought you could find some value in them.

Would you like to stay in touch and exchange ideas?

Onwards to advanced settings.
Column name from which to get profile URLs: You'll take this from your

scrape .CSV file. In this case, it is linkedinProfileUrl.
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Head of Content Scrape [}

File Edit View Insert Format Data Tools Add-ons Help

All changes saved in Drive

IsA +®@ SR

LN — 100% - E % .U, .Dg 123~ Arial - 10 - B
linkedinProfileUr]

M N o P Q
currentCompany pastiob " Url imgUr
Degroof Petercai Founder at Back in Business | 9 yr Jinke itter.con
Belfius Freelance Strate: Université cathol linke con
Proximus Media Account Director Universiteit Antw linke con
DPG Media Belg Content Manage Karel de Grote' + Jinke con
ELECTRABEL - Senior Content  Ghent University htips: Jinkedin

m
R s T u v w X 0
query timestamp Lindustry connectionDegre currentCompany summi
linke 2020-01-20T12:C https:/flinkedin.com/in/ACwAAAAQZIBzUzEwGESRPAZz32nrUTsYiDOOKO
‘srat @
* triling
* large
* large
* entre.
* lover
linke: 2020-01-20T12:C linkedin.com/in/j Finaneial Service 2 Brussels Area, B
linke: 2020-01-20T12:C linkedin.com/in/paulinedepi Media Productior 2 evere Getting
linke 2020-01-20T12:C linkedin.com/i laessens-84b5b Marketing and Ar 2
linke: 2020-01-20T12:C linkedin.com/i keyaert-77255aaa Oil & Energy

cBewe oBMEY -3

~omEme
.

2 Brussel en omgeving, Br

Number of invites per launch:

add per session. You already know why from STEP 2.

Name your file and hit the save button.

0 LinkedIn Network Booster

Step20of3 v

Settings

You might want to configure automatic launches of your Phantom

and other advanced settings.

Manually

@ Repeatedly

8 times per day

Choose 8 times per day.

PHANTOM
O BUSTER #
Back te My Phantoms
Bz«
Linkedin Network Booster

Inactive

Recent activity

There are no logs yet! In order to run the Phantom, you need to click

on the launch button.

My Phantoms & 40m40s

Currentsetup @[
AQEDAQDKEpUBFMyBAAABBWI7 GaAAAAFV...
https:/icachel.phantombooster.com/eSIFya7NH...
Hey #frstName#, | added you thanks to this awe...
true

none

linkedinProfileUr|

10

DEMO

10 is the maximum number of people you can
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Press LAUNCH and YOU DID IT.

From now on, Phantombuster will add and send messages to 80 people daily.
All on autopilot!

Now you'll start to make new friends and spark new conversations on Linke-
din.

And this is exactly what you need for the upcoming chapter, because you'll
learn how-to post on LinkedIn to transform your new connections into your
customers.

Takeaways of Chapter 2

e Learn how to use LinkedIn Sales Navigator filters.

e Use Boolean search operators to spot your target audience.

¢ Add and send messages to your prospects on autopilot with
Phantombuster to expand your LinkedIn network.

What's next for you?

Watch our Phantombuster masterclass and learn how to use
Phantombuster for advanced Linkedin automation. This masterclass is
the collaborative work of GrowForce and Phantombuster, so expect
actionable advice.

https://gro.wf/Phantombusteradvanced

If you don't have time to learn all of these things, we can create a tailor
made LinkedIn strategy and implement all steps for you. You can

schedule a call and learn more about our LinkedIn Sprints.

https://gro.wf/LinkedinSprint
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Chapter 3:

How to reach thousands of people
on [ E11/¢L: [} without paying a dollar.

How can you make people like you? Easy, give them what they want. People
on Linkedin are not different. They're already settled on the platform for a
while and like to consume certain types of content.

We've been posting and observing for a long time now. So you'll learn our best
practices. The knowledge we found through our experiments.

At the same time, you should keep LinkedIn happy. For that, you have to
understand how the platform works.

What happened after the latest update? What happens if you include a link in
your post? All these things might seem small, but they're essential for keeping
engagement at maximum volume.

Let's first understand how the LinkedIn algorithm works. And how you can
use it in your favor.

The 6 most important LinkedIn algorithm signals

LinkedIn is now a content platform. People are browsing on the platform to
consume business content, find answers to their questions and seek new
opportunities.

And like every content platform, LinkedIn tries to show related quality content
to the users. Also, they want to make sure to keep them on the platform as

long as possible.

Keep that in mind, while you're reading the rest. It'll help you to understand the
algorithm more.

“LinkedIn wants to make sure to keep users on the platform as long as pos-
sible.”

1. Personal connections
If you have more connections, you can reach more people with your content.
This is exactly what LinkedIn wants from you, to have more friends and more

reasons to come back.

To understand which posts are related to whom LinkedIn takes implicit and
explicit signals.
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It considers whom you've interacted with directly, through comments, shares
or likes. Also, it checks the information on profiles like skills, job title or inte-
rest, etc.

Then it melts them in the same pot and tries to understand your profile.
2. Interest relevance

You have some people on your network that you have never seen a single
content post from. Why? Simply put, you don't enjoy the same thing.

LinkedIn knows that by looking at the groups, hashtags, people and pages,
that they follow.

3. Engagement probability

LinkedIn wants to spark conversation and interactions among users. Therefo-
re, interaction is the most pivotal factor that affects the LinkedIn algorithm.

The algorithm learns from your actions in the past. Then it evaluates the
posts you'll possibly like, share, comment or react.

You already learned how you could find and add relevant people on autopilot.
So beating the first three signals will not be a problem for you.

4. The first 30-60 minutes of your content

Stage 1
Every time you post, the LinkedIn feed algorithm scores it, by determining
whether it's a low or high-quality post.

Content Creation l
Cleared [ ) Triggered
|
Is content good? ]
Triggered
with high
precision i
y
Filter Content. Report to ]
TnS if
X '
]
s S No
£§¢
Monitor Likes, Virality, Profile, Content ]
Continue Displaying views, hides, Is content good?
[ : flags Quality classifiers
Yes
Demote Content
If it looks ici
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Stage 2
If it's marked as high-quality content, it appears in the feed for a short time.
Meanwhile, bots observe how your audience engages with your content.

Stage 3
If people in your network liked, commented or shared your post, the algorithm
decides to take your post to the next level.

Here the more engagement brings better results.

Stage 4
At this point, real people will review your content. They'll check why your post
is performing so well, and see whether there is anything spammy.

If not, they'll keep showing your post in related channels, and it'll keep getting
engagements. It continues like that for 48 hours (this is our observation), and
it then reach starts dropping.

5. Post at the right time

As you can see, more engagement = virality. It's a good idea to post when
people on your list are active.

According to Hootsuite:

e The best time to post on LinkedIn is 7:45 a.m., 10:45 a.m., 12:45 p.m.,
and 5:45 p.m. EST.

e The best day for B2B brands to post on LinkedIn is Wednesday (followed
by Tuesday).

e The best days for B2C brands to post on LinkedIn are Monday and
Wednesday.

Yes, these numbers are backed by data, but every audience is different. If it's
not working for you, then stop and start testing with your guts.

6. Don't include a link in your post
What happens when you include a link to your post? People click and drift
away from LinkedIn. LinkedIn doesn’t want that and penalizes your post by

showing it to fewer people.

But there is a way to add links and avoid the penalty. Put your link in the first
comment and voila. That’s it.


https://blog.hootsuite.com/how-the-linkedin-algorithm-works-hacks/
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11 proven tips to maximize your engagement
on LinkedIn

All these tips are used by our team of growth marketers and tested many
times. If you want to skyrocket your engagements on LinkedIn, you can expe-
riment with the 11 upcoming tips.

1. Write in a conversational rhythm and tone.

People on LinkedIn are not always too serious, they're pretty loose and like to
read something in a conversational tone.

Easy reading moves you effortlessly through the words. It feels like you're
almost in a conversation.

Part of this feeling comes from your writing flow. Understand the harmony
between long and short sentences, then write like you're writing to your friend.

Soon you'll write like you're talking.

Here is a legendary example from the author Gary Provost that explains the
importance of flow. | love this.

This sentence has five words. Here are five more words.
Five-word sentences are fine. But several together become
monotonous. Listen to what is happening. The writing is
getting boring. The sound of it drones. It's like a stuck record.
The ear demands some variety.

Now listen. | vary the sentence length, and | create music.
Music. The writing sings. It has a pleasant rhythm, a lilt, a
harmony. | use short sentences. And | use sentences of
medium length. And sometimes when | am certain the reader
is rested, | will engage him with a sentence of considerable
length, a sentence that burns with energy and builds with all
the impetus of a crescendo, the roll of the drums, the crash of
the cymbals—sounds that say listen to this, it is important.

So write with a combination of short, medium, and long

sentences. Create a sound that pleases the reader's ear. Don't
just write words. Write music.

-Gary Provost
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2. Use simple words
Big words don't make the writer look smart but they annoy the reader.

So be simple. Our brain always wants to preserve more energy. As a result, it
chooses the easier option.

So, never indicate when you can show.
Or obtain when you can get.

Or eliminate when you can get rid of it.

You get the idea.

Plus, there will be lots of non-native speakers and readers in your network. So,

be simple and get more engagement.

If you want to grade your text you can use the Hemingway app to calculate
your readability score.

3. Use the power of whitespace

Long paragraphs are scary. When you see a huge paragraph, the first reaction

of your brain is to run away from there.

Let’s make a comparison between short and long paragraphs. The content of
two posts you're going to see is identical.

Yigit Durdag mms
! Want to make your brand visible with data-backed content? Head of content a...

now « &

"Just a bunch of kids that are too excited about marketing trends.”

4 years ago, this is what people thought when | explained them I'm a growth
marketer. Well, | understand that. | think it's reasonable to doubt something new and
so hyped. Especially when it offers you to grow faster than your competition.

But it's been two years, we gave 8 six-week academy courses, 25 inspiration
sessions and helped more than 150 companies. Here are my observations. Growth
marketing has matured. It's here to stay. And people are starting to realize its power.
Look at @Bart. He came to one of our courses and started implementing the growth
marketing mentality in his company. Gut feeling vs. data-backed campaigns.Execute
and hope vs. experiment, analyze and understand. Scattered sales and marketing
teams vs. full automated sales engines. To me, the decision is obvious. And I'm
happy to see that people are switching sides.

Would you like to see what's over the fence? Feel free to come to our next inspiration
session! We love to introduce you to the world of Growth Marketing! You can find the

link in the first comment.

#Growthmarketing #digitalmarketing #marketing #sales #growth

It is painful and hard to read, right?

www.grow-force.com
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But you can transform the same piece into snackable bits by using
whitespace. Also, you'll get the power of rhythm and flow together.

Nicholas D'hondt « 1st mms
Helps SME's generate more .>° by teaching and implementing the latest growt...
® 1mo . Edited - @
"Just a bunch of kids that are too excited about marketing trends.”

4 years ago, this is what people thought when | explained them I'm a growth
marketer.

Well, | understand that.

I think it's reasonable to doubt something new and so hyped.
Especially when it offers you to grow faster than your competition.

But it's been two years, we gave 8 six-week academy courses, 25 inspiration
sessions and helped more than 150 companies.

Here are my observations.

Growth marketing has matured. It's here to stay.
And people are starting to realize its power.

Look at @Bart. He came to one of our courses and started implementing the growth
marketing mentality in his company.

Gut feeling vs. data-backed campaigns.

Execute and hope vs. experiment, analyze and understand.

Scattered sales and marketing teams vs. full automated sales engines.

To me, the decision is obvious. And I'm happy to see that people are switching sides.

Would you like to see what's over the fence?

Feel free to come to our next inspiration session!
We love to introduce you to the world of Growth Marketing!

You can find the link in the first comment.

#Growthmarketing #digitalmarketing #marketing #sales #growth

You see, that one is easy on your brain. This strategy hooks you with that
wavy rhythm and sparks curiosity. You ask yourself, “what is the next line
about?” And keep reading until the end.

4. Start your post with an attention grabber.

On LinkedIn, your first sentence is your headline. When your audience is
browsing on LinkedIn, they'll see your post like this.

www.grow-force.com
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Nicholas D'hondt - 1st o i
Helps SME's generate mare by teaching and implementing the latest growt...
® 4mo . Edited - @
We want to teach you how to generate leads on autopilot!
Our eBook about lead generation is almost done (58 pages!) and now it's ready for a
Linkedin audition. . 388 More

We talk about what is lead generation, what

are some channels you can use, how to get

—_

> Kl o09/036
OO & 203 - 113 Comments - 18,543 Views

® Like [Z] Comment ﬁ}SHare

You see, only the the first or second sentence are displayed. So, your opening

sentence will determine whether they continue to read or scroll down.
You can hear what David Ogilvy said here,

"80 cents of your dollar should be spent on writing headlines."

Your first line should trigger the reader and make them click for more. Let’s

see which strategies you can use to write a compelling first line.

Make them curious

. Nicholas D'hondt - st iR
é Helps SME’s generate more by teaching and implementing the latest growt...
O 3mo-®
Do you want to know why your potential customers choose your competitors over
you?
...5ee more

Www.grow-force.com
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Ask questions about their pain points

Nicholas D'hondt - 1st mun
& Helps SME's generate more <** by teaching and implementing the latest growt...
O 4mo - Edited - @

Is your company struggling with lead generation?

Well, then | believe you wouldn't say no to one-on-one free consulting se! ...see more

Get specific and narrow down your audience

Partner @ GrowForce: The Reference Sales Strategy and Growth Marketing A...

O 1w.®

Attention Content Creators!
It seems that LinkedIn could be allowing short form content (posts) to be indexed by

2 David Van der Auwera - 1st nnn

search engines... ...5ee more
Go g|€ ©.  site:linkedin.com “Gary Vaynerchuk” inurl:posts -inurl:pulse $ Q
2 Alle [ Afbeeldingen (& Shopping [ Nieuws [ Video's i Meer Instellingen  Tool
Ongeveer 1.130 resultaten (0,26 seconden)

Introduce new X feature (Also use the power of emojis)

David Van der Auwera - st mee
Partner @ GrowForce: The Reference Sales Strategy and Growth Marketing A...

O 3m0-®
% New LinkedIn feature alert ¢ : LinkedIn Events

As an event organizer, you can now use the Linkedln Events feature to cre ...see more

Create new event pod

Make a bold statement

David Van der Auwera - 1st mee
Partner @ GrowForce: The Reference Sales Strategy and Growth Marketing A...

O imo.-®

Have you ever heard the story of the guy, who brought a diamond ring to the first
date?

...See maore

Note: You can write even shorter sentences and leave 4-5 blank spaces
to leverage the power of the read more effect. Here is an example:

Do you know how to do the read more trick?



' How to reach thousands of people on LinkedIn without paying a dollar.

Leave some whitespace like this. Then continue to write your awesome post.

5. Use emaojis for a better reading experience

This is something we learned by experimenting, emojis increase engagement.

They make your text fun and easier to follow.

You can add some characteristics to your content by using them as
storytelling elements or pointers.

Micholas D'hondt - 15t
é Helps SME's generate more by teaching and implementing the latest gro...

® =mo . cdited - @
Do you want you and your company to look like superheroes in front of the
camera? g

I'm not talking about The Avengers or Superman. We want to teach you how to
make a captivating story that generates leads and sales without having to spend a
lot of money! &

Qur video marketing eBook (40 pages) is almost done and ready for its Linkedin
audition!

It's called Video Marketing: The Book That Nobody is Going to Read in 2021.... §3
Maybe you think you're not a creative person.
You're video-shy and you have a fear of getting started with video contenit.
Well, this eBook will break all your taboos.
What"s in it for you:

B reasons why you should get started with video

How to tell a story in 7 steps (Mo creativity, a proven formula!)

How to map out your strategy with the GF Marketing Canvas

Help, Hub, and Hero types of content.

How to choose the right kind of content for your brand.

Get to know distribution channels.

How to start to produce your content.

Tools we love to use for video marketing

You'll read along and see, you don't have to be Tarantino to deliver a simple but
effective message to your customers.

Do you want free early access to the ebook?
Just leave a comment below and I'll send it to you!

#videomarketing #marketing #growthhacking

O [w) f‘- M5 - 199 Comments - 14 320 Views

www.grow-force.com
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6. Add related hashtags and tag people to increase

engagement

When you use hashtags, you tell LinkedIn that the content you shared is

relevant to that specific topic.

David Van der Auwera - 1=t ===
o Partmer @ GrowForce: The Reference Sales Strategy and Growth Marketing ..

3mo - @
% Mew Linkedin feature alert ¢'% : Linkedin Events

As an event organizer, you can now use the Linkedin Events feature to create an
event and then manage the details of the event at amy time.

Where to find this feature:

From the Interest panel on the left rail of the Home Screen, click the Plus icon
next to Events.

Once you've accepted an invite to an event, the feature gives you access to alist
of Linkedin memibrers wha will be attending the event with you.

This is a great place to start interacting with other attendees, as you can invite
them to connect before you meet at the event.

You can also participate in discussions with other attendees by posting and joining
conversations in the event feed.

Mote: Your attendees will automatically receive a notification to update them if you
change the date, time or location of an event.

Howe will you use this feature?

#events #eventmanagement #leadgeneration #growforce

Then if your post got enough engagement, Linkedin starts to send a notificati-

on to the people who are interested in that hashtag.

Like this:

i ; David Backett's post has been trending in #startup: How does a

<

:}’, pitch coach prepare for a 3-minute pitch? I'm getting ready for the
® Final of @Present Your Startup tomorrow. IUs a great experience 1o

181 Reactions « 16 Comments

Tagging people can also increase your engagement. If you mention a name in
your post, they'll receive a notification plus an email (unless they turned it off).

Try to mention the people that you are already in touch with to start a conver-

sation to maximize your engagement.

www.grow-force.com
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FREMIUM

Creative agency director working
exclusively with accountants K ) . . .
Managing Director at The with, the traits that help them take action, take risks, fail and then succeed, and

In e
Home My Network

Hiring? - Post Job In Minutes! Find the Right Candidate Today. Ad -

Karen Reyburn » 1st Promoted
ﬂ Creative agency director working exclusively with accountants | Managing D...
- | . mo Had a Flight Delay?
! About six months ago | was on a walk in the woods and | thought "what is it that g We can find our if your entitled to a Full

Refund of Even all the Flights

makes some accountants really get this marketing thing nailed, and others
Learn more

Karen Reyburn struggle so much?”

| thought about the traits of the accountants | know personally and have worked Hiring?

=
< Smplytieed 1 didate Today.

Profitable Firm most of all get the high quality leads they're looking for.
Learn more

View full profile o
The result is this.

I've included quotes from 17 entrepreneurs | know personally. Some work with
accountants. Some are accountants. Some are not accountants at all. And all of
them have these traits.

Thank you to all the contributors. Rod Drury Chris Marr Russ Perry Jason
Blumer, CPA Will Farnell Alasdair McGill Jessica Pillow Ashley Davis
Kevin Anderson Col Gray Sharon Pocock Paul Barnes James Ashford
Emma Fox Andrew Pickering Peter Gartland Grant Johnson Andrew Dobbie

Traits of the Entrepreneurial Accountant guide - it's here D
theprofitablefirm.com

85 Likes - 16 Comments

Post Job In Minutes! Find the Right

www.grow-force.com

PS: You can tag people by typing "@" and then begin typing a name in the box.

You'll see a list of potential people you can mention.
7. Trade valuable content with comments

We generated 5K+ leads on LinkedIn with this strategy, reached thousands of
people and new connections.

And we implemented the same strategy to different customers. It worked
every time.

Here's how it goes,

You'll create a lead magnet (eBook, cheat-sheet, blog post, etc.) that solves
your audience's problems.

And you'll launch it on LinkedIn. Here are four simple steps:

1. Create a post with your eBook (video works better)

2. Make people comment to get the lead magnet.

3. Collect their comments using Data miner or Phantombuster.

4. Send automated messages to commentators and ask for an email to send
the ebook.
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Thierry D'haenens - 1st ph
Interested in a hands-on growth marketing workshop for your company? - ..
O imo-®

How we generated 700+ lezads on LinkedIn with zero budget?

We revealed it step by step in this eBook with 100% transparency. LLSEE MOre

How we did this is right now fully explained
in our new eBook

O 0O © Mo - 471 Comments - 11,608 Views

* Like [E] comment ;::} Share

If you can come up with a great resource that your audience needs, your post
will explode with likes, comments and views.

Later in this eBook, we'll show you how we've done it with a step-by-step
playbook, full of real-life examples and results.

8. Get personal

Yes, LinkedIn is a business platform where you talk about your product,
accomplishments, promotions and milestones. And people on Linkedin like
that talk.

But they really love personalities they can relate to as well. Therefore, being
one of them and talking about your stories, daily challenges, breakdowns or
personal milestones influences people.

But of course, you need to be deliberate about your timeline. If you share a lot
about yourself, then it could look selfish.

The key here is the balance. Also, you can mix things up, here Nicholas deli-
vers a challenge about his personal life. At the same time, he passes the
business idea to his audience.
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Nicholas D'hondt - 1st

& Helps SME’s generate more <** by teaching and implementing the latest gro...
O 1mo - Edited - @

"Just a bunch of kids that are too excited about marketing trends."

4 years ago, this is what people thought when | explained them I'm a growth
marketer.

Well, | understand that.

I think it's reasonable to doubt something new and so hyped.
Especially when it offers you to grow faster than your competition.

But it's been two years, we gave 8 six-week academy courses, 25 inspiration
sessions and helped more than 150 companies.

Here are my observations.

Growth marketing has matured. It's here to stay.
And people are starting to realize its power.

Look at @Bart. He came to one of our courses and started implementing the
growth marketing mentality in his company.

Gut feeling vs. data-backed campaigns.
Execute and hope vs. experiment, analyze and understand.

Scattered sales and marketing teams vs. full automated sales engines.

To me, the decision is obvious. And I'm happy to see that people are switching
sides.

Would you like to see what's over the fence?

Feel free to come to our next inspiration session!
We love to introduce you to the world of Growth Marketing!

You can find the link in the first comment.

#Growthmarketing #digitalmarketing #marketing #sales #growth

www.grow-force.com

Or this one from Dave Gerhardt. You can even be funny as long as it's fun.

Dave Gerhardt - 2nd man
CMO at Privy | Brand Builder | Category Creator

mo - @

Happy New Year & @

O © & 831110 Comments

& Like =] comment Fbshare
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9. Plant your seeds

You already started to add people on autopilot. It'll leverage your engagement,
and you'll reach your audience's audience.

All of this automation is good and can bring you valuable connections.

But what if you can reach the audience of a marketing guru like Gary Vee? Or a
person who can influence your target audience?

What if you can be friends with that person? Your credibility and influence
would skyrocket too.

This is the ultimate goal of the seed strategy.

We called it "seed" because it's a long term plan. It can take months, even
years.

It's simple. You'll make a list of influencers. They can be:
e Business geniuses that you follow.
¢ |Influencers that your audience love.

® The people that you want to become in the future.

Make a list of 10-20. There are no limits, but over 20 is not practical because
it'll take a lot of time.

You'll start to follow the people on your list. You'll comment on their LinkedIn
posts. You'll criticize their latest blog post and reply to their tweets.

If they have an online course, buy it. A book? Buy it and read it.

The goal here is to create more common interests and to be able to talk over
them like genuine friends. This is not your job; it's a friendship.

In the long term, anything can happen; a podcast, interview, or even a spea-
king invitation in a summit. Or a mention in a post that can bring you hundre-
ds of leads.

Plant your seeds today and make real friends in your market.

10. Always ask questions and ask for a comment.

People engage more when they're challenged and forced to think. It seems
small but even asking “What do you think?” at the end of your post can bring
you comments.

The same thing. People never do if you don't ask. That's why calls to
actions are so vital in marketing. Always ask for comments and feedback; it
works.

www.grow-force.com

524



' How to reach thousands of people on LinkedIn without paying a dollar.

_ Yigit Durdag "
sl Want to create an inbound marketing strategy to educate your customers? ...
(]

mo - &

How rap music growth hacked the music industry?

| scraped the music platform Genius's database yesterday to understand why.
Here are some results | found from the famous rap artists.

Young Thug has 540 featuring songs.

Future has 442

Kendrick Lamar has 293

Drake has 243

Travis Scott has 217

Now | can see why rap music got so popular in the last ten years.

Imagine that your brand has 540 podcasts with the people in your business. Or
you had 217 interviews on Youtube with those

people.

Everybody would know your brand.

That's why | think Gary Vee could be the greatest marketer in the market.

Would you like to read a broader analysis of the topic with more data?
If so, let me know in the comments. So | can write a blog post about it.

If you have more ideas to add, please share it under the post.

#contentmarketing #growthmarketing #marketing #content #music
#rapmusic #musicindustry

O © & 52 .14 Comments
& Like [=] Comment F:DShare

H 3,169 views of your post in the feed

11. Master the art of storytelling

www.grow-force.com

You wrote an awesome article in your blog and you want people to read it.

And you write the following;

The new blog post is out!

It’s called six neuromarketing strategies that will work forever.

Follow the link to read it and transform your prospects into your customers.

You see, it's boring and sloppy. You wrote your new article for nothing. You're

lazy at writing and you hope that your post will generate you leads.

Well, wrong.
How is that as a starter?
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If your audience is conscious of your sales effort, you can sell subconsci-
ously. Want to know how to sell subconsciously? Follow this.

Better right?

Now you already give them a promise and value. Plus, it's all about them.
Then you can briefly explain those six neuromarketing tricks and finally direct
them to your blog post.

The difference?

Here you already gave some value and put in an effort. Plus, you earned their
trust and interest. Now it's easy for them to click your blog post.

We got used to the “We wrote this go and read” approach and it's not working
anymore.

Here is a storytelling approach that is used by screenwriters. It’s called Hero's
Journey and it can help you to structure your writing.

Normally it's a 12 stage journey but here we'll tweak it and end up with five
stages for LinkedIn writing.

5 phases of Hero's Journey

The first phase, Trial:
Here, you face a challenge about your business or personal life.

The second phase, Problem:
What problems has that challenge brought to you? How it affected your life
and business?

The third phase, Guidance:
How did you try to solve that problem? How did you realize or who helped
you? It could be a person, book or bird. Where did you get your inspiration?

The fourth phase, Solution:
The problem is solved. How does it feel right now and what are the echoes of
the solution? How did it affect your business?

The fifth phase, Transformation:
You've changed. Now you're stronger and capable. Tell other people about
your experiences and how they can solve their problems.

Try to stick to that structure. Remove or add one more step, tweak it for your
needs and writing style.
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All these are great ideas to increase engagement, but do you have any thou-
ghts on what to post?

You can replicate what influencers are posting right now. Or steal the style of
the most popular posts on LinkedIn.

But soon, you'll run out of inspiration and ideas. Therefore you need a strategy
to build a continuous content flow, tailored for your growth.

Let's create a game plan for you.

Takeaways of Chapter 3

Always keep the signals of the algorithm in mind.

e Personal connections: add more connections on LinkedIn to have a broader
range of engagement.

¢ Interest relevance: try to be friends with people that share the same interests
with you.
Engagement probability: Engage first, then expect engagement.
The first 30-60 minutes of your content: Try to reach as much as people in
the first 30 minutes to benefit from the virality effect.
Post at the right time: Find what time works best for you.
Don't include a link in your post: Always add it in the first comment.

Then use the proven strategies
Write in a conversational rhythm and tone: don't write a post, write a song.

Use simple words: never write "obtain" when you can write "get"
Use the power of whitespace: breakdown the long paragraphs to shorter

pieces.

e Start your post with an attention grabber: surprise the reader with the first
line.

e Use emojis for a more fluid reading experience: add 1-4 emaojis to your long
posts.

Add related hashtags and tag people to increase engagement.
Trade valuable content with comments: offer value, ask for comments and
provide value.
Unveil the human element: get personal and talk about your story.
Plant your seeds: make a list of your idols or influencers in your market.
Master the art of storytelling: use the 5 phase hero’s journey schema to tell a
story.

e Ask for interaction: Finish your posts with questions, make people think and
engage with your content.
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Related content you'll like

Learn additional strategies with “How to Dominate Linkedin In 30 days”
masterclass to generate more engagement on Linkedin.

https://gro.wf/LinkedinDomination

You liked the idea but you need someone to write these posts for you?
You can contact me here.

https://gro.wf/LinkedInSprint

Video content is the best way to get more engagement on LinkedIn. If you
want to start with video marketing, you can read this eBook.

https://gro.wf/VideoMarketingeBook

Chapter 4:

How to create EX NG ANE LG

plan for a year in one hour.

There are two types of LinkedIn profiles.
Publisher and library.
A Publisher profile is a profile that posts about any topic on LinkedIn.

They post business posts about their niche. Or they post about broader
topics. Sometimes funny videos, quotes and even memes.

If you could scroll down in their profile, you'll not see consistency among their
posts, nor a connection. They publish whatever they like and brings them
likes.

On the other side, we have the library profile.

A Library profile is a profile that posts in a specific range.

They post business posts about their niche and share learnings about their
field. Every idea they post is united and comes from one big topic.

If you scroll down in this profile, you'll get the impression that you can find

anything about the "X" topic.
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In this chapter, you'll learn how to be a library profile. In other words, a thought
leader.

e First, you'll learn how to create a library content model

e Second, you'll learn how to get inspired by using Reddit, Quora and Facebook
e And finally, you'll learn how to create a consistent content strategy

How to create a library profile?

You are here, so you probably know your audience. And you might already have
an idea about what they like.

What they like to read, consume, see, hear, and so on. All of this information will
help you to create a topic cluster for your strategy.

What is a topic cluster, you say?

It originated from the content and SEO (search engine optimization) universe,
but it's also handy on LinkedIn.

It means a group of smaller topics that are built around one broader topic. It's
always better to read and see at the same time. So check this:

= OO\C%/O&H
O/Oo/% /f\

It's essential to plan this before you start. Because once you do it, you'll have a
roadmap forever and never ask, "Okay, what should | post next?"

For the sake of this example, our subject is LinkedIn Marketing.
Let's see which sub-topics we can cover.

LinkedIn profile optimization
Linkedin content creation
LinkedIn Sales Navigator
LinkedIn ads

LinkedIn growth marketing tools
LinkedIn trends in 2020
LinkedIn updates
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Linkedin Sales Navigator

How to use Boolean search

How to use the feed of sales navigator
How to use filters

and on and on.

You see, you'll have dozens of topics to cover. You can also use the same appro-
ach for your blog; it'll boost your SEO.

At the end of the session, you'll have something like this. | used MindMaster to
do this. It's an online mind mapping tool to create such maps.

Main Topic
Sub-topic ‘ Sub-topic l ‘ Sub-topic l ‘ Sub-topic l ‘ Sub-topic ‘ l Sub-topic ’
) (—r S
[ Sub-sub-topic | [ Sub-sub-topic | [ sub-sub-topic | [ sub-sub-topic (@b-;ub—topvc ] [ Sub-sub-topic | | Sub-sub-topic_|
[ Sub-sub-topic | [ Sub-sub-topic | [ Sub-sub-topic | [ Sub-sub-topic [ Sub-sub-topic [ Sub-sub-topic | | Sub-sub-topic
[ Sub-sub-topic | [ Sub-sub-topic [ Sub-sub-topic | [ Sub-sub-topic | [ Sub-sub-topic |
© ©

[Subssubiopic ] [ Sub-sub-iopic |

You can use whatever suits you best. But you should aim for the most popular
topics to make sure that it's worth it. And this leads us to the next thing.

How to use Reddit, Quora, Facebook communities
to generate content ideas.

People are already asking and talking about your topics on the internet. You only
have one thing to do — hunt for those questions.

This part will also help you to get your daily or weekly inspiration. If you can use
one of the platforms above correctly, you'll have infinite content ideas.

Every platform has different dynamics. Here you'll learn how to navigate and find
your trophies.

We'll not use Google, because you probably already know how to use it. Just
type your keywords and Google will complete your query with popular searches.
That'’s all you need to know.

Note: You can use the same strategy to feed your blog. But we'll not approach it
from a SEO perspective.
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How to use Reddit to find content ideas

You can find almost everything on Reddit. In that case, we want to find a marke-
ting subreddit.

A subreddit is a community within Reddit on a particular topic where you can
post links or create a text post and discuss it with like-minded people.

This is the home page. All you have to do is to type "marketing" in the search.

kaywey0610

@reddit L Home - [O.markennq x] s ot B OO P 2 (Gcecns ) e -

ADVERTISEMENT
UPDATES FROM REDDIT

=
Keep yourself safe and informed LANZINGI
Visit r/Coronavirus to talk about COVID-19, and visit www.who.int for more

information. p
N Need landing pages?

We have designers

Create Post B (9
W Best @Hot WeNew glTop =
4 © r/contents ing - Posted by u/JobalsMySt L7 hours ago

8 " . .
" I will create a FREE poster or advertisement for you or your business
Iam a new graphic designer and I want to create things for my portfolio. Like the title
says its completely free; I just want some experience and some work I can show off.

Please message me regarding any possible requests or inquiries you may have!

B 4 Comment ts B GiveAward o Share J§ Save -«

Here you'll see some subreddits about marketing. You can click view more to
see more subreddits and join them. (We recommend you to do that, more sub-

reddits = more ideas.)

kaywey0610

@reddit I’ search Results - Q marketing s it B o £ e Get Coins .

marketing

ORTBY RELEVANCE v POSTS FROM ALLTIME w

COMMUNITIES AND USERS

i) r/marketin o related to the marketing Industry
M 6k Me ”g. T oci . JOINED

r/content_marketing eedback, sharing [ 1
@ 60.1k Members adv L JOINED ) Have an idea for a new community?

Q =
135k Member T

Help About
VIEW MORE Reddit App Careers
Reddit Coins Press
Reddit Premium Advertise
Reddit Gifts Blog
+ TIL that because the USA is unlikely to extend its copyright term again, Disney has been extensively using the "Steamboat Terms
21.2k "\ Willie" Mickey Mouse in its marketing to keep the character indefinitely protected under trademark law instead Content Policy
+ 'M lucentem.com/2018/1.. & @ Privacy Policy

Here is a marketing subreddit with thousands of people. Let's join and
take a look.

If you want to see the most popular topics, you can filter it. In this case, we
wanted to see the most popular posts from this week.
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@ reddit

Filters

Upvotes/

(ol 57 4 PIHED BY MODERATORS
of the topic
p by atodsr 10 g 9 o .
Menthly Job Openings - June 2020

o Boe P e Get Coins

W) r/marketing - Q search ::V‘f'e""““

@ Marketing and stuff | someo

rfmarketing

Posts  Wiki

Create Post About Community

For marketing professionals to discuss and
ask questions related to the marketing
industry. Traditional, digital, email, content,
SEO, print & online advertising, social
media, email, design, analytics, web
design, and public relations.

M Hot  dknew 4l Top

Members Online

Woc nts B8 Give Award # Share [ save
omments ve Awar: ave & Created 23 mit. 2008

4 Posted by u/JobalsMySpiritAnimal 7 hours ago Eier
3’" I will create a FREE poster or advertisement for you or your business

1am a new graphic designer and I want to create things for my portfolio. Like the title
says its completely free; I just want some experience and some work I can show off.

COMMUNITY OPTIONS ~

T 090 |

Please message me reaarding any possible requests or inquiries you may have!

As you see, it got hundreds of upvotes. That means it's popular and people like
to engage with such topics. You see, you already have one topic to cover.

Let’s take it further and perform a search within the subreddit. Remember, our
topic was LinkedIn marketing. Let's see what will happen when we type
LinkedIn.

@reddit ) Subreddit Results - Q LinkedIn ot B @ F 2 ocecom Kaper0oto -
LinkedIn
Search results in r/marketing

Show results

EVANCE v  POSTS FROM ALLTIME w

from all of Reddit >

For marketing professionals to discuss and
ask questions related to the marketing
industry. Traditional, digital, email, content,

Question  Would you use this LinkedIn ads tool? SEO, print & online advertising, social
I 2 g

www.grow—force.com

+
21 f/marketing - P media, email, design, analytics, web
¥ 'y W18 cor are R save - design, and public relations.
*+ LinkedIn vs Job portals 268k 1.7k
G =] r/marketing - Posted by /laz 1day ago Members Online
¥ 'y W10 Comments Give Award M Share [ Save
£ Created 23 mrt. 2008
+ Question Reaching out to recruiters vs team members of a company via LinkedIn when applying for a job. (recent grad
6 B question) CREATE POST
s t/marketing - Posted by u/siberianjaguar123 2 days ago
Sy W 4Comments Give Award A Share [§ Save
uuuuuuuuuuuuuuuu v
+ Question  LinkedIn/Facebook vs bitly
a =] r/marketing - Posted by u/HailZem 7 days ago
A4 s W 6 Comment ts €8 Give Award A Share R save Help About
Reddit App Careers
1+ Question  How to sum up job roles on LinkedIn/resume when you're a marketing department of one? Reddit Coins Press
21 8 t/marketing - Posted by u/amandabomb 1 month agc Reddit Premium Advertise
=y ) Reddit Gifts Blog

Lots of ideas and comments. Go into those posts to see what people are discus-
sing. Sometimes the comment section can be a goldmine for your content plan.

That's it for Reddit. You now have the essentials, and you can dig deeper to find
your inspiration from different subreddits and searches.

How to use Quora to find content ideas

Quora is a question platform. People ask questions about any topic and can find

answers from experts or regular people.

Similar to Subreddits, Quora has “Spaces” for their communities. You can apply
the same search techniques here. Let's search for marketing again.
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Quora Home % Answer Eaﬁ Spaces Q Notifications Q. marketing !
By Type Results for marketing
All Types What exactly is digital marketing?
Questions R Follow - 507 & I—i v 4> 000
Answers
Posts -

What are some examples of great marketing?
Profiles
Topics N Follow - 3k T EH Y 2 e
Sessions
Spaces Which is the best digital marketing course?

) Follow - 1.1k <V EH Y 2 eoo
By Topics

What is digital marketing? What are the basics of Digital Marketing? What is digital
All Topics marketing strategy? Who needs digital marketing services?

Topics You Follow

N Follow - 685 0 Ny 4> ooo

Search for a topic
How can | start affiliate marketing?
By Author 3\ Follow - 581 U EH Y 2 e

All People

People You Follow What are some of the greatest marketing disasters in history?

You can't filter the questions in Quora. But you can see how many people follow
a specific question. This is a good indicator of a popular topic.

At the end of the By Type section, you can click “Spaces” to find communities
related to marketing.

Quora . Home % Answer Efa Spaces Q Notifications Q. marketing !
By Type Results for marketing
All Types What exactly is digital marketing?
Questions 3\ Follow - 507 S EHOY D oo
Answers
Posts -

What are some examples of great marketing?
Profiles
Topics N\ Follow - 3k VEH Y D e
Sessions
Spaces Which is the best digital marketing course?

R Follow - 1.1k & l'i L 4 4> ©o0
By Topics

What is digital marketing? What are the basics of Digital Marketing? What is digital
All Topics

marketing strategy? Who needs digital marketing services?
Topics You Follow

3\ Follow - 685 R Y D oo

Search for a topic

How can | start affiliate marketing?

By Author N Follow - 581 T EH Y D oo
All People
People You Follow What are some of the greatest marketing disasters in history?
Find People N Follow - 1.9k T B Y D oo

By Time What are good ways to learn to become the best digital marketer?

N\ Follow - 1.6k T HROY 2 oo
All Time
Past Hour How do I learn digital marketing?
Past Day

R\ Follow - 550 Y EHOY D oo
Past Week

You can follow the spaces and receive notifications from them. Spaces will send
you notifications about the popular questions and answers.

But how can you measure if the question is popular?

Followers and answers are some key metrics. But you can click the three dots
and then click “View Stats and Log” to see how many views that topic has.
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Product Marketing Marketing Strategy +5

What are some examples of great marketing?

7, Answer 3\ Follow -3k  »Q Request De W A ¥ 2 oo
Ad by Socinova.com Answer Anonymously
Wondering if $99 social media marketing works? ] Answer Later

Yes, it does. We're doing it for 6 years now! Click now to see k' — Follow Privately

[} Learn More ) Notify About Edits

Merge Questions
100+ Answers i
View Stats and Log

Mukund Kumar, former Co-Founder at TEA News Networl ~ Report
Updated Jul 25, 2018 - Upvoted by Pratik Bhatia, MBA, Marketing, ICFAI Business School,
Mumbai (2019) and Simran Kaur, MBA Commerce & Marketing, Lancers Convent (2017)

ID Idly-Dosa Batter.

Like this:
Product Marketing Marketing Strategy  +5 Question Stats
What are some examples of great marketing? R 3,089 Public Followers
Question Log © 13,580,967 Views

N Just Followed

Answer added by Ashwin suriya (sellsr @wm). 45 Merged Questions

>
It's often too tricky to communicate your’s brand rich history without s... & Question Locked

#978361582 - Thank - Report - 30 Jan 2020 10:46 AM

As you see, the amount of views on this question is amazing. That means
people are looking for this topic. You can dig deeper into comments to look for
inspiration and find a goldmine.

Little known Quora trick to find the best weekly impressions

Here you'll learn our secret strategy to finding the most popular topics in secon-
ds.

First, you need to navigate to the Ads Manager from your profile.
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Qu()]’_‘a E Home % Answer Eﬁa Spaces Q Notifications Q Search Quora ! @

E Feed »
d

5 Marketing ® Introducing Spaces
_ GrowForce >

© Warketing & Discover collections and communities that match your interests.  growth Marketing Agency

Content [} Read more about Spaces.

% Marketing Strategy °

@ Growth Hackers [ ] .
O & Ads Manager
@ Startup

Marketing+Growth ol stats
° )

B Better Marketing @ GrowForce E Your Content
O crowForce What is your question or link?
o [J Bookmarks
. Antwerp, Belgium s
.‘ Digital Marketing Answer - Psychology - Topic you might like = Drafts bn
o If one is from an oppressive country (e.g. Iran, Afghanistan et
EmjSmcliBusnesses does one separate him/herself from all the bad things? |am fri Settings
® Content Marketing Russia and I hate myself for crimes I didn't participate in. How | ;nguages
cope with this guilt?
;ﬁ Business Strategy o Help
Katja Kaila, Lives in Finland
Entrepreneurship Answered 18h ago Logout

I think it's important to acknowledge the past and how it still keeps affecting b apout . Careers - Terms - Privacy -
today. Denial is never healthy, nor does it lead to healing. And many conflicts t  Acceptable Use - Businesses
their roots in the g... (more)

About - Careers - Terms -
Privacy - Acceptable
Use - Businesses

Then click to create a campaign.

Manage Ads Pixels & Conversions Audiences Reporting Account: GrowForce Rl + Create Campaign

In order to receive undates regarding vour account please confirm vour email Resend email

Here you'll fill in the required spaces to proceed. You can put thousands of
dollars into your campaign because you're not going to publish anything in the
end. (You can feel richer for free)

Manage Ads Pixels & Conversions Audiences Reporting
Name Your Campaign & Choose an Objective

Campaign Name Example

Objective
o Conversions App Installs Traffic

Awareness

Objective Description ~ Send users to your website or to a landing page where you would like them to complete an action.

Select A Conversion Type
Conversion Type Generic - Create Conversion
Status Inactive - Please configure a Quora Pixel with the selected conversion type.
Set Your Budget & Schedule

Daily Maximum Budget @ $1000.00

Lifetime Budget @  Add a lifetime budget (optional)

Schedule @ @ Begin advertising immediately Set a start and (optional) end date

(7 ()M | Cancel
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Press continue to proceed to the next screen.

Primary Targeting

Targeting | @ Contextual Targeting R Audience Targeting Q Behavioral Targeting @ Broad Targeting

Show ads relevant to specific Show ads to audiences that Show ads to users based on Show ads widely across
topics, keywords, or match web traffic, lookalikes, interests or retarget them Quora to maximize potential
questions. o contact lists. based on ther history. impressions

Targeting Search for Questions Bulk Add
Type

. .. What is it like to work in finance?
Topics

Show ads
relevant to
specific
Quora
topics

Keywords
Show ads
near
questions
containing
or
excluding
keywords.

© Questions
Show ads
near
specific
questions.

Here choose the questions and click the bulk add button at the upper right
corner.

Add Questions x

Enter keywords in order to receive suggestions for comparable Quora questions. You may also enter a
Quora Session url to target every question from a session.

Linkedin|

®

Enter keywords one per line or comma-separated.

Cancel eI

On the next screen, you'll see this box. Here you can write more than one
keyword, but in this case, “LinkedIn” is what we're looking for. Press continue.

Questions to Target X
Select: All, None

QUESTION WEEKLY VIEWS
— | How useful is LinkedIn really in terms of job search? 800 - 1,500
"~ How can | get LinkedIn to unrestrict (release) my account? My account has b... 400 - 600
) s there any way to scrape data from a LinkedIn public profile? 300 - 450
~) Has anyone ever got a job through LinkedIn? 250 - 400
~) What are some of the best LinkedIn profile headlines? 200 - 350
] How do | extract emails from LinkedIn? 150 - 300
~ ) How do I find a job on LinkedIn? 100 - 250
| Is there any way to get a user's email address through LinkedIn? 100 - 250
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And bingo. You have the most popular topics with the highest volume (week-
ly). You can easily create tens of content pieces for LinkedIn out of those
results.

Note: Don't forget to check the answers; you can find ideas and even lead
generation tactics from the answers section.

How to use Facebook to find content ideas

The strategy is the same for Facebook. Probably you know everything about
the platform, it's old enough.

So I'll not waste your time with the simple stuff.

Here what you should do is look for groups with the desired keyword. Then
join the group and monitor the best posts weekly.

f linkedin marketing group Q § | Digit Home FindFriends Create

All

Filter Results

7 N s . . . English (US) - Nederlands (Belgi&)
" Helen Pritchard's Linkedin Marketing Group + Join Frangais (France) - Espafiol - +
SHOW ONLY Group Portugués (Brasil)
o) Any Group B " I'm Helen Pritchard and | have helped thousands of business owner.
" 10 posts a day Privacy - Terms - Advertising - Ad Choices [>
REIBEETED Cookies - More »
Private groups Facebook © 2020
O igif ing - + Join
MEMBERSHIP X Digital Marketing - (SEO, SMO, SEM Jobs)
Grou
« Any Group Y P ) ,
B Digital marketing techniques such as Search Engine Optimization (
My groups 420 posts a day

Posts People Photos Videos Marketplace Pages Places Groups Apps Events Links

LinkedIn Lead Masters + Join
Group

X READ GROUP RULES X ...

2 posts a day

Qeseit-  Humans of Digital Marketing + Join
Group

Learn Digital Marketing from the best minds in digital marketing...
170 posts a day

etPaid To Network Marketing, Internet Marketing MLM + Join
‘—,.'..’; group
] ] Group

15K posts a day

That'’s it for this part.

These platforms are out of LinkedIn, but it’s essential to engage with your

audience. If you have the time and energy, try to be active in the communities

you find. It'll help you to create a thought leader profile.

BONUS: Type your keywords into https://answerthepublic.com/ and watch
what happens.

www.grow-force.com
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The only content model you need to generate
quality leads.

You have dozens of content pieces that are invisible to you. But after you
understand this strategy, you'll start to figure out how to see them.

For most business people, | know content is a painful topic, but really, it
isn't. Here is the only thing you need to understand: the potential of content.
No content is limited to single-use.

Let’s say you have a comprehensive blog post or long format content.

You can squeeze it and extract tons of content out of it. How?

Make a carousel (slider) content that sums up your blog post
Divide it into five parts and write a long-form post on LinkedIn
Part 1

Part 2

Part 3

Part 4

Part 5

Shoot the video of the blog post

Write a bit more about it and transform it into a lead magnet
Create an infographic out of it. It doesn't have to be limited to pie charts.
You can sum up key takeaways, as we do in this eBook

Or you have raw footage of video from an interview or seminar or workshop.

e Extract fun, informative and interesting moments then create 1-3 minute
LinkedIn posts

Repurpose them into 15-30-45-60 sec videos

Write a long-form content about your experience

Create slides out of it

Write five key takeaways posts

Make gifs out of the raw footage

Go even smaller and capture some photographs from the footage and
write about it

e And many many more

You see what | am doing here? | tear down huge content into pieces until |
have nothing in my hands.

Here we made a map for you, this content plan has four phases. (We got the
inspiration from Gary Vee and interpreted it to our needs.)
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P".LAR CONTENT * LONG FORM VIDEO CONTENT (BASIC EDITING)

MICRO CONTENT * SNIPPET OF BLOG POSTS

* RAW VIDEO FOOTAGE

*+ LONG FORM WRITTEN CONTENT.

* CREATE 1-3 MINUTE CLIPS
* LINKEDIN VIDEO POSTS

* LEAD MAGNET GIVEAWAY

* 60, 30, 15 SEC VIDS
* LINKEDIN POSTS

REPURPUSED * LITTLE BITS FROM BLOG POSTS

« IMAGES
« PHOTOS
« TEXT POST
+ QUOTES

REPURPOSED 2 \guijodsynsmmes

LINKEDIN CONTENT PLAN

You can apply this to all of your social media channels. And you can get 30
pieces of content out of 1 piece of pilar content.

But one thing here is crucial. If you are invited somewhere as a speaker,
record it. Workshop? Record it. An interview or show? Don't miss it.

You get the idea. You should document your business moments or daily
moments that are related to business.

On the other hand, you should produce long written content. If you have a
team, that's a good start. If you don’t have a team, you can find a freelance
copywriter in your industry.

This is the ideal plan. Start with one and the rest will follow.

Takeaways of Chapter 4

Create a topic cluster to build your library profile.

Use Google, Reddit, Facebook and Quora to find popular topics.

No content is limited to single-use. Cut bigger content pieces to shorter
bits and use the power of repurposing.

Www.grow-force.com
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What's next for you?

Understand the buyer’s journey with “Lead generation: A guide to plant
money trees” and create the right type of content to qualify your prospects.

https://gro.wf/MoneyTrees

If you want to borrow our content strategist’s brain, you can do so by
scheduling a call. He can do all of that stuff for you.

https://gro.wf/LinkedInSprint

In case you want to go one step further and create content for your blog,
here is a quick keyword research guide

https://gro.wf/GFKeywordResearch

Chapter 5:

Content best practices onl B[ GG}
for maximum engagement.

This part is designed to inspire you. We have tried and observed many
content approaches and these 5 practices bring the best results by far.

Educational content to nurture your prospects.

Educational content is the core of every lead generation strategy. Because
your prospects always have a problem and therefore have a lot of questions.

If you can solve their question with your fulfilling content, they will eventually
trust you, like you, respect you, and after a while, they will feel like they owe
you.

This is pretty similar to the psychology of gift-giving.

This trade of information will make your bond stronger, and the receiver is
more likely to give something back.

So when they decide to buy a product to solve their problems, they'll knock on
your door.

www.grow-force.com
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But the content you provide is also important. If your content is an old fashioned
approach to a topic that has already been solved, it won't work.

Here are three dynamics of great content.
Personality:

Gary Vee does the trash talk (a vlog where he flips the objects in garage sales)
regardless, and he has millions of followers. He does he.

And you'll do you. If you're funny, show it. A football fan? Then give examples
from the football world. Show your personality.

Get into details:

Give your audience a piece of actionable advice. Don't just point out the prob-
lem, show the solution.

Be genuine:

90% of the content on the internet is the same. Don't parrot what is out there
and approach the subject from your perspective.

Types of educational contents you can write or record
a video about:

e How-to videos:

If your product or service is complicated to understand, you can explain
how-to-use it by writing long text forms. Or shooting videos.

If you don’t have a product, show how you can solve their problems with your
unique solution.

Keep your videos short and concise. Always start with your brand name and
wrap up with a call to action.

e Provide new strategies and thoughts in your industry.

As a growth marketing agency, we always write about new trends, playbooks
and the latest tools.

That helps our prospects to believe in us and encourages us to follow us. How
can you demonstrate your expertise?

Choose the topics you can highlight your personality and expertise with, then
share your experiences with your network.
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e Product video or text.

Product videos are great to demonstrate what your service is capable of. You
can record one or multiple videos (or text) to show your features and solutions
to your LinkedIn network.

Create carousel content to make it snackable

Carousel (slider content) is a super snackable content. It deserves the attention
because it's engaging to both visual learners and readers.

Since it's easy to consume and packed with valuable information, people share it
more.

Here is one example from us:

Nicholas D*hondt - st

‘ Helps SME's generate more & by teaching and implementing the latest gro...
® d.®

What are the trends for growth Marketing in 2020?

Last Friday, we had our weekly team meeting and discussed some of tl ...see more

VIDED

EXPERTISE
INSIGHTS

_

%

O © & 74 - 5Comments

Here, we've broken down our 20 growth marketing trends in 2020 blog post into
several pieces. We've created three engaging carousel posts out of one piece of
content.

Want some inspiration?

www.grow—force.com
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You can narrate almost anything.

Five little known neuromarketing tricks that turn prospects into leads
Six habits that you must develop as an entrepreneur

Ten tips to boost your engagement on Linkedin

Or four ways to generate more leads with "X product"

You can use Canva.com to create your own designs. It's pretty easy with templa-
tes. Or you can hire a freelancer for $10-20.

Note: You need to transform your images to PDF format to be able to post a
carousel.

Testimonial content to boost your credibility

Your best customers can sell better than your best salespeople. That's a fact.

When happiness and satisfaction are genuine, it's hard not to believe it. So if
you have satisfied customers, record a testimonial or interview them.

They'll always be happy to help you, so don't hesitate to ask.

Imagine you had three testimonials, and from each, you have 30 minutes of raw
footage.

In these exemplary testimonials, you've asked the following questions:

e What are the three benefits you've experienced as a result of buying/joining
[our product/service]?

¢  Why would you recommend this to someone who might be on the fence?
What has exceeded your expectations since working with us?

What is the biggest learning or take away from the course?

And so on. From each question, you can create different content. Or even mul-
tiple content pieces.

This is how we do it.

From this 30-minute footage, you can cut tens of 30-90 second videos and
create testimonial posts on LinkedIn.

Like this (you can click to the link to watch it):

For each post, we add one copy at the beginning of the video to show what the
video is about, and a CTA in the end for conversions.

Lucky you if you have a video marketer. Or else you need to cut and paste by
yourself.
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The first seconds of the video above look like this:

No more
gut feelings

The last seconds of the video above look like this:

David Van der Auwera - 1st ==
Partner @ GrowForce: The Reference Sales Strategy and Growth Marketing ...
(o]

2h - Edited - @

“Just a bunch of startup marketeers that are too excited about hyped marketing
tools *

This is what traditional digital marketeers thought when | first explained the
“growth mindset”

I think it's reasonable to doubt something new and so hyped.
Abaove all, growth marketing offers you to grow faster than your competition.

Two years later, we gave numerous six-week academy courses, 25 inspiration
sessions and helped more than 150 companies.

Hare is what | think.
Growth Hacking has matured into Growth Marketing and it's here to stay.

Look at Bart. He came to one of our courses and started implementing a growth
marketing mindset in Hashting

Gut feeling vs. data-backed campaigns.
Execute and hope vs. experiment, analyze and understand.

Scattered sales and marketing teams vs. full automated growth teams.

I'm happy to see that people are switching sides. Would you like to see what's
over the fence?

Feel free to join one of our next inspiration sessions! We would love to introduce
you ta the world of Growth Marketing!

You can find the link in the first comment.

#marketing #growthmarketing #growthhacking #growth #GrowForce

Bart Baeyens
i t Has

go it should be trackalile;

www.grow—force.com
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Elevate your personal influence.

You might have a fun personality and team but people don't always know the
people behind your logo. And if they only know your logo, it's not good, because
they'll probably perceive you as a lifeless organization without a face.

A cold and distant picture.

Meanwhile, if your competitor is out there, showing her face and expertise on
LinkedlIn, she'll have the upper hand.

Then your prospects will trust her instead of you. People are more likely to trust
somebody they know personally rather than a logo.

That's why the majority of successful online companies have a face. And people
on LinkedIn seem to understand the importance of having a personal brand.

Just scroll down for a bit and you'll see tons of posts like that. Because it's
working very well.

Sue DeCaro - 1st it
Business, Empowerment, and Parent Coach supporting individuals, organiz...

&h - @

Sue, | have trouble telling people precisely what | do. | find | share too much, | am

often told.

E} }J

«..SEe more

Describing your work in a
clear and concise manner

Sue DeCaro

0 O @ =5 - 122 Comments

ej Like a Comment ;f,> Share

LinkedIn: Sue DeCaro
Sue's outline is great for two reasons.
e |t immediately tells us what the video is about and it can be a thumb stopper

when you're scrolling.
e During the entire video, she highlights her website

www.grow—force.com
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Since our visual memory holds the information for a much longer time, that
means you'll remember it for a while after staring at the same screen for minu-
tes.

Video works best because it's a medium where you can show your personal
traits. And even the smallest gesture or moment could make people see through
you and like you.

What type of content?

Anything that you can use to emphasize your expertise.

If you're a Facebook Ad expert, talk about trends and best tips. Good at
time-management? Then talk about how you manage your time.

Or if you are a master of habits, share how you develop good habits.
Or just about life, personal experiences and your kids? These are welcome too.
This is the game of value. The one that provides the most value gets the leads.

But the game is also to make people see your posts. And for that, we have one
hack in our armory; a hack that will change your engagement numbers forever.

Read on to find out.

Takeaways of Chapter 5

Create educational content to nurture your prospects: Show your persona-
lity, get into details and be genuine.

Shoot how-to videos.
Share your latest strategies and thoughts.
e Make a product video.

Create carousel content to make it snackable: Engage both visual learners
and readers with content that is packed with information.

Create testimonial content: Your best customers are more effective than your
best salespeople. Shoot testimonials and make short LinkedIn content out of
them.

Elevate your personal influence: Show your face. People want to know who is
behind the logo. And they want to give their money to someone they know.
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Related contents you'll like (and help you with digestion):

Watch our Video Marketing masterclass to learn how to get best results
with video content on Linkedin.

https://gro.wf/VideoMasterclass

And if you haven't downloaded it yet, you can consider downloading
this video marketing eBook.

https://gro.wf/VideoMarketingeBook

Chapter 6:

The Secret weapon of virality: How
to use LinkedIn pods to goR7IC §
on LinkedIn.

Let's demystify that LinkedIn Pod first:

You can think of it as a private group of LinkedIn users. But they're focused
on one thing: engaging, liking, and commenting on other people's content.

So when you're a member of LinkedIn pods, you'll be able to share your post
with others. Then you'll have instant engagement from everyone else in the
pod.

Why is it so effective?

It could be the secret strategy to go viral on LinkedIn.

Remember, we talked about why the first 30-60 minutes of your post is essen-
tial in the third chapter.

If your post has lots of engagement in these first minutes, then LinkedIn will
mark your post as "potentially good content" and then starts to show it on

your connections feed.

That's why you need that bulky and instant engagement from pods. And there
are two different types of pods: manual and automatic.

Let's first discover how you can benefit from manual pods.

www.grow-force.com
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Manual Linkedin pods

You can find manual pods all over on the internet. There are groups on Linke-
dIn, Reddit, Facebook, and probably in other forums, we don’t even know.

You can type on Google "Manual LinkedIn pods" and trace the one that fits
your taste.

These pods usually exist on platforms like FB and LinkedIn. Here is a group
that I'm a member of on LinkedIn called Game of Content.

Vukasin Vukosavljevic - 1st mee
Head of Growth @lemlist, Marketing Practitioner, Content Creator
® on
#GOCWeeklyThreads
Thursday. * &

» AL =
| ESFn _/ﬂ' UTAH 96 ’__'f AL 1.(_)_1‘:_]'_-1

KOBE BRYANT 60 »rs. 22-50 re

&

O 39 Comments

& Like E Comment Most Relevant «
m Add a comment... [O]
Lucia Lichvar - 2nd 1h ...

Head of Talent Acquisition and Employer Branding EMEA | NLP Coach |

Gand marnina evervane Hone vail can silinnart me with thi nne

Every day there is one giant thread for engagement. And people in the
group comment their post link and wait for engagement.

So you need to link it manually and like other posts in the same fashion.
Or you can create your own engagement pod.

This is our GrowForce Engagement Pod. You can join it for free through
https://gro.wf/pod
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QP08 PSS C OO

52 participants Q

3N =l 54% @10:34

Add participants

Invite via link

You Group Admin
Don't forget to share the blog post &

David GrowForce Group Admin
SO0R

Nicholas Group Admin
Text me!

Thierry GrowForce Group Admin

Beschikbaar

Benjamin Maffe GF
Disponible

Dorien GrowForce
I'm shooting ¢, text me!

Dries GrowForce
Beschikbaar

You can invite your friends or colleagues in a WhatsApp or Slack group to
create your pod. Or you can go further and announce that you want to create a
LinkedIn pod in a specific subreddit.

But be careful with the notifications and chat options. For example, in our pod,
chatting is not allowed to prevent the notification festival.

Our members just post the links, and that's all.
Downsides of manual pods

It's not super consistent. Sometimes you can get ten likes and some other
times 60. But it works.

You should contribute to the pod manually. That means clicking every link and
liking each of them. It takes seconds, but I'm lazy, you're lazy.

Now let's check what the other option is.

Automatic LinkedIn Pods

Automatic LinkedIn Pods solves all the problems above. It helps you to
engage with a bigger audience and, yes, all automatic.

And it also helps you to find people that have relevant interests as you. You
can filter pods by location and find the best pods for your industry.

www.grow-force.com
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-\
?

Franc B ]

( B2B ) B2C Founder ( 500 - 1000 connections )

Popular tags United States (

Small Biz Growth Hack Pod
209 \ ) mer - Growth Hacking - SMB - United States - B28 - B2C - If you

Social Media Growth Hacking
United &tes - Growth Hacking « B2C - B28

Lempod is the most popular option with a broader audience. It's an add on
that you can download from Google Chrome Store.

You pay $5 for each engagement pod you want to join. And you can post only
one post in 24 hours.

The only downside is sometimes you might find yourself liking and commen-
ting on the posts that you don't like.

But it's quite effective, though!
IT'S TIME.
Now we'll share our proven playbooks with you. We generated over 5,000

leads with these three strategies. They worked every time for our customers,
and for us.

Chapter 7:

Three proven playbooks that brought
us over 5,000 leads on &[] GL:|[}]

These playbooks are our products, and we implement them as a service to
our customers. Here we'll keep it 100% percent transparent and share every
detail with you.

You'll see lots of new growth marketing tools along the way, but we got your

back because we prepared how-to videos and image tutorials for each step
that used tools and add-ons.
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Stick with the plan, follow the footprints, and you'll get results.

Here we go with the first playbook. Let’s kick it!

Playbook #1: Comment and Collect Strategy.

People create lead magnets and post them on LinkedIn. The outcome is often
somewhere between 1-5 likes and 2 comments (from colleagues), it's
heartbreaking.

We wrote an eBook and posted it on LinkedIn like everyone else. As you can
see in the picture below, it ended up with more than 18.5K views and 400+
comments.

Nicholas D'hondt - 1st
Helps SME's generate more by teaching and implementing the latest growt...
@ 3mo . Edited - @
We want to teach you how to generate leads on autopilot!
Our eBook about lead generation is almost done (58 pages!) and now it's ready for a
LinkedIn audition. ...58€ more

OO @ 203 412 Comments - 18,523 Views

‘ Like [=] Comment @Share

And we did it 6-7 times more after that one time. It's not because everybody
was waiting for our eBook, we worked for it.

So what did we do differently from the last guy?

That last post you see above on LinkedIn was the only visible step among the
hundreds of ninja steps we took.

Now we'll show you how we built up that momentum and ended up with
thousands of leads.

Here is a reverse-engineered schema of our LinkedIn lead generation
campaign. Take a look at it, and then we'll break it down, step by step.

1. Optimize your LinkedIn Profile (You already know how. You can find the
details in Chapter 2)

2. Find your target audience via LinkedIn Sales Navigator (You already know
how. You can find the details in Chapter 2)

3. Send automated personalized messages and connection requests to your
target audience. Get ready to generate leads. (You know that too. You can find

. the details in Chapter 2) Yy
\ ; 7
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Create a valuable lead magnet for your target audience

Find or create a LinkedIn Pod. (You can find the details in Chapter 6)
Post your lead magnet with a twist

Scrape your hot, hot, hot quality leads

Send them your eBook and add them to your nurture flow

PN~

(Optional) Celebrate your first LinkedIn lead generation victory with your
marketing team. We like celebrations.

We already went over some of these steps in the earlier chapters. If you have
questions, you can always go back.

So we’'ll assume you already optimized your LinkedIn, found your target
audience on LinkedIn Sales Navigator and added your prospects on autopilot.

These steps are the foundation for your engagement.

Then you'll create your lead magnet. It should be something that provides a
remarkable amount of value to your prospects. Let’'s see what the options
are.

STEP #4: Create a valuable lead magnet that your business
craves for

You probably have some good ideas about the type of lead magnet you're
going to offer. But please do a little market research before you go into produ-
ction.

Check if your intuitions are valid before you start.

Spend some time on Reddit, Quora or forums where your audience is lurking.
See if people approve your idea with their questions.

You never know, with a little research, you might end up targeting a hotter
topic.
Here are some tips for your lead magnet:

Fill a gap in your business: People are bored of copycat content. Come up
with a unique idea and approach it from a different angle. People are thirsty

for new angles.

Focus on your strengths: If you're not good in long-form text, then don't write
an eBook or keep it short.

You can always reach out to me from here and work with us.

Or hire an eBook ghost-writer on Fiverr.

www.grow-force.com
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Quick Win: People love quick solutions. Give them something applicable right
away, show them mouthwatering results. Like this one. (I believe you can win
with this guide).

There are so many options, but most Lead Magnets fall under these
categories:

Guide/Report

Cheat Sheet/SpreadSheet
Toolkit/Resource list
eBook

Video training

Free trial

Printable

Swipe file

Quiz/Survey form

10. Assessment/Test form
11. Sales material

WeNGORWON=

The title of your book might be the most important thing. Hear out David
Ogilvy: “80 cents of your dollar should be spent on writing headlines”.

So make sure to come up with something compelling, interesting or trigge-
ring. Here, these are our brainchilds.

Lead Generation: A guide to plant money trees
Video Marketing: A book that nobody’s going to read in 2021

Ok, now since you know about the LinkedIn pods, we'll skip the next step
(Step 5).

Let's talk about something you don’t know all that well yet.

STEP #6: Post your lead magnet with a twist.

This will be the day that you reap the fruits of your hard work. We'll show you
how we've done it and give you some tips to make sure you get your first
quality leads.

The content strategy

After we wrote our eBook about lead generation, we thought about this ques-
tion for a while, “How can we get the most out of this content?”

Most people in the marketing business build a landing page then invite
people to fill the lead gen forms. We decided not to launch our campaign like
everyone else.

How about a LinkedIn audition first? What if you can create exclusivity for
your connections by saying:

www.grow-force.com
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Hey LinkedIn connections,

We just finished our eBook about lead generation, and this is the audition.
You'll be the first reader.

And we'll publish it after your valuable feedback.

People love to be first or special. Remember the iPhone all-nighters that
waited in the endless lines?

Or people who were dying for the limited collection of Adidas Yeezy's? It's
instantly more valuable when it's exclusive.

Plus, with this strategy, you'll also have an opportunity to interact with your
connections when they're interested in your solution.

Lead generation on LinkedIn = video content

Please don't freak out because of the word “video.” Creating video content is
much easier than you think and the ROI of the video is incredible on LinkedIn.

There are many reasons why and we wrote a book which covers it all.
But briefly:

It reflects emotions

It'll bring you closer to the targeted audience

It'll make your brand humane. People will see your face instead of

a lifeless company logo

LinkedIn loves video. Ultimately, it's a business content platform now
It builds trust

| know what some of you are thinking. Look, you don’t have to be an actor or
actress, plus, you have countless takes for a 30-second video.

Convince yourself or one of your colleagues.

NO OBJECTION. YOU NEED THOSE LEADS.

You can see our video below. We shot it with an iPhone 7 and a tripod, nothing
else. You don't need a Hollywood set-up to speak about an eBook to your
leads on LinkedIn.

The little twist that opens the gates for LinkedIn lead generation

Just leave a comment below, and I'll send it to you. This is the catch. There
are no landing pages for our eBook, and we didn’t attach it anywhere.

You'll see, these comments will make you visible to a lot of people. Then
LinkedIn agents will see the engagement, and then it'll give you a nitro boost.


https://www.grow-force.com/video-marketing-ebook?utm_source=GrowForce%20Blog&utm_medium=Video%20Marketing%20Ebook&utm_campaign=Video%20Marketing%20Ebook%20Link-inblog
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Nicholas D'hondt - 1st e
Helps SME’s generate more < by teaching and implementing the latest gro...
@ 3mo . Edited « @
We want to teach you how to generate leads on autopilot!
Our eBook about lead generation is almost done (58 pages!) and now it's ready for
a Linkedin audition.

It is called Lead Generation: A guide to plant money trees.
As the name befits, we compiled a lot of our knowledge about lead generation in
this eBook.

We wrote about:

Introduction to lead generation
3 types of leads

~ The biggest challenge for lead gen
How to generate leads
When to use which lead generator
How to create a conversion path
Tools we love to use for lead gen

The ebook started out as a blogpost but our team kept on adding more information
until it got a bit out of hand and became a 58 pages ebook. &

Find yourselves a comfortable spot and a cup of coffee.

After an hour of reading, I'm pretty sure, this evening, you’ll start to come up with
some tangible strategies for your business.

Do you want free early access to the ebook?

Just leave a comment below and I'll send it to you! “
Can't wait to hear your opinions!

Now all you need to do is send the eBook to hundreds of commentators. But
wait, there are too many of them, and you need their emails. Then let’s get you
those emails.

We'll show you how you can do it on autopilot!

STEP #7: Scrape your hot, hot, hot quality leads.

You're about to do something naughty. Even though you can send your eBook on
Linkedin, you'll tell your connections something like this:

Micholas Dhondt - 712 Pa
Hey Raphaél,

Thisrks far your inberest in aur Video Marketing eBook!

What i3 your best e-mail address, 5o we can make sure you
receive it

I'm looking farsard to hearing your thoughts on the eBook!

Talk toyou soon!
Nicholas

. Raphaél
Hi there !
IS com would be perfect

Thanks a lot
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All of them will give their mail address because they've already commented
before.

But before that, you need to scrape each Linkedin profile in the comment
section.

For that, we're going to use a tool called DataMiner. It's free and easy to
use, once somebody shows you how.

And Nicholas is going to show you how:

@ _Chrome File Edt View History Bookmarks People Tab Window Help + D& ) O B> 3 W A F v Mon21d5 NicholasDhondt Q @ =

»

4380579841-kI77 [ -3 [ I
Recipe Creator @ %)

" T i Recipe 1 urerwlinkedin.com
ot kg i A5 the name befis, we compiled a lot of our knowiodge about lead generation n this
s i o | 1Stat 2Rows 3Cols 4Nav SActions 6JS 7Save
We wrote about: 7
Introduction 1o lead generation @ Follow these simple steps to make a meipe. When you'ns.
3 types of leads
The biggest chalienge for kead gen
oads
0 use which lead generator
acomversion path
Tools we loe to use for lead gen

Choose type of page

Linked T Lin
The ebook started out as a blogpost but our team kept on adding more information © List Page
until it got a bit out of hand and became a 58 pages eocok. 1

Choose this when you want multiple rows extracted
from a list or tadle on the page. Example: search resulls

Find yoursalues s comfortable spot and a cup of coffee. peges.

After an hour of reading, I'm pretty sure, this evening, you'll start to come up with

: Detail P
seme tangible strategles for your business. otall Page

all the details of a page to

ap
Do you want fres early scoess to the ebook? mple a praduct detall page

Just leave & comment below and Il send it to you!
Can't wait to hear your opinions!

We want to release it first here on LinkedIn
to get as many comments and feedback as
possible.

0:01 /4:31

How to use scrape LinkedIn comments with Data Miner

Note: Dataminer sometimes doesn’t work on LinkedIn pages. We don't know
the reason, but the solution is to create a new user in Google Chrome.

After you scraped the comments, we'll have all the profile URLs. Now you'll
take that CSV and paste it in a Google Spreadsheet on your drive.

Then we'll send them automated LinkedIn messages. | think you're already
familiar with Phantom Buster, so this time we'll use the baby below.

If you want to also send automated connections here, you can use the Linke-
din Network Booster phantom.

You apply all the rules that we used for LinkedIn Network Booster before.
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O Linkedin Message Sender

Steplof3 ™

Automatically send personalized messages to
your LinkedIn connections

This Phantom needs some input from you. Please provide the ¥ Session cookie (li_at) (?)
necessary info by filling the form on the right.

AQEDAQDKEpUBFMvBAAABbWI7GaAAAAFVE_NB1FYAti2X2MR7Z60b3AgmFFC
% Spreadsheet URL of profiles (7)

https://docs.google.com/spreadsheets/d/(...)

O Enter either a Google Spreadsheet URL or a CSV URL (make sure your file is
publicly available)

Column name where profile URLs are stored

© By default, we'll use the first column of your spreadsheet (column A)

Number of profiles to send messages per launch (max: 10)

[i ] Leaving this field empty will process 10 URLs
Message (?)

Hey #firstName#,

| sent you this message thanks to an awesome Phantombuster API:
https://phantombuster.com/api-store/9227/linkedin-message-sender!

b nns i i “~

© You are limited by LinkedIn to 7000 characters

6 lise #hirctName# tn incert the firetname of the nerenn in vonr maesaoe

After this step, there is a bit of a dull process that’s waiting for your VA (virtual
assistant) or intern. You need to add emails manually from your inbox to your
spreadsheet.

But see it as a victory lap. You got this. You growth hacked your way with nume-

rous tools and strategies. Nobody in the digital marketing business will dare to
question your skills.

STEP #8: Send them your eBook and add them to your
nurture flow

It's time to send the eBook (or lead magnet) to your hot leads. It's essential to
send it right away. And nurture them while they're thinking about you.

Don’t garnish your first email with your other services or call to actions. Just
send them a friendly email, like you are friends on LinkedIn (yes, you are).

You can see the email we've sent below:

www.grow-force.com
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Subject: Ebook: Lead Generation: A Guide to Plant Money Trees

From Name: Nicholas From Email: nicholas@grow-force.com
A
Hey,

Thank you for your interest, you can download the ebook here.
| hope it can provide solutions to your lead generation problems.
Please let me know if you have any questions or feedbacks about the book. I'm always here to share and discuss.

Kind regards,

Nicholas D'hendt

‘Partner ok
‘m: +32 487893262
‘w: ‘www.grow-force.com:

The tool we used above is Autopilot. You can connect it with almost any CRM,
personalize, structure and track your email campaigns.

It's relatively easy to learn and use it. The end schema of an email campaign
in Autopilot looks like this:

Thierry D'hagnens

NOT signed up yet

4Dy

Someone repied on
‘second smal. ...

Signed up CLN_1_confirmation _¢_book signed_up

After you sent the eBook, you should also have an email nurture flow.

Ideally, your leads will read the eBook in a week, and then you need to
remind them about your company.

How will you follow up? What is your end goal?

There you'll send a bunch of follow-up emails to your leads about your servi-
ces. And hopefully, you'll become partners.


https://www.autopilothq.com/
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You'll get results 100%

We follow the same steps with our customers and generate hundreds of leads
every time. So, don't hesitate to invest your time in it. If you have any questions
about the process, you can always call and fire them.

But in case your marketing team is busy or lacks the time needed to go over
these steps, we have a solution for you. It will save you lots of time and boost
your growth in a week.

What is a Lead Booster?

With Lead Booster we implement this proven lead generation playbook to your
company. End-to-end.

Here are the steps we'll take together.
Monday: Getting to know your company

It's a one-day deep dive to understand your company. We'll analyze your data,
structure, target audience and implement the tools.

Tuesday: Pitching the ideas

We'll discuss the skeleton of your project. We'll choose a data-backed lead
magnet together and lock it.

Wednesday: Execution day 1

You'll get the skeleton of the campaign (lead magnet) with the table of contents.
Thursday: Execution day 2 + Creating Marketing Materials

Production of all the content material with a landing page.

Friday: Distribution day

We'll set up your campaigns on LinkedIn and Facebook. After you get hundreds
of leads, you'll get all the generated material from GrowForce.

Keep in mind what you see above is a glimpse of the plan.

We provide so much more in 5 days. If you want to know about the steps, you
can schedule a call with one of our growth consultants.

If you want to grow big in a week, you can visit the link and start right away.
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Playbook #2: The Dracula Strategy

With Linkedin came new influencers and experts. Whatever industry you are
in, it has, for sure, an influencer that inspires your audience.

These people are super influential. For Growth Marketers, they’re precious
resources to spot audiences that are active on LinkedIn.

What if you can tap into this audience and surround yourself with them? It
would be easier for you to start conversations, get engagement and create

new business opportunities, right?

This is what our Dracula strategy is all about. Generating leads on LinkedIn
by leeching on the network of influencers.

Three bites of Dracula

The Dracula strategy is an easy to execute strategy compared to the first
playbook. You have three steps to follow.

1. Find the vessel
2. Feast on the comments
3. Steer the attention

Step #1: How to find a vessel?

You need to find the most famous person in your industry. You know that type,
when they post content, they get engagement showers.

And that's what we're looking for. Mainly comments.

This person is an influencer or is your competitor in your industry. And thanks
to Linkedln, finding them is easy.

All you have to do is to know your audience's problems. Or some keywords
that they're already searching for on Google. Our keyword will be “LinkedIn
marketing” this time.

Now | want to show you how to use LinkedIn search to find your vessel.

Go to search and click on content.
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Search ‘ &;1, =] Eﬂ'

( People ) (‘Jobs ) ( Content ) (Cnmpanies) (Schouls) (Groups)

Recent

« @

Nicholas Jona
D'hondt Koekelcoren

Q linkedin marketing
Q lead generation
‘Q SEO strategy

Q Seotips

Try searching for

Q seo strategist

Q lead generation manager
Q non profit organization
Q seomanager

Q telemarketing

Home My Network __Jobs Messaging _Notifications

www.grow-force.com

Work w

Then type your keyword and click. Oh, | think we found our vessels here.

Christopher Hummel - 2nd mem
Founder & CEQO at FITTEAM GLOBAL | Entrepreneur | Leadership & Busines...

1d « Edited « @

No one wants to be sold
But...

EVERYBODY likes to buy
Want more sales? Provide more value.

Agree?

#linkedin #sales #marketing #entrepreneur #business

O O & 648 . 223 Comments

& Like [=] Comment FDShare

.~ l% JasonVana . 2nd e
F&@ | build brands and develop marketing strategies that drive results | DM for a...
‘ 1d « Edited - @

I've become cut-throat in my approach to Linkedin lately. Ea
Send me a sales pitch right out of the gate?

Unconnected. 2
...See more

O & © 651- 333 Comments

& Like [=] Comment > Share

Reactivate
Premium
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These people were there back to back on the first screen. | scrolled a half

screen and found others.

Jonathan Palmar - Znd e
| assist companies in identifying fraud “4, & removing it ) so they can ope.
1d - @
Does the word "influencer” make you cringe? Credible individuals in specific
...SE8 more

industries, it used to be a compliment...

A\DAY IN THE LIFE OF A
SOCIAL MEDIA [[}JFLUENCER

OO @ &77 - 353 Comments - 15,588 Yiews

& Like E Comment {.’.} Share

"F": Jasmine Star » 2nd
7 CEQO/Owner at Jasmine Star
= oo

Top LinkedIn Marketing Strategies

Like, WHOA. Wanna connect with more customers? LinkedIn is the bes ...see more

“ r
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We have 900ish comments here. 900 people that potentially will be interested
in your LinkedIn Marketing service or product.

These people share content daily. They could be gold mines for your business,
and this is the beauty of growth marketing here. Even if you don't have the

resources and an army of employees, you can still outsmart your competitors.

This was our 30-second quick search. You can go more in-depth with diffe-
rent keywords and find influencers in your niche.

But you got the idea. Now we're hungry, let’'s head to the feast. Shall we?

Step #2: Feast on the comments.
Here you'll scrape all the profiles in the comment section of the LinkedIn post.

You've already learned how to use Dataminer from the last first playbook. In
case you skipped it, Nicholas can show you real quick:

@ _Chrome File Edit View History Bookmarks People Tab Window Help 4 0 & )OO B R A F EE Mon21a5 Nicholas Dhondt Q. @ =

B 0 Linkso ®x +
i linkedin.com/pasts/nichalasdhondt we-want-to-teach-you-how-to-generate-leads-activity-657749446 43805 79841-k177/ LS e @ :
Recipe Creator @ X|

« row ¢ y A A vl Bk e s G o 4k e Recipe 1 wrwew linkedin.com
tast growth n ‘3“”“ tactics & As Lhe name befits, we compiled a lol of our knowdedge about lead generaticn in this .
elook.
—| 1stat 2R 3Cos ANav 5Act 6JS 7S
View full profile oS av ions. ave

We wirote about:
Inroduction to lead generation
s

‘| choose type of page

The ebook started out as a blagpost but aur team kept on adding more information O List Page
untilt got a bit out of hand and became a 58 pages ebook. 1 T ——
from a list o table on the page. Example: Search results

Find yourselves a comfortable spot and a cup of coffee. Pages

After an hour of resding, 'm pretty sure, this evening, you'll start to come up with

Detail P;
some tangible strategies for your business, otall Page

Choose this when you want all the details of a page to

Do you want free early acoess 1o the ebook? be extracted In one row. Example a praduct detall page.

Just leave a comment below 3nd Fl send it to you!
Can‘t wait 10 hear your opinions!

L W A
We want to release it first here on LinkedIn

to get as many comments and feedback as
possible.

> 0:01 /431

How to use scrape LinkedIn comments with Data Miner

Note: Dataminer sometimes doesn't work on LinkedIn pages. We don’t know
the reason, but the solution is to create a new user in Google Chrome.

After you scrape the comments, you'll have all the profile URLs. Keep in mind
that you can also scrape the people who liked the post if you want to reach
more people.

www.grow-force.com
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But people who commented are more qualified because they're engaged with
the topic and have an active user status on LinkedIn.

Now, what are you going to do with all these comments?

Step #3: Steer the attention

What is your goal? You can redirect the attention of those people however
you like.

Do you want to promote your software?

Do you want to use these people as a traffic source?
Do you want to make people download your eBook?
Or do you want to send your presentation?

You can do anything you want. In our last campaign, we've sent our latest blog
post to 1,300 people. We used it as our content distribution channel.

We provided a free playbook. But in the playbook, there were CTAs to our
products and other eBooks. And it performed well.

We got a little organic traffic jam to our website, had dozens of qualified leads
and two customers. All with zero budget.

If you're a small business with no to low site traffic, you can do the same.
There are two approaches to send messages.
#1: Pull approach

Here is my pull message.

’ \riﬂit Dun:lai:_‘l » 2197 AM

Hey Jason,
I saw you commented on llya's post about LinkedIn lead
generation. I'm also trying to learn more about lead gen and

expand my network with likeminded people like you.

Recently | wrote a new article about how | generated 700+ leads
on Linkedin, let me know if you want to read it.

JAN 31

E} Jason Samuel -

24
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[ ] : .
> Jason Samuel

I would like to read it :)

»’ Yigit Durdag - 4:05 Py

Here you go: https:/fwww.grow-force.com/linkedin-lead-
generation/

Enjoy the read, let me know what you think!

v HOW WE GENERATED 700+
LEADS ON LINKEDIN IN ONE DAY
WITH ZERO BUDGET

A PLAYBODK BY
GROWFORCE

aam b

Why is this message effective?
“I saw you commented on “X” post about LinkedIn lead generation.”

It makes my message more credible and personal. We share similarities, and
I'm using it to my advantage.

“I'm also trying to learn more about lead gen and expand my network with
like-minded people like you.”

I'm straightforward here. It's true | want to learn more and expand my network
with people that share the same goals.

Recently | wrote a new article about how | generated 700+ leads on Linkedin,
let me know if you want to read it.

This is where | pull. Yes, | wrote something for him, but I'll not throw it in his
face. I'll not enter his territory before he lets me in.

Here you give an option to the other party to accept you. And once you let
them decide and don't cross the boundaries, people are kind.

This respectful approach is a good first step to maintaining a relationship and
starting the conversation.

Here is the result.
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e Jason Samuel - 7:07 At

I read it. It was nice. Shared it with my community in wt

[ Awesome ] [ i J [ That's awesome ]

After this point, you can proceed to the next steps. You can ask him if he
wants to join the weekly newsletter etc.

With this approach, you need to follow up manually to send the link
afterwards.
#2: Push approach

With the push approach, you don’t need to follow up manually because you'll
share the link with the first message, like this.

Hey Jason,
I saw you commented on Someone’s post about LinkedIn lead generation. I'm
also trying to learn more about lead gen and expand my network with like-min-

ded people like you.

Recently | wrote a new article about how | generated 700+ leads on LinkedIn, if
you would like to read here is the link.

https://www.grow-force.com/linkedin-lead-generation/

This looks a bit more spammy and can backfire. But then you can automati-
cally send all of the links and don't have to look back.

Inspiration for your next campaign.

Here is a message template we shared before, which is pretty personal and
honest. Ready to be sent.

Hey #firstName#,
Sorry to message you out of the blue. | have this idea that solves X problem
for content marketers. I'm trying to connect some like-minded people to talk

and get feedback.

Would love to know what you think of the idea. Please let me know if you're
interested.


https://www.grow-force.com/linkedin-lead-generation/
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You can customize this message a bit to your taste and needs. Then you can
send your free trial, eBook, service, product, landing page, briefly anything you
want.

Or you can push the link in the same message. Our personal favorite is the
pull approach, though.

It definitely takes more time with manual work. However, it's definitely not a
waste of time but an investment.
Add them as your connection and send the message with Phantombuster.

Here you'll use the phantom LinkedIn Network Booster once again. You alre-
ady have the profile URLs from the dataminer scrape sheet.

All you need to do is to connect that spreadsheet to the LinkedIn Network
Booster and customize your message.

0 LinkedIn Network Booster

Steplof3 ¥

Automatically send invitations and connect to a
list of LinkedIn users with a personalized

message

W Session cookie (li_at) (7)
This Phantom needs some input from you. Please provide the
necessary info by filling the form on the right. AQEDAQDKEpUBFMvBAAABBWIT7GaAAAAFY Ir8pdVYAAbSO]HUIPWEISTDpHve!

Spreadsheet URL of people to invite (7)
https:/fcachel phantombooster.com/e5IFyg7NHNo/ABYREINDMIBCN7ZddQoMnAy

O Enter either a Google Spreadsheet URL or a €SV URL (make sure your file is
publicly available)

Message (7)
Hey #firstMame#,
| added you thanks to this awesome Phantombuster script!
a https://phantombuster.com/api-store/2818/linkedin-network-booster

Es

O Use #firstName# to insert the first name of the person you are adding in your
message. Many more tags are available

@ You are limited by LinkedIn to 300 characters
O Leave empty to send invites without message (not recommended)

# Advanced Settings ->

Choose an email discovery service

ar

None

Column name from which to get profile URLs

linkedinProfileUr|
O By default, we'll use the first colurmn of your spreadsheet (column A)
MNumber of invites per launch (10 max.) (7)

10

Name of resulting CSV file
DEMO

www.grow-force.com
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Don't forget the daily limit. Set it to 10 people per launch and 8 times a day.

0 LinkedIn Network Booster

Step20f3 ¥

Settings

You might want to configure automatic launches of your Phantom

and ather advanced settings.
Marually

§ Repeatedly

& times per day

This is it. The Dracula Strategy is a flexible one. What you can do is all up to
your end-goal and creativity.

If you want to see more growth hacks like this, you can check this article to
get inspiration for your next marketing campaign.

Now to the last one. Things will get physical in the next playbook!

Playbook #3: How to organize full house events
with LinkedIn Event Invite feature.

Events are deadly sales weapons.

Because you have the opportunity to show every feature and benefit of your
services, and above all, you have the chance to show your face.

If you're a good salesperson and your service is solving problems for your
prospects, it's hard to not close deals.

Events are particularly useful if you have a complicated product or service.
And this is the case for us.

We provide growth marketing as a service and have a 6-week growth marke-
ting academy. But since growth marketing is a new approach, sometimes it is
challenging to explain what we do to our prospects.

That's why we organize inspiration sessions.

These are a free 1-hour power presentation where we explain the core menta-
lity of growth marketing. And we give a glimpse of what you can do with it.

%6 4
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After the sessions, the crowd usually stays to ask questions and wants to
learn more. Then, of course, we follow up with emails and eventually trans-
form some of them into our customers.

Complicated or not, whatever your product is, you can do the same. You can
create your own inspiration session, event, keynote, or whatever suits you.

And the best thing is that you can automate it on LinkedIn. You can do the 5
man work without lifting a finger.
Automate your event invitations in three easy steps

When you invite someone to your event on LinkedIn, they'll receive a quite
prominent notification (that looks similar to a connection request).

This is a huge opportunity for event organizers. Because receiving an event
invitation on LinkedIn is not yet common.

Therefore it creates a low-friction, high-attention way of inviting your network
to your event.

But there is a downside because you don't have a lot of filter options by defa-
ult.

For example, | want to invite all marketers in Gent who work for SMEs &
Corporates. | would have to go through my entire list to be able to do so.

But this playbook will teach you how to make proper segmentation and then
automatically invite your relevant connections to your event.

And these are the three steps:

1. Preparation with magic bookmark tool

2. Make a segmentation of your connections in the LinkedIn Sales Navigator
3. Automatically invite your audience to the event

Step #1: Preparation with magic bookmark tool.

Before getting started, there is some set-up you need to do. We'll add a book-
mark to your browser (Chrome in this guide), that will execute some magic

invitation code for you.

Open your bookmark manager then click to add a new bookmark.

www.grow-force.com
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® Chrome File Edit View History People Window Help

» [ P 12011 inkadin v Bnomar nagar -\- o

Click on Add new bookmark

Bookmarks ch bookmarks Sort by name

~ B3 Bookmarks Bar Add new bookmark

@  Nicholas's amazing Linkedin Tricks
fol
E3 Gapp | Analyse stuff & Growth Add new folder
%  Bookmarks
~ B3 Webdev Import bookmarks
S
E2 Reis Export bookmarks
B3  Gapp | Analyse stuff & Growthhacking
ES Mew folder Help Centre

Copy the Name and URL into the pop-up

Add bookmark

Name

Name: Grow-Force LinkedIn Event Inviter

javascript:(function()%7Bfunction%20wait(m-
s)%7Bvar%20start%20%3D%20new%20Date().getTime()%3Bvar%20end%20%3D%20start%3Bwhile(end%20%3C%20
start%20%2B%20ms)%20%7Bend%20%3D%20new%20Date().getTime()%3B%7D%7D%3Bfunction%20parseLine%20(l
ines%2C%20lineNumber)%7Bconsole.log(%22LineNumber%3A%20%22%20%2B%20lineNumber)%3Bif%20(lineNumb
er%3E1)%7Bdocument.querySelector(%22.ember-checkbox%22).click()%3B%7Dvar%20firstName%20%3D%20lines%
5BlineNumber%5D.split(%22%2C%22)%5B0%5D.replace(%2F%5C%22%2Fgi%2C%20%22%22)%3Bvar%20lastName%
20%3D%20lines%5BlineNumber%5D.split(%22%2C%22)%5B1%5D.replace(%2F%5C%22%2Fgi%2C%20%22%22)%3Bc
onsole.log(firstName%20%2B%20%22%20%22%20%2B%20lastName)%3Bdocument.querySelector(%22.invitee-pick
er-content__typeahead-field%20input%22).value%20%3D%20firstName%20%2B%20%22%20%22%20%2B%20lastNa
me%3Bdocument.querySelector(%22.invitee-picker-content__typeahead-field%20input%22).dispatchEvent(new%20
Event('input'%2C%20%7B%20bubbles%3A%20true%20%7D))%3Bif%20(lineNumber%20%3C%20lines.length)%7BsetTi
meout(parseLine%2C1500%2Clines%2C%20%2B%2BlineNumber)%3B%7D%7D%3Bdocument.getElementByld(%22in
vitee-picker__modal%22).outerHTML%20%3D%20%20document.getElementByld(%22invitee-picker__modal%22).out
erHTML%20%2B%20%22%3Cinput%20type%3D'file'%20name%3D'file'%20id%3D'file'%20accept%3D'.csv' %3E%22%3
Bdocument.getElementByld('file').onchange%20%3D%20function()%7Bvar%20file%20%3D%20this.files%5B0%5D%3
Bvar%20reader%20%3D%20new%20FileReader()%3Breader.onload%20%3D%20function(progressEvent)%7Bconsole.
log(this.result)%3Bvar%20lines%20%3D%20this.result.split('%5Cn")%3BparseLine(lines%2C%201)%3B%7D%3Breader

.readAsText(file)%3B%7D%7D)()
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This is a little code that | wrote for you. It'll help you to automatically invite all
of your prospects with one click.

Step #2: Make a segmentation of your connections in the LinkedIn Sales

Navigator.

You'll use the Sales Navigator to make a list of people you want to invite.
Important! In the relationship field, you have to select: 1st Degree

Connections.

= Filter your search

Top filters

Keywords

! marketing X

Relationship

1st Degree Connections X Jegd

Profile language

=+ Profile languages

Custom Lists Accounts ¥

=+ Select custom list

Role & tenure filters

Seniority level

=+ Add seniority levels

Function

Past Lead and Account Activity

+ Filter your leadsfaccounts

Industry

4+ Add industries

First name

+ Add a first name

Years in current position

<+ Years in current position

Title Current ¥

79 results U] >

Apply your sales preferences O

Geography Region ¥

Gent Area, Belgium X J&d

School

+ Schools someone studied at

Last name

+ Add a last name

Years at current company

4+ Years working at current company

Years of experience

Select the relevant people you want to invite.

m SALES NAVIGATOR HOME LISTS DISCOVER ADMIN

Leadresults  Account results

Keywords 86
Total results
Enter keywords ..
] selsctall
Filters. Clear (3)
Past Lead and Account Activity + s

Geography Region ¥

Included:

Gent Area, Belgium X a
Relationship

1st Degree Connections X JFY

Company +

o o
Industry + (=]
Company headcount +
Seniority level +
e
Function 1’
Included.

Marketing x

Changed jobs in past 90 Pasted on Linkedin in
days past 30 days

i= Save to list @ Tag

£ Export with Email Finder

Dagmara 5. 1st
Marketir icati Manager at

Share experiences with Leads that

1 year 10 months in role and company
Gent Area, Belgium

‘ﬁ“_, 133 shared connections

Pieter Van Leugenhagen 1st [ff]
Co-Founder | Business Lead al VRTL
1 year 4 months in role and company

Gent Area, Belgium

‘(@ 144 shared connections

ineke van nieuwenhove st
Co-Founder at Billie Cup
10 months in role and company

Gent Area, Belgium

Az £

Advanced search w

Save search

1

company o

EI was

& scatag

m...

& mddtag

m was

& padtag
@ Help
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Total results Changed jobs in past 90 Posted on LinkedIn in Share experiences with Leads that
days past 30 days you company o
(] Selectall :=Savetolist & Tag
+ Create lead list
By Skrapp.io
m My saved leads
Check your just created lead-list.
TSaEsMsSPEURE O TIUN ST IOUTSONICTET T CREATED _TTIVIE A x @ |+ | = E i L'

[} saLes NavicaTOR

- 4 o

HOME LISTS DISCOVER ADMIN
Q, searchbyk s or boolean My netveork Saved Searches 2
Lead Lists
Lead lists ) Invite Inspiration Session Gent & Det 19, 2019 Actions ¥
Account Lists
Lead lists » Invite Inspiration Session Gent 2 Last updated Oct 19, 2019 Actions ¥

@909 @

a Export with Email Finder

Moov-IT | Your Dream

246 26 122 117 8
Total results Changed jobs in past 90 days Posted on LinkedIn in past 20 Share experiences with you Leads that follow your company
days on Linkedin
Date
Notes ~
Name Account Geography ot added
By Skrapp.io

Griet Johanna Vandenhou... st + Saved
) ° ) Job in Corporate Gent Area, Belgium @ Add note 10/18/2019 Ll
CEO | Strategic Corporate Wellness Online Coach
Wellness
Giikhan Oztilrk -1st v/ Saved KAEFER Benelux Gent Arez, Belgium D Add note 10/19/2019 ==+
Management Trainee
Voka Kamer van
i L st .
Ea bara’: s \/Ajavefi_ Medi Koophandel Oost- Gent Area, Belgium @ Add note 10/19/2019 ===
ccount Manager Advertising ia Vlaanderen
i ove -1 Save }
Jorg Van Nieuwenhave -Ist v Saved Colruyt Group Gent Ares, Belgium D Add note 1019/2019 ===
Job Student
Mathias Van dgn Broeck -1st v Saved SANHAGmMbH&Co. Area, Belgium D Add note 10192019 e+
Product- and Business Development Manager KG

Export lead list with Skrapp.io

Skrapp.io is a tool that can help you to find the email addresses of your

prospects.
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You'll not need the email addresses for the rest of this guide. But it could be
handy to also retarget your invitees through email. This extra step can
increase the effectiveness of your campaign.

Leads Export - Page 1 + X

Access your leads anytime from your Skrapp dashboard.
Go to app.

InspirationSessionGent

Options
Pages to export starting from current (10/10) o

A —— |

Search for email addresses

E] Save leads with found emails only

Save results in list

20429/50000 used email credit(s) Nicholas | My lists

Export your leads to csv.

InspirationSessionGent L. st Seemsh & = O Comint B Gt Iat
Created in October 19, 2019 | 246 leads
O Only leads with email ~
First name Last name Email Title Company Website Location
Download as CSV
Sven Bries sven.bries@sde.be Salesand M. SDE sde.be Gent Area, B.. Downioad as Excel
= = T4

Hans Van Damme hans.van-damme@roula...  Drect Market...  RoulartaMed...  roulartabe Gent Avea, B... W -

Lead
Anabal De Vetter anabel@zender.tv Markating Ma. Zander zonder.tv Gent Area, B...

First name Sven
Yves Prossler yves@cashfree.be Head Of Mar...  Cashiree - M...  cashfrea.be Gent Area, B...

Last name Bries
Aexander Bouckaert alexander@bloovi.be Cortent Man. Bioovi bioovi be Gant, Flander....

Email sven.bries@sde.be
Emile Dauwe emilie.dauwe@asoreco.. Sales and M... Asoreco As0reco.com Gent Area, B. Title Sales and Marketing Goordinator
Sophie Soeta, PhD sophie@influe.com Marketing Ma Influe influo.com Gent, Fander. .. Location Gent Area, Belgium
Didier Malherbe didier@teamleader.eu VP of Product Teamieader . tearmieader eu Gent Araa, B Company

N SDE
Bram Van e veide Product 8 CEO Cardily getcardfy.com  Gent Area, B... i

Website WWW.
David Smet d.smet@intrum.com Digital Marke. .. Intrum Belgium intrum.com Gent Area, B

Industry Information Technology and Services
Bart Wyers bart.wyers@saleswise.be Business De. SalesWise saleswise be Gent Area, B...

Size 11-50
Sven De Meyere Freelance mar...  svendemeyer..,  svendemeyer...  Gent Area, B

Founded 1982
Robbe Lammerant Owmer | Digit... Numberless numbsriess.be Gent Arsa, B...

Headquarters Lochristi, Oost-Viaanderen
Maarien Saeys maarten.saeys@lanswe .. Head Of Pro... Lansweeper lansweeperc...  Dendermond... Linkedin page irkedin - SDE
John-Margan Galeyn galeynj@fully.com Marketing Co...  Fully fully.com Gant Area, B. Q
Maarten Decroos Markaling Exe...  Ofiicient officient.io Gent, Flander...
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Create your event on LinkedIn, if you haven't done it yet. Then go to your event
on Linkedin.

in Q Search

6 GROW FORCE

Nicholas D'hondt

Recent ~
& Gent- Free growth marketi...

# Growth marketing bootcam...

& Bloovi
& Gmail Users

Y HRmagazine

Groups

-

Gent - Free growth marketing inspiration session
[5) Event organized by Thierry D'haenens
® October 30, 2019, 12:00 PM—1:00 PM

@ Kortrijksesteenweg 1070, Ghent, Flemish Region, BE, 9051
Birdhouse Gent

# Growth marketing bootcam...

& Bloovi
& Gmail Users

Show more ~~

Events +

& https://gro.wf/free-inspiration-session

[ Startaconversation in this event [O] (]

5 Gent- Free growth marketi...

Followed Hashtags

Discover more

David Van der Auwera - 1st
Partner @ GrowForce: The Reference Sales Strategy and Growth Marketing A...
O 1d

What is Growth Marketing, and why should you care?

These are the questions that will be answered during this 1-hour power I ...see more

Attending ¥ | ===

Attendees (24) Seeall =

fReO2 8 30

Thierry, Sven and 22 other people are attending this event

Invite connections

About this event
What is growth marketing and why should you
care?

These are the questions that will be an... See more
Share event

Promoted

Sophisticated Marketer
Give yourself a different perspective
on B28 marketing. Read online now )

Bidding on your website

bid Run webcast and timed auctions on
your website. Simple and cost
effective!

Zakenadvocaat gezocht?

Seeds of Law helpt u met de opmaak
van commerciéle en
vastgoedcontracten

Click Invite Connections.

Click on your bookmark that you made in Step 1.

Invite connections
Q Search by name

[ Locations ¥ || Current companies ¥ || Schools »

Frederik Vandenweghe
Marketing Automation Specialist at Rydoo

Tom De Moor

% Helping ambitious brands grow »

Jelle Van de Viiet
React (Native) Developer - Firebase advocate - Indie
Hacker at night

Janice Goris
Looking for my first adventure in the marketing industry!

0 selected

Chrome File Edit View History People Window Help

c

B (39) Linkedin %

& My Drive -

@& linkedin.com/events/gent-fn

Bookmark Manager
Bookmark This Page...
Bookmark All Tabs...

@ Grow-Force Linkedin Event Inviter

X #B
#D
%D
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Like magic, a Choose File button will appear.

Invite connections pd

Choose file ' No file chosen

Q ISearch by name

I Locations ¥ || Current companies ¥ H Schools + ] 0 selected

Now just upload your csv you exported with skrapp and watch the magic

unfold.
Invite connections X
inspirationses...31.14.142Z.csv
Q_ Valérie Baeke
. Valérie Van De Walle 31 selected Remove all
v
f HR Officer | Recruiter at DEME Group
a Valérie Van De Walle X
B LucFeyaerts X
@ Tim Dhondt X
e Hannah Coekaerts X
u Peter Bressinck X
6 Dieter De Clercq X
ﬁ Wouter Nuytten X
9 Bart Van Wassenhove X
I > W v

When the script is done selecting everyone, just click the blue invite button.

@ 246 people invited to event bS

You've done it, that’s it. Now, if you can, follow up with email. Or, you can send
them automated messages on LinkedIn to follow up with Phantombuster. All
up to you.

Also, keep this in mind; adding your target audience to your network is a vital
step here because you can only invite the first degree connections to your
event.

www.grow-force.com
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We have a {3

You made it to the finish line. But remember this was only a warm-up lap.

This eBook can prepare you for the Linkedin marathon, but you need to digest
and implement all the steps as you read.

Whenever you need help, come here and talk with the book. The structure of
this eBook is designed to help you overcome obstacles one by one.

I'm sure you'll find your way to generate leads on LinkedIn and grow your
business. You can implement all these steps in 2-3 months.

But what if these 2-3 months are too long for you?

You might want to run a sprint instead of a marathon to grow faster in a
shorter time.

There we know somebody who can prepare you for the gold medal in that
LinkedIn Sprint.

It is us, GrowForce.

What is a LinkedIn Sprint?

In LinkedIn Sprint, we create a tailor-made plan for you and implement our
proven playbooks according to your needs.

Here are some of the benefits of this short and powerful run:

e You'll work one-and-one with a professional LinkedIn coach.
It's a collaborative process. We'll work together and transfer all know-how
to you or your team, no secrets held.

e All the LinkedIn profiles of your company (including team members) will
reach perfection. We'll transform them into conversion channels.

® Awareness and acquisition without advertising costs or having to pay
a single dollar. All the processes will be automated.
Free organic reach with targeted content, curated for your audience.
Advanced experimentation with LinkedIn ads and Sales Navigator.
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2-3 months? How about getting tangible results in 3 weeks?
We're not talking about far-fetched goals here. We've done everything we've
written in this eBook and in time, we got faster, stronger and better on Linke-

din marketing.

So if it sounds too good to be true, we can hop on a call and talk until you're
comfortable to start.

Thanks for reading!

| hope you'll do great things on LinkedIn and grow your business.
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