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INTEGRATE 2026

Leveraging LinkedIn: 
Optimize your profile
Your brand is your voice, your reputation, and a key part of your professional persona. 

Learn how to craft a standout brand, create compelling content, build authentic relationships, and elevate your influence — 

online and in person.
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PERSONAL BRANDING FOUNDATIONS

Personal Branding Workbook

Scan to open your private mobile workbook. Your responses are saved only on your device and are not submitted or shared. Before leaving, select 
Save as PDF or Backup Answers to retain your work.
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PERSONAL BRANDING FOUNDATIONS

Beginnings
Ethos:  Credibility—Establishes the speaker’s qualifications, expertise, or moral 
character. 

Why should I trust you?

Pathos:  Emotions—Connects with the audience's values, desires, or fears to 
motivate action. 

How does this make me feel?

Logos:  Logic and Reason—Provides facts, statistics, and a structured argument 
to prove a point. 

Does this make sense?

The challenge:  KNOW THYSELF
The storybrand:  I AM…

Three adjectives that most describe your personal brand

https://gamma.app/?utm_source=made-with-gamma
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PERSONAL BRANDING FOUNDATIONS

The AI Age Demands Authenticity
• AI can generate content, but it can't replicate lived experience.

• Your unique story is your competitive advantage in a crowded digital world.
• This presentation will guide you through building a personal brand rooted in your authentic narrative.

https://gamma.app/?utm_source=made-with-gamma
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PERSONAL BRANDING FOUNDATIONS

What Is a Story…Brand?

1

Story:  a character overcoming an obstacle to 
achieve some goal. Probably the most 
important component of the story is the 
obstacle itself.

2

Branding: the process of assigning and 
associating certain meanings

"We start to see a belief, philosophy, or cause that builds super-charged associations with what the brand 
stands for. Instead of telling people what to think, we start giving them something to think about. We are 
humans first…constantly striving for meaning." 

(Signorelli, 2014, p. 24; 2020)
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PERSONAL BRANDING FOUNDATIONS

How do we create Meaning?
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PERSONAL BRANDING FOUNDATIONS

What Is a Personal Brand, Really?
Personal branding is the reputation you forge in the eyes of others through what you consistently say and do — the story 

others remember about you. It lies at the intersection of who you are authentically and what you want to be known for.

Every touchpoint — your expertise, tone, how you present yourself — must consistently tell the same story.

https://gamma.app/?utm_source=made-with-gamma
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AUTHENTICITY

Making Your Brand Authentically You
"Living and breathing an authentic story is the best way to survive in a conversation-rich world." — Seth Godin

Your authentic brand aligns three elements:
01

core character strengths
the qualities that you demonstrate

02

skill strengths and competencies
the things that you're good at and enjoy

03

what differentiates you
and allows you to add value in a unique way

Self-
Perception
List your top 6 

strengths

Others' View
Ask 3–5 trusted 

associates

Alignment 
Check

Identify gaps and 
blind spots

Future Brand

Define 5-year 
vision and 

needed brand

Repeat this audit at least once per year to stay aligned and intentional.

(Zahrai, 2022)
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STORYTELLING

The Three Ps: Crafting Your Brand Story
Psychology professor, Dr. Dan McAdams' research shows people who find meaning tell stories of growth, communion, and agency. Reclaim 
authorship of your career narrative using this framework.

The Protagonist

You — what you're passionate about, what 
drives you, and what you want people to 
remember.

The Path

Experiences and shifts that shaped you. The 
obstacles and challenges that transformed 
you. What insights, mistakes, and 
recognition defined your journey? 

Pinnacle Purpose

Where you want to go. What future do you 
aspire to, and what qualities will get you 
there?

(Zahrai, 2022)

Probably the most important component of the story is the obstacle itself.
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BRAND STATEMENT

Your 10-Second Brand Statement
Every spontaneous introduction is an opportunity. Use this template:

"I — [what you do, engagingly] using — [key qualities] to — [the impact/outcome]."

Example: "I get to make sure our people feel supported when things are up in the air, using my relational strengths so they 

can be their best."
Remember: highlight the value you create, who you create it for, and the positive impact of what you do
(Zahrai, 2022)
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ONLINE BRAND

Crafting an Intentional Online Brand

Your online brand can extend, tweak, or redefine who you are — even 
beyond your current role. It's especially powerful for career transitions.
Ask yourself:

• What am I really good at and love?
• What's my greatest success or achievement?
• What experience or knowledge do I have that others don't?
• Why should others listen to me?

You don't need to be the ultimate expert — unique experiences, 
unusual skill combinations, or awards can differentiate you.

(Zahrai, 2022)
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LINKEDIN PROFILE ESSENTIALS

Why optimize your LinkedIn Profile?

1.3 billion
users worldwide

71 million
companies listed

22 million
open job listings

A strong LinkedIn profile:

Increases visibility
leads to more profile views and connection 
requests

Helps recruiters and hiring 
managers find you
by highlighting the right keywords, skills, and 
experience

Shapes your personal brand
by showing your knowledge and reputation 
through the content you share and the 
conversations you participate in.

(Arthus & Seaman, 2025; LinkedIn News, n.d.)
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LINKEDIN PROFILE ESSENTIALS

Your LinkedIn Brand Audit: 4 Essentials
Ask yourself: What would someone think of me if they knew nothing else? Start here.

1

Headshot
First impressions form in 40 milliseconds. Update with any major 
appearance or role change.
Members with a profile photo receive up to three times more 
connection requests. 

2

Headline
Don't default to your job title — use all 220 characters 

Briefly explain what you do, what skills you offer, or the kind of role 
you want.

Differentiate yourself, include a passion, awards, performance 
metrics, specializations.

3

Keywords
Ensure  keywords are peppered  throughout your About section and 
experience to become discoverable to recruiters and clients.

4

Cover Photo
Tell your brand story visually — speaking at events, contact details, or 
areas of focus.

(Arthus & Seaman, 2025; Zahrai, 2022)
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Turn your Profile into a Landing Page

(Donnelly, 2026)
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REFINING YO UR LINKEDIN PROFILE

Using AI to Refine your LinkedIn Profile
AI can help you build a strong first draft of a LinkedIn profile, especially for sections like:

Pictures & 
Headline

Most valuable & visible 
space on a LinkedIn 

profile;  Use AI to refine 
images and generate 

headline with keywords

About
Concise description of 

your experience, 
interests, what drives 

you, UVP, list of key skil ls 
and keywords for 

recruiters; write in 1st 
person 

Experience
Address not only what 
you accomplished but 

what you learned; include 
percentages and 

numbers that quantify 
your experience

Education
The section does more 

than show credentials; it 
can help support 

networking thru alumni 
connections and lead in 

to a strong Skills section.

Skills
Including at least one 

skil l, receive up to twice 
as many profile views and 
connection requests, and 

four times messages.

Structure prompts
• Tell AI to act like an experienced HR expert in your industry
• Ask one question at a time. 
• Begin with your goals for LinkedIn, such as the kind of role you 

want or the type of employers you hope to attract.

Add differentiators
• Your own personality, style, and differentiators are what make 

you valuable and help you stand out.
• Authenticity is critical. What are those unique characteristics or 

set of experiences that help you stand out in a way you audience 
will value.

• Keywords: know your audience, research job descriptions then 
leverage AI to generate 

Prompt quality
• Better input leads to better output. 
• If you give the AI accurate, detailed information about your 

experience, skills, and achievements, you are much more likely to 
get a useful profile draft. 

• If your input is vague or weak, the output will be too.

AI output should not be copied directly into LinkedIn

• It should be treated as a starting point 
• Revise, personalize, and shape into something that genuinely 

sounds like you.

(Arthus & Seaman, 2025; Birss, 2023; O'Donnell, 2023; Schinkten, 2025)
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AUTHENTICITY

Humanize your Profile

"In marketing, the philosophy of the human brand is the idea that brands today attempt to be more human so they 

can resonate with their audience on a human level."                                                                          Shadé Zahrai, 2022

Ground your LinkedIn Profile in the human behind the brand

• What makes your brand meaningful is that it reflects your distinct mix of strengths, skills, and qualities.

• Clearly communicate what makes you authentically you in your own tone of voice

Visibility and credibility

• LinkedIn profiles are most effective when they are built with both visibility and credibility in mind.

• A strong LinkedIn profile should be intentional, keyword-aware, results-focused, and personal
• Use AI as a support tool rather than as a substitute for authentic self-presentation

(Arthus & Seaman, 2025; Zahrai, 2022)
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SCALING ONLINE

6 Ways to Scale Your Brand on LinkedIn
Share Content

Share articles, podcasts, or videos with short 
commentary and a call to action. Add your 
perspective to existing content — make it 

relevant to your expertise. 
1

Comment on Others' Posts 

Members who comment once per week on 
average see up to 3x more profile views.2

Create Original Content

Images, text posts, articles, or video — 
schedule weekly. Those who post once per 
week on average see up to 4x more profile 
views.

Consistency pays.

3

Share Awards With Value

Don't just announce — add lessons learned 
and invite engagement.

4
Write Recommendations 

Helps to strengthen connections and 
relationships; others often return the favor

5

Foster Meaningful Connections

Always include a personal note when 
connecting; follow up with an audio thank-

you.

6

(LinkedIn, n.d.; Mann, 2022; Zahrai, 2022)
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SCALING ONLINE

Create your own Content Planner

Content is the currency of online brand building. Schedule time each week in your calendar to post something.

https://gamma.app/?utm_source=made-with-gamma
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KEY TAKEAWAYS

Optimizing your LinkedIn Profile Begins with a Strong Personal Brand

"If you don't tell your story, someone else will."

• Authentic personal brands align three things — your strengths, skills and competencies, and what uniquely 

differentiates you and adds value to others
• Storytelling is the foundation — using the "Three Ps" framework and a clear 10-second brand statement 
• Your LinkedIn profile is your digital front door — Leverage AI tools to build a strong first draft; optimize your headline, 

photo, summary, and experience section, including keywords; keep it human and authentic
• Consistency drives visibility — posting, commenting, and fostering meaningful connections can multiply your profile 

views and scale your brand over time
• Iterate — repeat your personal brand audit annually and refresh your LinkedIn profile

(Zahrai, 2022)
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