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WELCOME !



DEFINING “DIGITAL PRESENCE”
• Your digital presence is 

primarily the public persona on 
social media that you manage, 
and the other activities that you 
engage in online (most of these 
are unknown to others).

Examples



WHY IS SOCIAL MEDIA 
IMPORTANT?
• 10 million social mentions of the 

Fortune 100 companies each 
month 

• 87% of the Fortune 100 
companies use social media

• significant volume of meaningful 
and influential conversations 

• brands and experiences
• tell our story
• shape the way people think

Opportunities to:
• Connect and network

• Collaborate

• Champion and support

• Lead

• Share knowledge and 
learn from others



WHY IT MATTERS: DIGITAL 
FLUENCY & OPPORTUNITY

Digital Fluency Ignites
[The extent to which individuals 

embrace and use digital]

Tech Immersion 
Accelerates

[More digital, tech /STEM 
expertise]

Career Strategy 
Transforms

[Having a proactive approach, 
ambition, informed choices]

The combined impact of these three powerful equalizers is extraordinary: 
• Close the pay gap by 35% worldwide & add $3.9 trillion to women’s income by 2030
• Graduating class of 2020 (developed nations) could see pay parity within their professional 

lifetimes (2044)
• In developing markets, the changes could cut more than 100 years off the time to reach pay 

parity, achieving it by 2066 instead of 2168. 

Conclusion: Digital is creating an environment that is encouraging women leaders. It provides 
women with an opportunity to lead in their own way, feel more connected and amplify their 
voice.

Our research* revealed 3 equalizers to accelerate pay equality:
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(*Accenture research 2017)



WE ARE STRONGER WHEN WE 
ARE DIGITALLY CONNECTED
• THERE ARE MILLIONS OF CONVERSATIONS 

HAPPENING SOCIALLY, ABOUT THINGS THAT 
YOU CARE ABOUT, TOPICS YOU ARE 
PASSIONATE ABOUT, SUBJECTS YOU ARE 
KNOWLEDGEABLE ON OR WANT TO LEARN 
MORE ABOUT…

• USE YOUR VOICE TO SHAPE AND DEFINE THE 
CONVERSATIONS TAKING PLACE

• LEAD A CONVERSATION OR CONTRIBUTE TO 
TOPICS YOU ARE PASSIONATE ABOUT

• ADD YOUR UNIQUE PERSPECTIVE TO ONLINE 
EXCHANGES

• DEMONSTRATE YOUR EXPERTISE AND SHARE IT 
WITH OTHERS

• YOUR VOICE IS POWERFUL; HOW DO YOU 
WANT TO USE IT?

We are stronger both, professionally and personally, when we are digitally 
connected than when we are disconnected



FOUR PHASES TO YOUR 
SOCIAL MEDIA EXCELLENCE

Be Seen:
Ensure your social media presence 
is set up and discoverable

Be Heard:
Publish consistently
and with authority

Be Engaged:
Become a social media
influencer and trend maker

Influence

Time

Look Around:
Explore social media without being 
visible



WHAT DO YOU SHARE ON 
SOCIAL MEDIA?
• STICK WITH TOPICS THAT ARE IMPORTANT TO YOU 
• PICK A TOPIC RELATIVE TO YOUR JOB (IT WILL HELP YOU READ 

MATERIALS THAT BUILD UP YOUR PROFESSIONAL EXPERTISE); 
• PICK A TOPIC RELEVANT TO THE SECTOR THAT YOU’RE IN; AND 
• PICK A TOPIC THAT’S PERSONALLY IMPORTANT TO YOU (I.E., 

PROFESSIONALLY OR PERSONALLY)
• ADDING A PERSONAL INTEREST HELPS YOU STAND APART IN THE 

CROWD – DON’T BE AFRAID TO TALK ABOUT YOUR PERSONAL 
INTERESTS

• DON’T SAY ANYTHING ON SOCIAL MEDIA THAT YOU WOULDN’T 
SAY TO A CROWD OF COLLEAGUES

Map your 
presence

Pick a few 
themes to 
focus on

Bring your 
whole person 

to social 
media



YOUR SOCIAL CONTENT MIX
Accenture recommends the 80 /20 rule

• AT LEAST 80 PERCENT OF CONTENT SHOULD FEEL ORGANIC 
AND NOT DIRECTLY RELATED TO YOUR EMPLOYER. FOR 
EXAMPLE:

• SHARING INTERESTING INDUSTRY NEWS
• CONGRATULATING A COLLEAGUE OR CLIENT ON RECENT 

GOOD NEWS
• PERSONAL THOUGHTS ABOUT A SPEAKER/CONFERENCE
• RETWEET OR COMMENT ON AN ANALYST’S LATEST RESEARCH 

FINDINGS
• POSTING A PICTURE FROM BEHIND THE SCENES AT AN EVENT
• PERSONAL ANECDOTES – NON-BUSINESS RELATED (IN 

MODERATION)

One in five posts 
can be:

• Sharing a news 
release or POV

• Promoting a 
new industry 
white paper

• Soliciting an 
open position

Professional
v. Personal

Content

Part of your role is to be personable in ways corporate handles cannot. 
Bring your personality and personal stories to social media to help 
connect with your audience.



ACCENTURE USES THE 
FOLLOWING GOLDEN RULE

WOULD THIS {BIO, PICTURE, VIDEO, BLOG POST, 
COMMENT, PRODUCT/SERVICE REVIEW} PUT ME IN 
AN AWKWARD POSITION IF MY {BOSS, CLIENT, 
JOURNALIST, RECRUIT, PARENTS, CHILDREN} CAME 
ACROSS IT?

ASK YOURSELF THIS QUESTION:



ACTIVITY
GROUP EXERCISE

TIMING: 5 – 7 MINUTES

INSTRUCTIONS:
*YOU WILL NEED A PHONE OR DEVICE CONNECTED
TO THE INTERNET FOR THIS ACTIVITY

PAIR OFF WITH ANOTHER PERSON OR FORM 
SMALL GROUPS OF 3 – 4

• GOOGLE YOUR NAME ALONG WITH THE 
COMPANY YOU WORK FOR, E.G., “SHELLY JONES 
AT ACCENTURE”

• IN YOUR SMALL GROUP OR WITH YOUR PARTNER, 
SHARE:
– WHAT DID YOU FIND WHEN YOU GOOGLED 

YOURSELF?
– IF YOU SEARCHED YOUR NAME AND COMPANY 

ACROSS GOOGLE, LINKEDIN AND YOUTUBE, 
HOW WOULD THOSE RESULTS ALIGN?

– WHAT WOULD YOU LIKE TO SEE (AND OTHERS 
TO SEE) WHEN THEY SEARCH YOUR PROFILES 
ONLINE?

WHAT’S 
YOUR 
STORY?
Did you know…
53% of millennials would 
rather lose their sense of 
smell than lose their 
technology



CONTROL 
YOUR 
NARRATIVE 
AND TELL 
YOUR STORY



WHO ARE YOU? WHAT’S YOUR 
PURPOSE?  

• SOMEONE WHO 
DEMONSTRATES PROFICIENCY 
IN A SUBJECT MATTER OR ON 
MULTIPLE TOPICS. PERSON WILL 
OFTEN SHARE THEIR EXPERTISE 
OR EXPERT KNOWLEDGE OF 
OTHERS. 

• SOMEONE WHO PERSUADES 
OTHERS BY CONTRIBUTING 
CONVINCING VIEWS AND INFO 
ON SPECIFIC TOPICS. PERSON 
WILL OFTEN SEEK TO UNITE 
PEOPLE IN SUPPORT OF AN 
IDEA OR POSITION.

• SOMEONE WHO ACTS AS A 
CHAMPION FOR IDEAS OR 
INITIATIVES. PERSON WILL 
OFTEN USE THEIR VOICE TO 
ENGAGE OTHERS TO 
SUPPORT OR DRIVE 
CHANGE. 

• SOMEONE WHO CONNECTS 
PEOPLE TO RESOURCES OR 
OTHER PEOPLE. PERSON IS 
OFTEN WELL CONNECTED 
AND INFORMED ABOUT 
AVAILABLE RESOURCES. 

It’s up to you to define your social persona. What position do you want to take? 

Connector Expert

InfluencerChange
Agent

Sources: 1) https://www.linkedin.com/pulse/what-do-you-want-famous-rahul-varma?trk=prof-post; 
2) http://www.forbes.com/sites/shamahyder/2014/08/18/7-things-you-can-do-to-build-an-awesome-personal-brand/2/#6fcfee0c61cc



CONNECTOR
Someone who connects people to resources or other people. Person is often well 
connected and informed about available resources.



EXPERT
Someone who demonstrates proficiency in a subject matter or on multiple topics. Person 
will often share their expertise or others expert knowledge. 



INFLUENCER
Someone who persuades others by contributing convincing views and info on specific 
topics. Person will often seek to unite people in support of an idea or position.



CHANGE AGENT
Someone who acts as a champion for ideas or initiatives. Person will often use their voice 
to engage others to support or drive change. 



TIMING: 30 MINUTES
INSTRUCTIONS:
• CHOOSE YOUR STRONGEST SOCIAL 

POSITION AND GROUP WITH THE SAME
• DISCUSS 10 MIN. WHAT ARE CONCRETE 

ACTIONS ONE CAN TAKE TO REINFORCE 
THIS POSITION

• ALL GROUPS DEBRIEF WITH AUDIENCE (5 
MIN. PER GROUP)

DEFINE YOUR 
ROLE ON 
SOCIAL MEDIA
DID YOU KNOW
OUT OF 7.2 BILLION PEOPLE IN 
THE WORLD, ALMOST 2.1 
BILLION HAVE SOCIAL MEDIA 
ACCOUNTS

ACTIVITY
DISCUSSION



EXPLORING 
EXTERNAL
SOCIAL 
MEDIA
PLATFORMS



• 98 OF INTERBRAND 100 BRANDS ARE ACTIVE ON TWITTER
• 34% OF MARKETERS SAY THAT THEY HAVE GENERATED LEADS FROM TWITTER
• 50% OF TECHNOLOGY COMPANIES HAVE ACQUIRED A CUSTOMER THROUGH 

TWITTER.
• TWITTER HAS OVER 500 MILLION TOTAL USERS AND 255 MILLION ACTIVE USERS
• LINKEDIN IS THE MOST USED SOCIAL PLATFORM BY OUR KEY 

CLIENT EXECUTIVES
• 9 OUT OF 10 EXECUTIVES (88%) USE SOCIAL MEDIA AND 58% 

ARE ON LINKEDIN
• 6 OUT OF EVERY 10 LINKEDIN USERS ARE INTERESTED IN 

INDUSTRY INSIGHTS
• 40% OF USERS CHECK LINKEDIN DAILY
• A STRONG PROFESSIONAL BRAND CAN HELP YOU STAND OUT 

AND OUR CLIENTS ARE LOOKING FOR YOU THERE!

WHY GET ACTIVE ON SOCIAL 
MEDIA?

(2016 data)



WHICH SOCIAL MEDIA 
PLATFORMS WILL YOU USE?
THERE ARE MANY DIFFERENT SOCIAL MEDIA PLATFORMS YOU CAN JOIN TO ESTABLISH 
YOUR ONLINE PRESENCE AND CREATE YOUR NARRATIVE

Take the first step by adopting 1 or more of these platforms



LET'S NOW TAKE A
DEEPER LOOK AT 
ONE OF THE 
MORE POPULAR 
PLATFORMS
LINKEDIN



GOING 
SOCIAL: 
LINKEDIN



LINKEDIN: DID YOU KNOW? 
• LINKEDIN IS THE THIRD MOST POPULAR SOCIAL 

MEDIA PLATFORM, BEHIND FACEBOOK AND 
TWITTER

• THERE ARE MORE THAN 380 MILLION USERS ON 
LINKEDIN

• 87% OF EXECUTIVES SAY THEY TRUST LINKEDIN 
AS A SOURCE FOR DECISION MAKING

• SAY GOODBYE TO 6 DEGREES OF SEPARATION –
WE’RE NOW AT 4.74

• AS EXAMPLE, ACCENTURE HAS ALMOST 250,000 
EMPLOYEES ON LINKEDIN. GLOBALLY, 873,000 
PEOPLE ARE VISITING ACCENTURE EMPLOYEE 
PROFILES EVERY MONTH…WHAT DO THEY SEE?

CLIENTS AND PROSPECTS CHECK US OUT BEFORE 
INTRODUCTORY MEETINGS AND DURING 
RFP/BEFORE ORALS



EXAMPLE OF A BEST 
PRACTICE PROFILE
Katrina Klier

• FOR A DEEPER EXPLORATION OF THIS TOPIC, 
VIEW A REPLAY OF THE DEFINING SUCCESS 
FORUM ON 

• “HOW TO NETWORK THROUGH SOCIAL 
MEDIA,” FEATURING  KRISTA CANFIELD FROM 
LINKEDIN, AND KATRINA KLIER, MANAGING 
DIRECTOR OF GLOBAL DIGITAL MARKETING & 
COMMUNICATIONS AT ACCENTURE



• QUALITY IS MORE IMPORTANT THAN QUANTITY.
• KEEP YOUR PROFILE AND CONNECTIONS FRESH. IF YOU 

HAVE AN EXTERNAL PRESENCE AT CONFERENCES, HAVE 
AUTHORED THOUGHT LEADERSHIP, ARE ON POINT FOR 
KEY INDUSTRY TOPICS, ETC. …. 

• BALANCE THE PERSONAL VS. YOUR EMPLOYER. IF YOU 
POST ONLY COMPANY CONTENT YOU WILL LOSE YOUR 
OVERALL AUTHENTICITY AND READERSHIP

• YOUR ROLE ALSO DEFINES HOW MUCH FOCUS YOU 
SHOULD BE PLACING ON CONVERTING THE DIGITAL 
CONNECTIONS INTO FACE-TO-FACE DISCUSSIONS (E.G., 
LOCAL SALES ROLE VS. INDUSTRY THOUGHT 
LEADERSHIP).

YOUR LINKEDIN STRATEGY



Photo
= 7 x 
more 
views

Headline 
=

Visit card

PROFILE HEADER IS KEY



Tip:
Add multi-
media like 
photos & 

videos

SUMMARY IS “THE ELEVATOR PITCH”

IT SUMMARIZES:
• WHO YOU ARE AND WHAT YOU ACHIEVED  (KEY 

STRENGTHS)
• THE VALUE PROPOSITION OF YOUR BUSINESS 

UNIT

SUMMARY IS WHAT MOST 
PEOPLE READ!



EXPERIENCE REFLECTS YOUR CV
• YOUR RESPONSIBILITIES
• DON’T MENTION CLIENTS NAMES

EXPERIENCE Tip:
Use 

relevant 
keywords 



Min. 5 
skills

Your connections 
will be asked to 
Endorse you for 
your skills – this 
adds weight to 
your profile in 
search results

UPDATE SKILLS AND ENDORSE 
YOUR CONTACTS



JOIN GROUPS, FOLLOW 
INFLUENCERS AND COMPANIES



LISTENING AND 
ENGAGING WITH:
• COMPANY 

PROFILES
• COLLEAGUES
• CLIENTS & 

PROSPECTS
• COMPETITORS
• INFLUENCERS
• PROFESSIONAL 

ORGANIZATIONS
• ON-POINT 

HASHTAGS

ON-GOING ENGAGEMENT

OPPORTUNITIES TO ENGAGE

BUILD ENGAGEMENT 
BY:
 FOLLOWING UP ON 

MEETINGS WITH 
SOCIAL 
CONNECTIONS

 SUGGESTING 
MEETINGS WITH 
ONLINE 
INFLUENCERS AT 
EVENTS

 POSTING THANK 
YOU NOTES ON 
SOCIAL MEDIA

CONNECTING OFF AND 
ONLINE

In addition to on-going opportunities to engage – where our listening helps to find 
regular opportunities – there are ad hoc opportunities that can be either dictated by the 
news of the day, offline events, or opportunities for more significant social media 
activities

RESPONDING 
THROUGH:
 EVENT 

INTEGRATION (E.G., 
CONFERENCE 
HASHTAGS, LIVE 
BLOGGING)

 TWEETCHATS
 WEBINARS

AD HOC ENGAGEMENT 
OPS



ENGAGE IN SOCIAL IN 15 
MINUTES OR LESS
CHALLENGE YOURSELF TO FIND 15 MINUTES A WEEK TO DEVOTE TO 
GETTING MORE SOCIAL, WHICH CAN BE YOUR TIME FOR:

Network nurturing

Learning

Research

News

Client engagement Between 
Meetings

Commuting

Coffee Break Mental Break

Lunch Break



TIMING: 5 – 7 MINUTES

INSTRUCTIONS:

GATHER IN SMALL GROUPS OF 3-4, 
OR IN PAIRS

EACH PERSON SHOULD TAKE A 
MOMENT TO PRESENT HER / HIS 
LINKEDIN PROFILE TO THE GROUP 
AND GET FEEDBACK

SHARE WITH THE FULL GROUP WHAT 
YOU DISCOVERED ABOUT EACH 
OTHERS

ACTIVITY

DISCUSSING 
EACH 
OTHERS 
PROFILES
Did you know…
Every second, 2 new 
members join LinkedIn

Get to know your 
colleagues



GOING 
SOCIAL: 
FACEBOOK



FACEBOOK: DID YOU KNOW? 
• FACEBOOK IS THE MOST POPULAR SOCIAL MEDIA 

PLATFORM, WITH 1.65 BILLION OF MONTHLY USERS 
(WITH AN INCREASE OF 15% PER YEAR)

• ON FACEBOOK, YOU CAN BECOME “FRIEND” (THAT’S 
HOW IT’S CALLED) WITH YOUR COLLEAGUES, 
RELATIVES FLOATING AROUND, ACTUAL FRIENDS ETC. 
MAINLY USED TO SHARE PICTURES, LINKS, QUICK 
THOUGHTS ETC., YOU CAN ALSO SHOW YOUR 
SUPPORT TO BRANDS OR ORGANIZATIONS BY “LIKING” 
THEIR PAGE.

• MORE THAN 1 BILLION USERS LOG ONTO FACEBOOK 
DAILY, WITH 4.5 BILLION LIKES GENERATED DAILY.

• 5 NEW FACEBOOK PROFILES ARE CREATED EVERY 
SECOND

• ACCENTURE INTENSIVELY USES FACEBOOK FOR 
RECRUITING

(2016 data)



• FACEBOOK CAN BE AN AMAZING SOCIAL TOOL. 
HOWEVER, YOU HAVE TO BE CAREFUL WITH THE 
INFORMATION YOU SHARE, AS ACCORDING TO 
YOUR PREFERENCES, PEOPLE WILL HAVE ACCESS 
TO THAT INFORMATION.

• BE SURE TO EDIT YOUR PREFERENCES TO KNOW 
WHO CAN ACCESS WHICH OF YOUR 
INFORMATION. YOUR CAN, FOR INSTANCE, 
RESTRICT YOUR PROFILE FOR COLLEAGUES IF 
YOU DON’T WANT THEM TO SEE THE PICTURES OF 
YOUR LAST PARTY.

• ONLY ADD AND ACCEPT PEOPLE YOU KNOW. 
YOUR PROFILE IS ABOUT PERSONAL 
INFORMATION. PEOPLE YOU DON’T KNOW DO NOT 
NEED YOUR PERSONAL INFORMATION.

• LIKE COMPANY PAGES AND ACT AS A PROMOTER 
IF YOU FEEL COMFORTABLE…

YOUR FACEBOOK STRATEGY



GOING 
SOCIAL: 
TWITTER



WE CAN USE TWITTER TO QUICKLY SHARE INFORMATION, GATHER MARKET INTELLIGENCE 
AND INSIGHTS, AND BUILD RELATIONSHIPS WITH PEOPLE WE WANT TO HEAR FROM AND 
PEOPLE WHO WANT TO HEAR FROM US. 
COMMON TWITTER USES:
• SHARE CONTENT, THOUGHTS AND IDEAS
• DRIVE TRAFFIC TO YOUR WEBSITE OR TO A SPECIFIC 

DESTINATION 
• PROMOTE YOUR GLOBAL BRAND LOCALLY BY SHARING 

CONTENT 
• BUILD YOUR PROFESSIONAL BRAND 
• CONDUCT POLLS FOR MARKET RESEARCH OR TO ASK QUESTIONS
• SHOWCASE EVENTS – BOTH DURING (LIVE COVERAGE) AND POST 
• NETWORK WITH FOLLOWERS AND INDUSTRY PROFESSIONALS
• LEAD GENERATION 
• RECRUITING
• MONITOR THE COMPETITION 

WHY TWITTER?



KEY TWITTER FACTS
• MORE THAN 400 MILLION TWEETS SENT EVERY DAY
• USERS LEVERAGE THE PLATFORM IN MANY WAYS TO STAGE 

PROTESTS, COORDINATE DISASTER RELIEF EFFORTS, BREAK NEWS, 
AIR GRIEVANCES AGAINST BRANDS AND STAY IN TOUCH WITH EACH 
OTHER

• TWITTER PROVIDES AN ALWAYS-ON PLATFORM FOR BRANDING AND 
CLIENT ENGAGEMENT

• TWITTER GIVES US A POWERFUL PLATFORM TO ENGAGE OUR KEY 
AUDIENCE, AND TO LISTEN TO PUBLIC CONVERSATIONS TAKING 
PLACE AROUND OUR CLIENTS, COMPETITORS AND TOPICS OF 
INTEREST



TIMING: 5 – 7 MINUTES
INSTRUCTIONS:
• GATHER IN SMALL GROUPS OF 3-4, OR 

IN PAIRS 
• EACH PERSON SHOULD TAKE A 

MOMENT TO WRITE DOWN THE 2-3 
THINGS S/HE CAN DO TO DEFINE OR 
EXPAND THEIR SOCIAL PRESENCE

• SHARE WHAT YOU WROTE WITH THE 
GROUP/YOUR PARTNER

ACTIVITY

MAPPING THE 
STEPS TO 
BUILD OR 
EXPAND 
YOUR SOCIAL 
PRESENCE
DID YOU KNOW…
EVERY SECOND, 2 NEW MEMBERS 
JOIN LINKEDIN

CREATING A PLAN



READY TO GO VIRAL?



CHALLENGE

45 LIKES 
3000 VIEWS
CAN WE 
CONNECT 
AND DO 
BETTER? 



APPENDIX



LINKEDIN: 
SETTING UP & 
MAINTAINING 
AN ACCOUNT



GETTING STARTED: LINKEDIN
Be seen: Create a compelling profile headline that grabs readers’ attention and 
prompts them to read more.

No Yes

Tip: Avoid using a 
generic title

The headline appears in Google 
search as a meta description, so 
make it count!



UPDATE YOUR BACKGROUND
THIS IS WHERE YOU PAINT A PICTURE OF WHO YOU 
ARE AND WHAT YOU WANT PEOPLE TO NOTICE. KEY 
SECTIONS INCLUDE:
• SUMMARY
• EXPERIENCE
• SKILLS & EXPERTISE
• EDUCATION
• PROJECTS
• PUBLICATIONS
• CERTIFICATIONS
• LANGUAGES
• COURSES
• VOLUNTEER EXPERIENCES AND CAUSES
• ORGANIZATIONS
• HONORS & AWARDS



CREATE A COMPELLING 
SUMMARY
THE SUMMARY IS A QUICK SNAPSHOT OF YOUR 
PROFILE. IT SHOULD BE CONCISE AND HIGHLIGHT 
PROFESSIONAL ACCOMPLISHMENTS, EXPERTISE 
AND SKILLS.

• WRITE IN FIRST-PERSON, GET TO THE POINT, 
CREATE A REASON TO READ MORE

• ADD 2 – 5 WORK SAMPLES; CAN INCLUDE NON-
CONFIDENTIAL, PUBLIC PRESENTATIONS AND 
VIDEO INTERVIEWS FROM YOUR COMPANY

• USE INDUSTRY SPECIFIC 
KEYWORDS

• ROTATE OR UPDATE 
PERIODICALLY

.

Tip:  The summary should 
also show your personality. 
Your profile should have its 
own identity and it give 
people information that 
your CV cannot.



HIGHLIGHT YOUR 
EXPERIENCE 
THIS DESCRIPTION SHOULD BE RICH IN KEYWORDS SO THAT IT GETS 
OPTIMIZED FOR SEARCH WITHIN LINKEDIN AND IN THE EXTERNAL BROWSER
SEARCH.

Tip:  Use elements from 
your  professional 
resume – but avoid 
simply copy and 
pasting. Don’t overdo it 
with too much detail (i.e. 
mentions of clients).  
Keep it clear and clean!



ADD YOUR PROFESSIONAL 
EXPERIENCES

ADD IN YOUR PAST ROLES

DESCRIPTIONS SHOULD INCLUDE THE 
VALUE YOU DELIVERED IN YOUR PAST 
ROLES. ONE TO TWO SENTENCES IS 
MORE THAN ENOUGH.
SHORT AND SWEET.



DON’T FORGET TO INCLUDE YOUR 
CERTIFICATIONS AND AWARDS 
MENTION OF CERTIFICATES AND AWARDS ADDS TO THE CREDIBILITY OF THE 
PORTFOLIO. 
IT ALSO ADDS TO YOUR PROFESSIONAL ACCOMPLISHMENTS. 

Tip:  Share details on 
your certifications 
and awards and 
honors received with 
direct links (if 
possible).



FACEBOOK: 
SETTING UP & 
MAINTAINING 
AN ACCOUNT



GETTING STARTED: 
FACEBOOK

• BE SURE TO USE A SECURE PASSWORD

• MUST CONTAIN UPPERCASE, LOWERCASE, 
NUMBERS AND/OR SYMBOLS

• GO TO WWW.FACEBOOK.COM AND FILL 
IN THE SIGN UP SECTION OF THE PAGE 
(FIRST NAME, LAST NAME, MOBILE 
NUMBER OR EMAIL, RE-ENTER MOBILE 
NUMBER OR EMAIL, NEW PASSWORD, 
BIRTHDAY AND MALE/FEMALE)



GETTING STARTED: 
FACEBOOK
• GO TO WWW.FACEBOOK.COM AND FILL 

IN THE “SIGN UP” SECTION OF THE 
PAGE:
– FIRST NAME

– LAST NAME

– MOBILE NUMBER OR EMAIL

– RE-ENTER MOBILE NUMBER OR EMAIL

– NEW PASSWORD

– BIRTHDAY

– MALE/FEMALE

• CLICK ON “CREATE ACCOUNT”



CONFIRM YOUR NUMBER
• FOR NOW, YOU WILL HAVE TO VERIFY 

YOUR MOBILE PHONE NUMBER.

• CLICK ON “ENTER A MOBILE NUMBER”, FILL 
IT IN AND CLICK ON “CONTINUE”. 

• ON YOUR PHONE, YOU WILL RECEIVE A 
TEXT CONTAINING A NUMBER. YOU WILL 
HAVE TO FILL IN THAT NUMBER, AND CLICK 
ON “CONFIRM”.

• ONCE CONFIRMED, CLICK ON “CONTINUE”

• THEN, YOU CAN CHOOSE TO RECEIVE 
TEXTS WHEN THERE IS ACTIVITY ON YOUR 
PROFILE. WE ADVICE NOT TO DO SO, AS 
THERE CAN BE LOTS OF TEXTS.



EDIT YOUR PROFILE AND FIND 
RELATIVES

• CONGRATULATIONS, YOU NOW HAVE A 
PROFILE!

You can edit your 
profile, by adding a 
profile picture, adding 
personal information 
etc.

You can find “friends” and add them. 
They will be able to follow your 
activity (posts photo’s etc.) on 
Facebook, and you will be able to 
follow theirs.



GET TO YOUR PREFERENCES

By clicking on the arrow, you can 
update your preferences. Click on 
settings to choose your privacy 
settings.



EDIT YOUR PRIVACY 
PREFERENCES

You can see and update your 
privacy preferences in these 
columns



EDIT YOUR TIMELINE AND 
TAGGING PREFERENCES

You can see and update your 
timeline and tagging preferences in 
these columns



TWITTER: 
SETTING UP 
AN ACCOUNT 
& 
INTERACTING



GETTING STARTED: TWITTER
• BE SURE TO USE A SECURE PASSWORD

• MUST CONTAIN UPPERCASE, LOWERCASE, 
NUMBERS AND/OR SYMBOLS

• AS AN ADDED SECURITY MEASURE, IT’S 
RECOMMENDED 
YOU USE LOGIN VERIFICATION. 

• GO TO WWW.TWITTER.COM AND CLICK 
“SIGN UP FOR TWITTER”

• INPUT YOUR FULL NAME, EMAIL AND 
YOUR CHOSEN PASSWORD.

• UPON CLICKING, THE PAGE WILL 
DIRECT YOU TO ANOTHER FORM.



CHOOSE A TWITTER 
USERNAME (HANDLE)

YOUR USERNAME (ALSO REFERRED TO AS YOUR TWITTER HANDLE) IS HOW YOU'RE 
IDENTIFIED ON TWITTER

• USERNAME IS ALWAYS PRECEDED 
IMMEDIATELY BY THE @ SYMBOL

- E.G. SHERYL SANDBERG IS 
@SHERYLSANDBERG

• CHOOSE A USERNAME AS CLOSE TO YOUR 
REAL NAME AS POSSIBLE

• KEEP IT SHORT AND EASY TO REMEMBER

• CAPITALIZE EACH WORD (IF IT’S NOT YOUR 
NAME)

Source: http://socialmarketingwriting.com/6-tips-to-choosing-the-
perfect-twitter-name/



CUSTOMIZE YOUR PROFILE
YOUR PERSONALIZED PROFILE IS WHAT OTHER USERS WILL SEE WHEN THEY VISIT YOUR 
PROFILE PAGE



CUSTOMIZE YOUR PROFILE

Upload a header photo
• JPG, GIF or PNG
• 1500x1500 pixels
• Max size 10MB

Upload a professional profile 
photo
• JPG, GIF or PNG
• 400x400 pixels
• Max size 100KB

Mention your website

Choose your theme color

After customizing your 
profile, click “Save 

changes”. You can go 
back and edit your 
profile at any time.

Add your bio, location, 
and Website, if applicable. 

Check your company 
Social Media Policy . 
Recommended: Bio 

should include “Views
are my own”.



Trends

EXPLORING TWITTER
Discover Search

Follow



HOW TO ‘TWEET’
FROM YOUR TWITTER PROFILE PAGE YOU CAN ACCESS THE TWEET PLATFORM FROM 
ONE OF TWO PLACES



HOW TO ‘TWEET’
YOU’RE NOW READY TO WRITE YOUR TWEET.



1. THE 4 BUILDING BLOCKS OF A STRONG DIGITAL PRESENCE
2. RAHUL VARMA’S BLOG, “WHAT DO YOU WANT TO BE 

FAMOUS FOR?”
3. 7 THINGS YOU CAN DO TO BUILD AN AWESOME 

PERSONAL BRAND

YOU CAN CONNECT WITH VEERLE DERO VIA LINKEDIN HERE AND MARTA 
POGORZELSKA HERE

RESOURCES


