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▪ Post Type: The Formula. 

 
▪ Post Goal: Turn complex advice into a simple formula. 

 

 
 

▪ Why The Hook Worked: Easily digestible, communicates a naked 
benefit, contains the power words "valuable" & "formula". 
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▪ Post Type: Bad vs. Good. 
 

▪ Post Goal: Show the benefits of LinkedIn profile optimization & 
building a Personal Brand. 

 

 
 

▪ Why The Hook Worked: Most people apply for jobs in a "standard, 
bad" way. They will be curious about a better way of doing it. 
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▪ Post Type: Personal With a Customer-Centric Twist. 
 

▪ Post Goal: Motivate the audience, while revealing something 
personal to form a connection. 

 

 
 

▪ Why The Hook Worked: Highly relatable - many people can relate to 
a bad dating life & lowering their standards. 
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▪ Post Type: The ONE Thing Post. 
 

▪ Post Goal: Encourage people to start writing. 
 

 
 

▪ Why The Hook Worked: You want to know what "the best" do. 
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▪ Post Type: Myth vs. Fact. 
 

▪ Post Goal: Break the common beliefs. 
 

 
 

▪ Why The Hook Worked: You want to know how "they" (a common 
enemy) are fooling you. 
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▪ Post Type: Bad vs. Good + Visual. 
 

▪ Post Goal: Show the benefits of building a Personal Brand. 
 

 
 

▪ Why The Hook Worked: "Brand Authority" is a strong term, and 
communicates something desirable. 
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▪ Post Type: Proof Of Skill. 
 

▪ Post Goal: Show our copywriting skill. 
 

 
 

▪ Why The Hook Worked: Your company is most likely one of the 
"many" that are doing it wrong. You naturally want to become one of 
the "few" that are doing it right. 
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▪ Post Type: Don't Do → Do Instead. 
 

▪ Post Goal: Break the common belief. 
 

 
 

▪ Why The Hook Worked: The common belief is that "going viral" is one 
of the best LinkedIn tactics. We tell you the opposite. 
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▪ Post Type: Counterintuitive. 
 

▪ Post Goal: Make people think. 
 

 
 

▪ Why The Hook Worked: Mentioning big results is one of the best 
ways to form a hook. 
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▪ Post Type: Short Tip + Example. 
 

▪ Post Goal: Educate our audience on how to write an effective 
LinkedIn profile. 

 

 
 

▪ Why The Hook Worked: Calling out our Target Audience (freelancers 
& service providers). 
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▪ Post Type: Listicle + Examples. 
 

▪ Post Goal: Educate our audience on creating highly engaging posts. 

 
 
 

▪ Why The Hook Worked: Contains a number & a naked benefit 
(engagement increase). 
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▪ Post Type: Process (Visual). 
 

▪ Post Goal: Show our audience that their struggles are a part of the 
winning process, and thus motivate them to keep going. 

 

 
 

▪ Why The Hook Worked: In this case, the hook is the visual itself. It 
speaks the truth - every content creator goes through this process. 
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▪ Post Type: Motivational (Short Form). 
 

▪ Post Goal: Motivate our audience to start creating content. 

 
 

▪ Why The Hook Worked: Highly relatable & following an appealing 
writing format; most → few → only. 
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▪ Post Type: The Common Mistake. 
 

▪ Post Goal: Encourage our audience to start optimizing their LinkedIn 
profile. 

 

 
 

▪ Why The Hook Worked: You want to know whether you're making 
"the common mistake". 
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▪ Post Type: The Eye-Opener. 
 

▪ Post Goal: Show what happens when you consistently write on 
LinkedIn. 

 

 
 

▪ Why The Hook Worked: Many people will identify with this way of 
thinking described in the first sentence. 
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▪ Post Type: From-To. 
 

▪ Post Goal: Show how to make content creation easy. 
 

 
 

▪ Why The Hook Worked: "From-To" format is easily digestible & eye 
appealing. 
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▪ Post Type: The Framework. 
 

▪ Post Goal: Show our audience how to land clients with powerful post 
frameworks. 

 

 
 

▪ Why The Hook Worked:  Contains desire (landing more clients) + 
ease of use (following the Framework). 
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▪ Post Type: Old Way vs. New Way. 
 

▪ Post Goal: Show people how content creation can massively improve 
their visibility. 

 

 
 

▪ Why The Hook Worked: Most people do marketing the "old way". 
They will be curious about the new, more effective way. 
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▪ Post Type: The Compound Effect. 
 

▪ Post Goal: Show people how small writing steps turn into big results. 
 

 
 

▪ Why The Hook Worked: Highly relatable - many people have no/a 
low marketing budget. 
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▪ Post Type: The Influencer. 
 

▪ Post Goal: Inspire people to build their Personal Brand on LinkedIn. 
 

 
 

▪ Why The Hook Worked: Everybody wants to know what the new 
trends are, and what the big names are into. 


