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Hi, I’m 
Jennifer Nestor. 

–NEW MEDIA MARKETING 
GRADUATE STUDENT
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Personal Goals
• Goal #1- Conduct a brand audit and analyze my 

overall online presence.

• Goal #2- Increase brand visibility and increase 
LinkedIn followers by 10% in 2021.

• Goal #3- Develop a strong bank of various brand-
related content on my social media channels to 
show authority in the marketing and 
communication industry. 
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Building a Personal 
Brand on LinkedIn.

LinkedIn is a great tool to incorporate into a 
communication professional’s toolbox. It can 
help you connect with others in your 
industry, find available jobs, learn new skills, 
connect with recruiters directly, and help 
enhance your online presence. 
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This Photo by Unknown Author is licensed under CC BY-SA

This Photo by Unknown Author is licensed under CC BY-SA-NC

http://radiouniversidad.uca.edu.ni/instagram-agrega-stickers-animados-historias/
https://creativecommons.org/licenses/by-sa/3.0/
http://www.marinamacaluso.it/2014/05/05/facebook-come-fare-per-togliere-post-indesiderati/
https://creativecommons.org/licenses/by-nc-sa/3.0/
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This Photo by Unknown Author is licensed under CC BY

https://www.duongngo.com/2017/08/logo-moi-cua-youtube-2017.html
https://creativecommons.org/licenses/by/3.0/
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Objective Timeline 

Goal #1 - I will analyze my social media channels and 

determine where I could be making improvements. For 

example, am I on the right social media channels for my 

brand’s tone of voice and persona?

June 2021

Goal #2- I  will work to grow my LinkedIn following, 

since my LinkedIn presence is tied directly to my career as 

a Senior Marketing Leader. 

2021-2022

Goal #3- I will begin to develop more video content to 

identify who I am as a professional online, which ties 

directly to my brand voice and personality. I plan to write 

more blogs and develop a healthy mixture of social content 

on LinkedIn, Instagram, and YouTube, so that I have a 

variety of creativity out there and can accurately represent 

who I am, and what my brand stands for. 

2021-2022

Goal 
Attainment 
Objectives
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Content
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Social Media Content 
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This Photo by Unknown Author is licensed under CC BY-NC-ND

This Photo by Unknown Author is licensed under CC BY-SA

This Photo by Unknown Author is licensed under CC BY-SA-NC

This Photo by Unknown Author is licensed under CC BY

https://www.hrbartender.com/2016/technology-and-social-media/linkedin-endorsements-user-profiles/
https://creativecommons.org/licenses/by-nc-nd/3.0/
http://radiouniversidad.uca.edu.ni/instagram-agrega-stickers-animados-historias/
https://creativecommons.org/licenses/by-sa/3.0/
http://www.marinamacaluso.it/2014/05/05/facebook-come-fare-per-togliere-post-indesiderati/
https://creativecommons.org/licenses/by-nc-sa/3.0/
https://www.duongngo.com/2017/08/logo-moi-cua-youtube-2017.html
https://creativecommons.org/licenses/by/3.0/
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• My Instagram bio for my business clearly
States what I do and that I offer 1:1 coaching,
as well as a free digital strategy overhaul training. 

• My IG posts include relevant wedding hashtags and
free tips that can help wedding pros feel more confident
in their online strategy development and other hot topics.

This Photo by Unknown Author is licensed under CC BY-SA

http://radiouniversidad.uca.edu.ni/instagram-agrega-stickers-animados-historias/
https://creativecommons.org/licenses/by-sa/3.0/
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Building a 
Professional 
Brand on
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This Photo by Unknown Author is licensed under CC BY

Free training for Wedding Vendor Creative Co.
found on my website & in my Instagram bio- This is a 
lead gen item to get followers into my sales funnel 
by providing their email. 

The Wedding Vendor Digital Strategy Overhaul
Free training was filmed and uploaded to YouTube for those
Who opt in for the free video training delivered via email.

https://www.duongngo.com/2017/08/logo-moi-cua-youtube-2017.html
https://creativecommons.org/licenses/by/3.0/
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Part III 
Conclusion



Measuring the
Effectiveness of 
my branding 
content 

• In creating a strong personal and 
professional brand that aligns with 
my goals from the first 
presentation, I found that my 
brand presence is easy to 
understand with the content I’ve 
selected in addressing my branding 
goals. It also aligns with my 
authentic self, by sharing my 
business more on my personal 
pages. 
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Professional Branding 

Personal Branding 
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