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Today’s presenters

Colm is a partner in our Risk Advisory practice in Deloitte Ireland specialising in security risk, regulatory and control
assurance. Colm is the lead partner with several key clients and more recently heads up the Technology, Media and
Telecomms practice in Ireland. He leads the Deloitte engagement with the non-executive director community and the
Deloitte Boardroom Programme. Colm spent 9 years on the Board of the Dublin Chamber of Commerce and during this
period served for six years as Treasurer. He is presently a Board member of Barretstown. Colm has been an Authorised
Officer for the Central Bank of Ireland, and he is currently working for several institutions in reaction to Central Bank
driven requirements.

Gervaise is an internationally experienced, qualified non-executive director, former CEQ, and global client director with
extensive experience in international business growth, who brings customer-centricity, marketing, sustainability, and
remuneration committee skills to the board. Gervaise has a proven track record in identifying and implementing
successful business expansion strategies and transformation. She currently serves on the boards of Dalata PLC, Molten
Ventures PLC, Wells Fargo Bank International, and Eason.

Maryssa is the Social Media Lead for Deloitte Ireland and crafts and executes campaigns that don’t just capture
attention—they drive impact. Her career has taken her through award-winning agencies like Publicis Dublin and izest
Marketing, where she managed high-budget social media initiatives and explored the power of storytelling across
TikTok, LinkedIn, Twitter, Facebook, Instagram, and Snapchat.




Building Your Personal Brand
Introduction

Maryssa Beale — Social Media Lead for Deloitte Ireland

Started working with Deloitte in 2023

Worked in Social Media for over 8 years

e Specialities: Strategy, Media Buying, and Content

‘

Quick Facts about my Role:

Increase Deloitte’s social media presence

Collaborate with our people to create engaging and best practice digital
content

Enhance the presence and reputation of my colleagues through
building their online personal brand

Building Your Personal Brand
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il \ver and Rachel Greenwal@Harvard Business Review, 2023)




Building Your Personal Brand
How this Benefits You

Shape Shape a recognisable online presence

Establish Establish yourself as an industry leader

Build Build trust with colleagues and your network

Create Create a platform to showcase your accomplishments

Connect Connect with a community




How People Use LinkedIn

40% of Linkedln members use the

platform to learn from leaders and
experts.

-

o

~

75% of B2B buyers use social media to make purchase

decisions (LinkedIn)

J

-

~

A person is 3 times more likely to trust a post from a
company’s practitioner than from the company itself.

o

(LinkedIn)

J



https://business.linkedin.com/content/dam/me/business/en-us/elevate/Resources/pdf/official-guide-to-employee-advocacy-ebook.pdf

3/ 7

of B2B Buyers

prefer credible content
from trusted industry
influencers {




Building Your Personal Brand
Constructing a Strong Profile

Building Your Personal Bran



Building Your Personal Brand
5 tips for building a strong LinkedIn profile

‘ Upload a professional photo.
‘ Write a descriptive headline.
‘ Include a summary and experience.
‘ Add a cover photo for a personal touch.

‘ Share updates users will find insightful or useful.

Maryssa Beale © [ D. ESERE

Content | Strategy | Social Media

Contact info B= Trinity College Dublin

612 followers - 500+ connections

Experience + 7

Social Media Lead
Deloitte - Full-time
Apr 2023 - Present . ] yr 2 mos

Dublin, County _._.3'“. reland

Crafting engaging strategies that elevate our brand’s and people’s digital presence.

Lt Social Media Account Manager

RWIEBH

T publicis Dublin
Feb 2021 - Mar

Developed tailored social media strategies and executed campaigns that significantly boosted client engagement
and visibility.

2 Social Media Strategy, Marketing Strategy and +5 skills

izest Marketing Group
Full-time . 2 yrs 6 mos

Social Media and Content Managear

MNov 2019 - Dec 2020- 1y

Optimized social media and digital marketing campaigns to drive measurable growth and brand recognition for
aur clients
& Account Management, Paid Media Advertising and +4 skills

Account Executive

o
S

& Account Management, Paid Media Advertising and +4 skills

Social Media Specialist
RWJBamabas Health

Feb 2016 - Jul 2017 - 1 yr 6 mos
As the social media specialist, my job was to work with the Social Media Manager to manage sodal media pages

fior over 20 social profiles and develop strategies to increase awareness of the brand, facilities, service .52 more

Building Your Personal Brand 9



LinkedIn: 4 Quick Tips to Polish Your Profile
Tip 1: Chose the Right Profile Picture

Use a high-quality photo with good

natural light.

Your face should take up 60% of the
/\ OR Advisory frame.
_

STRATEGY. SCALE. FINANCE.

Avoid long distance shots.

Orla O'Gorman ¢ B v
Non-Executive Director | Strategic Advisor | Helping companies to Chartered A tant
develop their strategy, position for scale and finance their ambitions ? Wreland

Greater Dubiin - Contact info

Wear what you would normally wear to
work.




LinkedIn: 4 Quick Tips to Polish Your Profile
Tip 2: Add a Banner Image

The banner image on your
profile is an important visual
element of your profile.

/‘\ OR Advisory

STRATEGY. SCALE. FINANCE.

It captures people’s attention
and provides context about
I what matters to you.

Non-Executive Director | Strategic Advisor | Helping companies to

develop their strategy, position for scale and finance their ambitions
Greater Duiin - Contact info

It makes your profile more
engaging.




LinkedIn: 4 Quick Tips to Polish Your Profile
Tip 3: Write a Standout Headline

Imagine this as your elevator pitch.

INED at Glanbia pic (IRL) Hostedworld pic (IRL) Baxters Food Group
(UK, Chasr of National Children's Science Center (IRL) | Corporate
Advrsor | ICF Certified Coach | x Chairman CEQ Pernod Ricard North

Ameri

It’s more than just a job title it’s a
synopsis of what you do.

ontent | Strategy | Sooal Megia

FAaryssaBeale@
You have 220 characters make them

work!

of hospitalit




LinkedIn: 4 Quick Tips to Polish Your Profile
Tip 4: Write a Compelling About Summary

Don’t leave the “About” section of your

LinkedIn profile blank
Tony Foote @ =

Co-Founder at Foxes Bow Whiskey Follow @foxesbowwhiskey on The Institute of Chartered

Instagram for more! Accountants of ireland

Bring your career journey to life with the
fo About section and share your personal value
Co-Founder of Foses Bow Whishey, proud Limmenick man, University of Limerick grad, Quatfied Chartered o
Accountant, passonate about start-ups. spirts and tech pr0p05|t|on

| am the Co-Founder of Foxes Bow Wivskey - a whishey inspired by the modern creative spirit slive and well in my
hometown. I'm excited 10 share a drop of this magic with the world and help showcase what rmy hometown s o8
about! Whitst not from the traditional whiskey background, | havo a hast of expertise in helping companies reach thes
full potential, and with 3 good measute of passon and enthusiasm I'm excied for A Liguor Co 1o reach it's potentia
Yuat

Price 10 co-founding Foxes Bow, | was a Controller at X, The Moonshot Factory in Mountan View, Callfornia, Here |
managod the Accounting & Controls toam, partnering with vanous projocts teams across & variety of industnies and
Alphabet 10 ncrease our odds of croatng mocmshot businesses!

Betore this, | workad as the Business Controler for Google Payment Limited, responsible for ensuring the payment
Processing for the Google Play S1oré remaing fnancully compliant across EMEA i kne with E-Money Regulantions
Prior 10 thes role, | worked as a Statutory Financal Accountant with the Accounting and Control Team in Google
Ireland, responsible for statutory complance for 3 number of Google entities, as well a3 being 3 key membor of one
of Coogle’s techmcal accounting teams, with a primary focus around Share Based Compensation

Prévious 1o Google, | had five years experience with Deloitte in the provision of st and advisory services




Building Your Personal Brand
Profile Example

Tanmoy Saha @ (Heim - 20d
Director, Technical Recruiting @

Contact info

About

| was born in Banglade

of tech nerds

1alot«

jo that for my

| love my job! I he

(Python) but not sure if | can

the tech industr

Y

hy people, If you are nice

Countries | trav
Argentina, Bahamas,
Hong Kong, India, Irelan

Switzerland

Thailland , The Netherlands, Turkey

Peloton | HR,

New York City and went to school in Nashvi
love to read and trave
passionate about secial good and technology

srupt the litness wlus

fama

career. | requiarly at

Peloton Interactive

Vanderbilt University

Talent Acquisition

¢, TN (Vanderbilt e

am super Desi when

5 countries

circumnavigated the world to more than 4

¥

try My |‘-"-' 15 to find and hire ¢

t

) treat peop

wrma f .:Ivl
3, South Africa, Spain



Building Your Personal Brand
Profile Example

lvan P.-2nd @= Trinity College Dublin

Ireland « Contact info
485 connections

G Holly Rock, Anudhir Maheshwari, and 16 cther mutual connections

( Message) ( More)

Highlights
Ivan follows you =+ You both studied at Trinity College Dublin
Ivan has been following you since Dec 2024 = lvan started at Trinity College Dublin after you
started
Activity
4385 followers
Ivan hasn’t posted yet

Recent posts Ivan shares will be displayed here,

Show all activity =

15






Building Your Personal Brand
Crafting a Post

Building Your Personal Bran

17



What to Post About

Industry News

* Trends
e Legislation Changes
* Positive Updates from board organisations, connected companies, etc.

Career News

e Promotions

e Wins

e Upskilling

e Recognition

e Company Events/Work Culture

Company News and Announcements

Building Your Personal Brand
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Write for people, not robots
Things to consider

Be human

Put yourself in the reader’s shoes, when you scroll through your social media feed and come across posts how long do you take
to read a message? What makes you want to keep reading? Add idioms, be clear and use conversational language. You can even

use emojis.

Super proud to be launching this campaign with Publicis Dublin LePub
for The HEINEKEN Company. And just in time for St Patrick’s Day! I've been
to McLoughlin’s pub on Achill Island and I've met Josie McLoughiin. ..mare

RS 7| o

-
N

Peter Dobbyn - 1=
Creative Director at Publicis Dublin

3d - Edited - ®

N

A C_S)ﬁ_i(.’ft/? as’s
/1L T ARRNERN

Irgland is the home of the family pub.

CC® Philly Byrre and 140 others 11 comments - 3 reposts

CEQ at Fitzgerald Powe

th- @
| was delighted to chat to Emma Greene’s 2nd year BBS students in South East
Technological University this week. ...more

Our FIRST brand space at Harvey Nichols, Bristol, is officially here! Make sure to
check it out and explore exclusive in-store pieces. ..more

% adeleine Smith - 2:d- + Follow
Creative Director at Only the Blind
28 “ Stuart Fitzgerald - 2nd 4+ Follow

© John Laina and 20 others



Choose the formats that align with the time you have

m The K28 Institute
: ®

We can all climb the g > §1% of 628 advertising doilars ara spent on ads that don't build a Auture ravenus
| lmw'm v [ e d i ¥

ﬂ Madeline Chan
< >

soty. M

How 0o you create a relationship with 2 new Unkedin

connection?

The Secrets of

Sto:\ Zt:::)fhio:::;:';\'al you | R o Effective Bfonding
Camment oo thelk potts © in B2B Advertising
Port retatable comtent 4 Thundoy, Soptombe 19
400448 EDT
Inwite them to 3 cofles cha 5

oot { v Attending
Live From INBOUND: The Secrets of Effective —
Branding w B28 Advertising

-

Sharing with your POV Create a Poll Post + Image Video Live Event

Low Level of Effort High

Celebrate an occasion Short Update Document Post Article

Catherine Higgins - 151 N\ Emily Groch ser) . aommcm k- . .
"® B - s o ® Preparing for Parental Leave? Here are 5
On this #gratitude day, | am sharing my appreciation to my Linkedin Z ‘ ‘ ol e o il ::“:.T,.Tl':ﬁmm:v:vku?:: APaC Tips for a Smooth Transition

managers, who have not only been exceptional leaders, but also amazing
mentors and friends. e

Sueategy” . 0 Clovia Cam

Inspirational Leader
A Orla, Erica, and Vidya

¥zoundoff smarketing #thoughtieadership -

3 ce . P —— = |

Building Your Personal Brand 20



Building Your Personal Brand
What Makes a Good Post?

Colin Day - 2nd + Follow .-
Marksting Lzader | Non-Exscutive Director | C-Suite A

g Visit my website
2

—

w-®

| got the opportunity to guest on the latest episode of Oktopost's

#BehindthePost, hosted by the amazing Alina Dallal.

| was able toshare a s peek into the bock, The Sccial B28 Organization,
that | h Daniel Kushner £ . Publish date the 25th of
March 2025.

The book explains what it truly means to be a social-first company and why
social media should be a core business strategy, not an afterthought.

Listen in here: https://okt.to/O5SWy6u H

Check out the book at: https://okt.to/o5XVil

cCe 1S

T

What Do We Like About This Post?

Sharing Relevant Thought
Leadership

Positions himself as an Industry
Leader

Appropriate use of tagging
Offers an unique perspective

Post text is clear and easily
digestible for his audience

Building Your Personal Brand
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Building Your Personal Brand
What Makes a Good or Bad Post?

Maaaie Chan J < 3rds + Follow --- : ; - ‘
0 3.33.%,’%2233,2? 079?:5 g;; Ontinug, USTA ] Fou... Big news for mixed doubles at the US Open! For the first time, the Mixed
o~ Esleed < ) Doubles Championship is moving to Fan Week, taking place August 19-20.
Big news for mixed doubles at the US Open! For the first time, the Mixed . - . . - gy
Doubles Championship is moving to Fan Week taking place August 19-20. Thus shift gives rnore top st.ars a shot a.t a Grand S!am title while bnngmg
This shift gives more top stars a shot at a Grand Slam title while bringing mixed doubles in the spctlight and ultimately enabling more fans to enjoy
mixed goubles in the spotlight and ultimately enabling more fans to enjoy these exciting matches. And of course, it remains the only pre sportfng event

these exciting matches. And of course, it remains the only pro sporting event

where men and women compete together for equal prize money! where men and women compete together for equal prize money!

| loved Mixed Madness at last year's US Open—Dbringing mixed doubles to ’ y SO :
i St i b G PG i Xuds 0.1 el ShaeT, Sy | loved Mixed Madness at last year's US Open—Dbringing m.med doubles to
Allaster, Eric Butorac, (USTA) United States Tennis Association & US Open center stage was a game-changer. Huge Kudos to the Lewas Sherr, Stacey
Ham forcontiuing Sonnovate and elevate: ihe game: Allaster, Eric Butorac, (USTA) United States Tennis Association & US Open
Learn more by listening to “Served with Andy Roddick” #podcast team for continuing to innovate and elevate the game.
featuring Stacey Allaster C.C. & Eric Butorac. ¢ }
https://inkd.in/eYK34jVS & : : R
L R Learn more by listening to "Served with Andy Roddick” #podcast
#USOpen #MixedDoubles #GameChanger #bold #innovation featuring Stacey Allaster C.C. & Eric Butorac. ¢ )
#GrowtheGame #tennis #USTA https:/ finkd.in/eYK3 4jVS
TRZEUS O:;’f;fd CHA';!G";:'I Simona Halep #USOpen #MixedDoubles #GameChanger #bold #innovation
e e #GrowtheGame #tennis #USTA
CeO 44 1 comment

Building Your Personal Brand 22



Building Your Personal Brand
What Makes This a Good or Bad Post?

Cathriona Hallahan - 2nd + Follow
ndependent Non-Executive Director
w-®

Delighted to join Prof Andrew Burke in Trinity Business School for fireside
chat on Strategic Leaderahip

Cathriona Hallahan - 2nd + Follow -
ndependent Non-Executive Director
2w ®

' Strategic'Leadership II: Delighted to join Prof Andrew Burke in Trinity Business School for fireside
cfeating a Strategy & Strategic Vision chat on Strategic Leaderahip

2025

Trinity Transformin,
Ousiness ) Business for $
School Good

Prof. Andrew Burke, Chair of Business Stugies

SO Ruth Likely and 43 others

Building Your Personal Brand 23



Building Your Personal Brand
Tips for Sharing Updates

50:50 Content

Be Selective Stay Authentic Mix

Establish a
Regular Cadence
for Posting

Engage in Use a Variety of
Conversations Posts




Building Your Personal Brand
Interacting with Your Community

Building Your Personal Bran
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Building Your Personal Brand
Interacting with Your Community

Relationship Relationship
Types on Levels on
LinkedIn LinkedIn:

. 1st-degree
Connection g.
connections
2nd-degree
Follower g
connections
3rd-degree
connections

Building Your Personal Brand 26



Building Your Personal Brand
Interacting with Your Community

Interactions to Focus on:
Using reactions
Voting in polls

Adding a comment

Re-sharing to your own feed

r vant

Anna Maria O"5hea » Znd
Congrats!

Reply
Bryan O"Connor LR/ RIm) = Znd

Congrats lohnathan

Rzply

Shane McMicholas BES CIMA QFA =2/ Hin

Congratulations
Rz iy
Pushpa Ramachandran - 3rd+
nspiring... congratulations
Rzply
Julie Chan » 3rd=
Congratulations Johnathan!
Rezply

Caroline Tully (She/Hzr) » 2nd

congratulations lohnatham. great news!

Ry
Madeleine Fournier - 3rd-

‘Well done!

Rezply

. Follow

tics and Al

Building Your Personal Brand
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Building Your Personal Brand
Interacting with Brand Pages

b + Follor
T @
S g ot Make sure to follow all relevant
. companies
E Justing McHinch « 2nd
H'EI':f I:-fllll:".'l 1 W il e me .'.I‘.-:-'.-I..I-:I. i I 5"-.-.': B0 P e i Check to See if they have a Iocal Social
on tha RAM prograrmenss, which made 2 corckd erabile ciifenencos 1o the .
Inscdihoods of many tamiies in Miger. Thank you 0 prach and media channel for more relevant
congratulatons of your will déserved awand content
oo
K Koy Engage with posts as necessary

Thiank yodd, Justing T was 20 Qs 1o S i !

The more you engage, the more likely it
is for these posts to display in your feed

& with Mark Faberty and 3 others

ceo
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Building Your Personal Brand

Measuring Impact

746 @
Total followers
ad B% vz prior 30 days

Mew followers @

Past 90 days ~

g

Al wm ]

Top demographics of followers @

Greater Dublin

From this location

Senior

With this experience laval

10,001 + employees

At companies of this size

48%

43%

28%

Post Performance:

» Post Impressions
» Engagements
» People Reached

Profile Performance:

» Profile Views
» Search Appearances
» Follower Growth

Gain Insights with the Top
Demographics of
Followers:

> Job Titles

» Locations
» Industry
» Seniority
» Company
» Company Size

30



Building Your Personal Brand
Measuring Impact

Content performance @

11,392
Impressicns
4 2 580.5% Past 365 days

000

U

Discovery @

11,392 2,537
Impressions Members reached
4 2,5805% Past 365 days 41,187.9% Past 365 day:

Post Performance

Mar 7

745 ©

Tota! followers

New followers @

Past 365 days ~

40

30

0 JM_AML—AAMA_A__AALAJ_LA_LA_A
Mar 12 May 11 Jd10 Sep @ Nowv 7 Jan 6 Mar 7

Daily data is recerded in UTC

Top demographics @

(" Job titles v )

Account Executive - 1.9%

Chief Executive Officer . 1.7%

Marketing Manager - 1.5%

Founder: 1.3%

Account Manager - 1.3%

Profile Performance

31



Key Takeaways

1.

Use Linkedln as a
strategic platform

2.

Optimise your
profile for impact

3.

Mix of professional
& personal content

&

Share content
regularly

Building Your Personal Brand 32



Thanks for attending!
Any questions?

Building Your Personal Bran
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Appendix - FAQs

How to change your profile picture

How to change vour banner photo

How to update privacy settings

How to view your analytics

How to publish a post



https://www.linkedin.com/help/linkedin/answer/a541850/add-change-edit-or-delete-your-linkedin-profile-photo
https://www.linkedin.com/help/linkedin/answer/a568217
https://www.linkedin.com/help/linkedin/answer/a568195
https://www.linkedin.com/help/linkedin/answer/a704175
https://www.linkedin.com/help/linkedin/answer/a528176

Glossary for LinkedIln Analytics

Post Performance
Impressions Comments Followers

The number of times your posts were seen on How users engage in conversations by The total number of people that currently follow
LinkedIn. This number is an estimate and may not adding their thoughts, feedback, or you (including connections and non-connection
be precise. questions to posts. followers).
¢-s) People Reached @ Reposts
The number of distinct members and Pages Allows users to share existing public posts . .
that saw your post. This number is an from other members or LinkedIn Pages @ Profile Views
with their own network The total number of people who viewed your profile.

estimate and does not include repeat
displays.

® Engagements
Search Appearances

The total number of engagements on your
osts, including reactions, comments, and .
POsLS, & ! ! The total number of people who viewed your

reposts. Engagements from organizations profile
aren't included. '

Reactions

LinkedIn reactions are a set of expressions
that allow users to engage with posts and
comments in a more nuanced way than
just liking them

© 2023 Deloitte Ireland LLP. All rights reserved. 35



Deloitte

At Deloitte, we make an impact that matters for our clients, our people, our profession, and in the wider society by delivering the solutions and insights they need to address their
most complex business challenges. As the largest global professional services and consulting network, with over 312,000 professionals in more than 150 countries, we bring world-class
capabilities and high-quality services to our clients. In Ireland, Deloitte has over 3,000 people providing audit, tax, consulting, and corporate finance services to public and private
clients spanning multiple industries. Our people have the leadership capabilities, experience and insight to collaborate with clients so they can move forward with confidence.

This publication has been written in general terms and we recommend that you obtain professional advice before acting or refraining from action on any of the contents of this
publication. Deloitte Ireland LLP accepts no liability for any loss occasioned to any person acting or refraining from action as aresult of any material in this publication.

Deloitte Ireland LLP is a limited liability partnership registered in Northern Ireland with registered number NC001499 and its registered office at The Ewart, 3 Bedford Square, Belfast,
BT2 7EP, Northern Ireland.

Deloitte Ireland LLP is the Ireland affiliate of Deloitte NSE LLP, a member firm of Deloitte Touche Tohmatsu Limited, a UK private company limited by guarantee (“DTTL”). DTTL and
each of its member firms are legally separate and independent entities. DTTL and Deloitte NSE LLP do not provide services to clients. Please see www.deloitte.com/about to learn more
about our global network of member firms.

© 2025 Deloitte Ireland LLP. All rights reserved.
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