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There is only one kind of free page on Behance, so get on there.

Consider being like Instagram to reinforce your choice.
In other words:

- Use a logo if you’re a Business.

- Use a very good headshot if you're a Creator.

1. Optimize Your Behance Profile

Your Behance profile is your digital business card. To increase your
visibility and views, make sure to:

« Use a Professional Profile Picture: A high-quality and professional
profile picture will make a great first impression,

Write a Compelling Bio: Your bio should succinctly describe your skills,
expertise, and what you offer to potential clients or collaborators.

Link to Your Website and Social Media: Include links to your personal

website, Linkedin, Instagram, and other relevant platforms.

Complef

e Your Profile: Fill out all the sections, including skills,
education, and work experience, to provide a comprehensive overview
of your background

Profile Sections

Basic Information:

On The Web:

« REQUIRED: Your website
« REQUIRED: Your Instagram

« OPTIONAL: Your LinkedIn

Guide: Fill Out Your Profile

Basic Info

About Me:

5. CRAFT ABIO

An important part of your Behance portfolio is your Behance profile. Fill in your profile’s

de:

ription with your story. Ask yourself, what's your point of view? What's your unique

perspective on the creative world? What led you to develop this perspective? Answering these
questions will help you zero in on your passion. Passion is infectious; putting it into words wil

make you shine.

Work Experience:

« REQUIRED: Your (final) resumé

- OPTIONAL

Web References:

Custom Sections:
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For example. if you choose not to connect to a Facebook Page at the
time you create a business account on Instagram, an unmanaged
Facebook Page is automatically created so that people can find your
business more easily and check into your business. You can request to
claim the Page and become its admin.

M Fateem

ok pages for your Instagrarm account

Though not required for this class, it wouldn’t hurt to be present on both Instagram
and Facebook. It certainly couldn’t hurt and Instagram makes it ridiculously easy to
be active on both.
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What best descries you? What best describes you?

Suggested (supposed) hack: “Entrepreneur” to access royalty-free music as a Business
You don't have to display that on your profile, but it wouldn’t hurt
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INSTAGRAM: o

You must create a Professional A 2, which will create a Public Profile
(Remember that y: 50 ENABLE NOTIFICATIONS.)

WATCH THIS VIDEO TO CREATE YOUR BES

URL of Your Instagram Profile Page: Regiace with your anseer

Profile photoit's best to use your company logo as your profile photo so

people can easily identify your brand

Name:Make this your business d's other social

ame, identical to your bra

profiles.

re. Not

Username:This should also be your business na t your username

cannot have any spaces

Pronouns:Every profile has this option, but you'll only nt to use it if you're

the face of your business




« Links:This is a space for up to five clickable URLs. Most businesses either use

their website or links to their latest promotional pages. You can also use a link

in bio tool to link more than five pages

« REQUIRED: Your website
« OPTIONAL: Your Behance

« OPTIONAL: Your Linkedin

« Instagram Story Highlights:Create Story Highlights for people to easily find

relevant info. Categorize your Highlights based on the types of Storie

brand typically creates.

This might take a bit to build, but be aware.

| don’t require Stories for this class because | can’t grade them;
however, | suggest you do them!

« There is only one kind of free page on LinkedIn,
so get on there.

- Here it is better to be you as a person rather than you as
a brand. If you start building a significant freelance
business, you could do both.

« Use a GOOD headshot rather than your logo.

- Use your name rather than a name of a company.

« Bio: Your Instagram bio is where you will capture the attention of other users
You can either describe what your business does, hype up your website or

slap your brand’s slogan here (or all of the above, actually)

THIS IS WHERE THE MAGIC IS!!!

« Review the many videos available online, some of which
I've linked on Slack.

« See what those you researched for Form A are doing.

« Remember you can edit this. You aren’t going to go that
viral that quickly to worry about mistakes.

ULTIMATE
INSTAGRAM

Page:Connect your Instagram business profile to your Facebook business
page

Supposedly this is optional.

That seems to change every year, so we'll see in class. Also....

Though not required for this

lass, it wouldn't hurt to be present on both Instagram
and Facebook. It ce r I to

1a buldn't hurt and Instagram makes it ¢
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JOIN REQUIRED PLATFORMS + CREATE
PROFILES ON EACH

REQUIRED:

- ABOUT: Your resumé must live here, though it might
require you to fill in LinkedIn’s forms instead of just
uploading your PDF.

« CONTACT INFORMATION:
> Your website
> Your Behance
> Your Instagram
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https://www.youtube.com/watch?v=sMyx-vAq-QY

The most fundamental step in growing your LinkedIn
account as a graphic designer is to improve your profile.

That means leveraging three important sections when
etting started on LinkedIn:

Harrison Wheeler o 1 [} cosean & ! getting i

Sr. Design Managor @ Linkedin, Host of Technically Speaing = « Your LinkedIn Headline

Podcast University of lowa

« Your LinkedIn Summary

« Your LinkedIn Banner

Providng services
aphic Desion

LinkedIn Headlines For Graphic Designers LinkedIn Banner For Graphic Designers

LinkedIin Summary For Graphic Designers

Many LinkedIn users often make the mistake of overlooking their Like your profile photo, your Linkedin banner also plays a huge role in

Another important section on your Linkedin page to consider is your
About Me section or your Linkedin summary. You can add a quick
overview of your background, experiences, skills, and many more.

professional headlines. But in reality, a good LinkedIn headline can attracting potential clients. It's among the first few things people will

attract more clients and build your name. see while visiting your account

Since you'll find your headline below your name, it needs to have the o So to create a lasting first impression, a good LinkedIn banner must
Keep in mind the 2,000-character limit for your Linkedin summary.

have your title, a vivid background or photo, and a call to action:

right mix of keywords to rank higher in the search results. For instance,
putting “UX Designer” as your job title and adding in a few skills like
"video editing" can do the job.

Besides this, make the first three lines of this section fun and engaging
to grab your viewers' attention

You can check out the sample below for a good LinkedIn summary:
You can check out the sample below for a good Linkedin headline:
About

s me dissecting

ocial media and digital marketing

insights | Social Media Manager | Digital Marketing

| Hello

s,

Learn more about the basics of a great Linkedin banner in The

SOGIAL MEDIA WORKSHOP DAY 2 s

INSTAGRAM.

BEHANCE

BEGIN SOCIAL MEDIA PLAN B



https://www.youtube.com/watch?v=gbPQ8a8Wn34
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