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How to Use This

Playbook

Your LinkedIn profile is the only signal a hiring manager
or internal sponsor has before they decide whether
you're promotion-ready.

This playbook shows you how to make it earn the

conversation.

How this works

Who it's for

Procurement professionals
with 3 to 10 years in the field
who want their next
promotion. CIPS qualified at
some level or equivalent.
Currently an individual
contributor, team lead, or
manager looking to step up

to senior management.

What it delivers

Five Al prompts that audit
your profile, fix your
headline, rewrite your
summary, build your content
strategy, and turn the whole
thing into an inbound
machine. Plus a 30-day
action plan and five mistakes
to avoid.

How to use it

Work through one step a
week for five weeks. Each
step has a prompt you paste
into your Al assistant. Read
the rules, gather the inputs

listed, then run the prompt.



Do The Prep Before
You Start

Before you run the first prompt, take 30 minutes to
gather the four inputs that drive every step in this
playbook. They will save you hours of generic Al

output.

Your inputs

Your profile

Your current LinkedIn URL, or a clean
copy of your headline, summary, and
experience descriptions. This is the

raw material every prompt works from.

Your outcome

The one outcome you want this
playbook to drive. A promotion
conversation with your manager. An
interview for an external role. A move
from team lead to manager. Name it
before you start.

Your scope

Your current role level, the next role you're
aiming at, and the timeframe. Be specific.
Senior Procurement Manager within 12
months is workable. Something more senior
is not.

Your proof

The two or three moments where you
delivered above your current level. A
commercial outcome, a process you changed,
a person you developed. Specific, named,
with numbers where you have them. This is
the raw material your Al needs.
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Audit Your Personal Brand

Find the gap between competent practitioner and promotion-

ready before you write a single new word.

Your profile right now confirms how well you do your
current job. A hiring manager reads it and concludes
you're a reliable pair of hands. That's the wrong job for it
to be doing. A promotion-ready profile makes the case
for what you're capable of next, not what you're already
paid to do. Most procurement professionals describe
what they manage. Promotion candidates describe what

they enable, decide, and change.

Before you rewrite a single line, find
out where the gap actually sits. Gather
the four inputs from the prep page.
Then run Prompt 1 on the next page. It
maps how a hiring manager reads your
profile in eight seconds, and shows you
which elements are confirming the

current role instead of opening the next

one.



Prompt 1

PASTE THIS PROMPT INTO YOUR Al LLM

ROLE:

Act as a personal brand strategist who has diagnosed hundreds of procurement professionals' LinkedIn
profiles and knows the specific difference between a profile that reads as 'reliable and competent' and one
that reads as 'ready to lead.' Every element of the audit is focused on the gap between current positioning
and promotion-ready positioning.

TASK:
Step into the hiring manager's or internal sponsor's first impression and show exactly what a senior leader
sees when they land on this profile. This gives a clear understanding of the gap between current positioning

and promotion-ready positioning before a single word changes.

RULES:

Brand perception must be mapped from the hiring manager's perspective, never from what the practitioner
thinks they're communicating. The gap between practitioner voice and leadership voice must be named
explicitly. Every problem element must be specific. Every fix must be implementable before the next internal
opportunity arises.

STEPS:

1. Ask for the current LinkedIn URL or bio, current role level, target next role title, and the one outcome the
profile should drive.

2. Map the current brand perception: what the profile says about capability, implied ceiling, and what a senior
leader concludes in 8 seconds.

3. Identify the gap between practitioner positioning and leadership positioning. Most procurement
professionals describe what they manage. Leaders describe what they enable and decide.

4. Map every element working against a promotion narrative: the execution-focused language, the task-
based experience descriptions, the missing strategic or commercial lens.

5. Predict the exact first impression a hiring manager forms right now. Do they see someone doing the job
well, or someone ready for the next one?

6. Deliver the audit, specific fixes, and the one repositioning shift that makes the profile read as a promotion

decision rather than a performance review.
OUTPUT:

Current Brand Perception Map. Practitioner vs Leadership Voice Gap. Profile Elements Working Against

Promotion. Senior Leader First Impression Prediction. Specific Fixes to Implement Today.
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Write Your Magnetic
Headline

The first 10 words make the promotion case before
anyone reads a single experience bullet.

Most procurement headlines
describe the current role. They list
the title, the category, the
qualification. A promotion-signalling
headline describes where you're
going. It names scope, ambition,
and commercial accountability in
fewer than ten words. A hiring
manager scrolling LinkedIn makes a
click decision in two seconds. Your
headline either opens the next role

or confirms the current one.

Before you rewrite it, gather your
current headline, your role and team
scope, the next role you're targeting,
and the credibility marker you want to
lead with. Then run Prompt 2 on the
next page. It generates three
variations: one authority-led, one
scope-led, one outcome-led. Each
makes the promotion case from a
different angle so you can test which

one lands.
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Prompt 2

PASTE THIS PROMPT INTO YOUR Al LLM

ROLE:

Act as a positioning specialist who has written LinkedIn headlines for procurement professionals
ready to step into leadership. You know that the headline is the only thing standing between a
hiring manager scrolling past and a hiring manager clicking through to a profile that signals
readiness for the next level.

TASK:
Step into a senior leader's or internal sponsor's scroll and show exactly what headline would signal
readiness for the next level. The first 10 words do the work of a promotion case before anyone

reads a single experience bullet.

RULES:

Headline must signal upward trajectory. Describe where the person is going, not just where they
have been. Technical credentials are supporting evidence, not the headline itself. Every variation
must be specific to the person's actual background and procurement specialism. Every variation
must fit within LinkedIn's 220-character limit.

STEPS:

1. Ask for the current headline, current role, target next role, and what the profile should
communicate about readiness.

2. Map what the current headline communicates: implied ceiling, implied scope, implied ambition.
3. Identify the gap. Most procurement headlines describe the current role. The best ones signal the
next one.

4. Map every element of a promotion-signalling headline: the scope language, the strategic
framing, the credibility markers, the forward lean.

5. Generate three headline variations: one authority-led, one scope-led, one outcome-led.

6. Deliver the three variations with explanations and a recommended first test.

OUTPUT:

Current Headline Perception Map. Current Role vs Next Role Gap. Three Headline Variations.
Explanation for Each. Recommended First Test.
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Rewrite Your Summary

as a Story

The About section closes the gap between capable
practitioner and credible promotion candidate.

Most procurement summaries list skills
and systems. They tell the reader what
you have responsibility for. That's the
wrong job. A promotion-ready
summary tells the reader where you're
going and proves you can already
operate there. It opens with a
commercial outcome or strategic
observation, not a job title. The shift
from 'l manage'to 'l lead and decide'
has to be legible from the first
paragraph.

Gather your current summary, your
biggest commercial or strategic win, and
the one thing you want a reader to do
after finishing the section. Then run
Prompt 3 on the next page. It rewrites
the whole section in a direct, outcome-
focused, commercially grounded voice,
without passive language, systems lists,

or generic competency claims.
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Prompt 3

PASTE THIS PROMPT INTO YOUR Al LLM

ROLE:

Act as a narrative brand writer who has rewritten LinkedIn summaries for procurement
professionals stepping into leadership. You know that the summary is the only place on a
professional profile where a career trajectory can be told as a story, not listed as a CV entry.

TASK:

Step into the hiring manager's reading experience and show exactly what summary would make
them feel they have found the right person to promote. The About section closes the gap between
capable practitioner and credible leader.

RULES:

Summary must open with a strategic observation or commercial outcome, never a job title.
Trajectory must be explicit. The reader should understand where this person is going and why they
are ready. Proof must be commercial and specific. Revenue protected, cost saved, process
changed, team led. Call to action must connect to career ambition.

STEPS:

1. Ask for the current summary, current role, biggest commercial or strategic win, and the one thing
readers should do after reading.

2. Map what the current summary communicates: implied scope, implied ambition, implied
readiness for the next level.

3. Identify the gap. Most procurement summaries list skills and systems. Leadership summaries
describe outcomes, decisions, and commercial impact.

4. Map the structure: the hook that signals strategic thinking, the career trajectory story, the
commercial proof, the vision statement, the clear call to action.

5. Rewrite in a direct, outcome-focused, commercially grounded voice.

6. Deliver the full rewrite, structural breakdown, and specific call to action.

OUTPUT:
Current Summary Perception Map. Practitioner vs Leadership Story Gap. Promotion-Ready
Summary Structure. Full Summary Rewrite. Structural Breakdown. Specific Call to Action.



Build Your Content
Strategy

Content is the only public evidence of strategic

thinking a hiring manager can see before an interview.

Most procurement practitioners post
about process and compliance.
Promotion-ready professionals post
about commercial outcomes and
strategic decisions. The reason is
simple. A hiring manager has dozens of
people who can run a process. They're
looking for someone who can change
one. Your content is the only place
outside an interview where you can

show them that's what you do.

Gather your procurement specialism,
your current role level, the next role
you're targeting, and your current
posting frequency. Then run Prompt 4
on the next page. It builds three content
pillars and ten specific post ideas with
hooks. Each one signals strategic

thinking, not just task execution.
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Prompt 4

PASTE THIS PROMPT INTO YOUR Al LLM

ROLE:

Act as a personal brand content strategist who has built content systems for procurement
professionals pursuing leadership. You know that content is the only public evidence of strategic
thinking a hiring manager can see before an interview.

TASK:

Step into a senior leader's LinkedIn feed and show exactly what content would make them take
note, follow, and eventually sponsor or hire. Every post builds the leadership brand, not just the
practitioner reputation.

RULES:

Content pillars must reflect where the person wants to be, not just where they are. Post ideas must
include the specific hook, not just the topic. Every post must signal strategic thinking, commercial
awareness, or leadership capability. Not just task execution. Cadence must be sustainable. One

strong post a week beats five weak ones.

STEPS:

1. Ask for procurement specialism, current role level, target role, and current posting frequency.
2. Map current content perception: what existing posts signal about level, ambition, and strategic
capability.

3. Identify the gap. Most procurement practitioners post about process and compliance. Promotion-
ready professionals post about commercial outcomes and strategic decisions.

4. Map three content pillars: the expertise pillar that proves strategic depth, the leadership pillar
that proves people and commercial capability, the opinion pillar that proves a point of view worth
hearing.

5. Generate 10 specific post ideas across the three pillars with hooks.

6. Deliver the strategy, the three pillars, the 10 post ideas, and a sustainable posting cadence.

OUTPUT:
Current Content Perception Map. Practitioner vs Leadership Content Gap. Three Content Pillars. 10
Post Ideas With Hooks. Sustainable Posting Cadence.



Your Three

Content Pillars

One strong post a week beats five weak ones.

Three pillars, rotated. Every post earns the

read in two lines and lands on a commercial

outcome, a strategic decision, or a point of

view worth following.

Expertise

Proves strategic depth.
Posts that show how you
think about category
strategy, supplier risk, or
commercial decisions. Not
how-to guides. How-you-
thinks.

Leadership

Proves people and
commercial capability.
Stories about a
stakeholder you brought
along, a team you
developed, or a contract
negotiation that changed

the commercial position.

Opinion

Proves a point of view
worth following. A take on
a procurement trend, a
regulation, or a market
shift. Sharp. Specific. Not
hedged.



Convert Your Profile

into an Inbound
Machine

Your profile should do the promotion work while you
get on with the job.

By this point the audit is done. The
headline signals where you're going. The
summary tells the trajectory story. The
content is building proof. Now the profile
needs to close the gap between 'noticed'
and 'reached out to." That requires every
section to serve the promotion narrative.
Experience descriptions that lead with
outcomes. A featured section that holds
your three best pieces of evidence.
Recommendations that confirm leadership
capability.

Gather your current profile, your target
role, and a note on the last time a senior
leader reached out to you unprompted.
Then run Prompt 5 on the next page. It
builds the complete conversion funnel and
names the one addition most likely to
generate a promotion conversation in 30

days.
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Prompt 5

PASTE THIS PROMPT INTO YOUR Al LLM

ROLE:
Act as a conversion strategist who has turned passive procurement LinkedIn profiles into active career
pipelines. You know that a profile is a pitch document, not a job application, and every element must

move a visitor from 'competent' to 'compelling.’

TASK:

Step into a hiring manager or internal sponsor's decision-making process and show exactly what
profile changes would move them from landing on the page to reaching out. The profile does the
promotion work while the practitioner gets on with the job.

RULES:

Every element must serve the promotion narrative. Experience descriptions must lead with commercial
outcomes and scope of authority, not task lists. Featured section must hold the three best pieces of
evidence that this person thinks and operates at the next level. Call to action must appear in headline,

summary close, and featured section.

STEPS:

1. Ask for the current profile URL or description, target role, and the last time a senior leader reached
out unprompted through LinkedIn.

2. Map the current profile conversion path: what a visitor sees first, what builds confidence, what
signals readiness, where they lose interest.

3. Identify the gap between a profile that gets noticed and a profile that drives promotion action.

4. Map every conversion element currently missing: the banner that signals scope, the featured
section that demonstrates strategic output, the experience descriptions that lead with outcomes, the
recommendations that confirm leadership capability.

5. Build the complete conversion funnel: the hook, the proof of commercial value, the evidence of
leadership capability, and the call to action.

6. Deliver the audit, specific section changes, and the one addition most likely to generate a
promotion conversation in the next 30 days.

OUTPUT:
Current Conversion Path Map. Views vs Career Action Gap. Missing Conversion Elements. Complete

Profile Funnel. Specific Section Changes. Highest-lmpact 30-Day Addition.
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Your 30-Day Action Plan

Four weeks of work plus two months of holding the

cadence. Don't skip the early days.

By day thirty, your profile should be
doing the work for you. Your manager
noticing. Senior peers engaging with

your content. Recruiters reaching out.

Most procurement professionals try to
do everything in week one, run out of
momentum, and quit by week three. The
ones who get promoted hold the

cadence. That's what builds the case.

Week 1

Run Prompts 1to 3. Implement the audit
fixes. Publish your rewritten headline by
Friday.

Week 2

Publish your rewritten summary. Set up
your featured section with three pieces of

strategic evidence.

Week 3

Run Prompt 4. Build out your content
calendar. Publish your first commercial-

outcome post.

Week 4

Run Prompt 5. Apply the conversion fixes.
Reach out to one senior contact for a 30-

minute conversation.

Month 2

Maintain weekly posting. Engage with
three senior leaders per week. Review

profile views from senior titles.

Month 3

Refresh featured section. Run the audit
prompt again with new content as input.

Start applying.



How to Hold the

Cadence

The plan only works if you actually run it

Block one hour every Sunday evening to
write the week's post. Schedule it for
Tuesday or Wednesday morning. Don't
post and ghost. Reply to every
meaningful comment within 24 hours.
This is how the algorithm and senior
peers both notice you. Most
professionals quit by week three. The
ones who don't are the ones who get
the promotion.

Track three things weekly: profile views
from senior titles, content engagement,
and inbound conversations. If senior

viewership isn't climbing by week three,

revisit the headline and featured section.

If engagement is flat, your hooks need
work. Run the audit prompt again at day
thirty with the new content as input. The
work compounds. Trust the cadence.
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Five Promotion Profile

Mistakes

The traps procurement professionals fall into when

positioning for the next promotion

V) Y SN GS TR S

Leading with your current role title and category in the headline. The hiring

manager already knows what you do. Show them what you're ready for next.

Listing systems and certifications in the summary. SAP Ariba, Coupa, Oracle,
MCIPS. These tell a reader you can run a process. They don't tell them you can

change one.

Treating experience bullets as a job description. 'Managed a portfolio of
contracts' tells nobody anything. 'Reset the commercial terms on a $4M contract

that had been on autopilot for three years' tells them everything.

Posting about process. Procurement frameworks, RFx templates, compliance
refreshers. These signal you're invested in the function. They do not signal

you're ready to step up inside it.

Waiting for someone to nominate you. Promotion is a decision. Decisions need
evidence. Your profile is the evidence file you build before the decision is made.
Build it.



Frequently Asked

Questions

Five things procurement professionals ask before they

hit publish on the new profile.

Q1. How long before | see results?

Six weeks if you hold the cadence. The new
headline and summary land in week one.
Senior viewership starts climbing by week
three. Inbound conversations follow once the

content stack is two months deep.
Q2. What if | get no views in the first month?

Check three things. The headline is doing the
heaviest work. Rewrite it. The featured section
is either empty or holds the wrong evidence.
Replace it. The content is process-led, not
outcome-led. Switch pillars.

Q3. Should | mention I'm looking for

promotion?

Not in the headline. Not in the summary.
Promotion-ready is a tone, not a label. Show

them. Don't tell them.

Q4. What if | don't have CIPS?

It's a useful credential, not a gate. Lead with the

work you've actually delivered. Commercial

outcomes, decisions made, teams you've coached.

A specific $200k saving beats a generic
certification line every time. If you're working
toward CIPS, name the level and the timeframe. If
you've chosen a different qualification path, name

that with the same confidence.

Q5. What do | do if a recruiter contacts me?

Reply within 24 hours. Don't pitch. Ask two
questions: what's the role, and what made you
reach out. The second one tells you what your
profile is signalling, which is gold for the next
iteration. Even if the role isn't the right one, the

data is. Take notes. Adjust the headline.
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About Sylvia & D1 Advisory

Independent procurement advisory. Built in the grass
roots of Australian small-business into enterprise

Sylvia is a Chartered Institute of Procurement and Supply
(CIPS) Member who brings 10+ years of operational and
strategy-focused experience in highly regulated
environments focusing on:

Procurement Tansformation

Process and Customer Intake Design

Acquisitions

End-To-End Procurement Lifecycle Management

Team Capability Uplift

Team Capability Development And Mentoring

Policy and Strategy

Governance and Risk

Sylvia's core belief is "you learn from the start to the end of
your life, and it's become a healthy habit with a great
reward at the end." Sylvia has formal qualifications

including:

o Graduate Diploma of Applied Corporate Governance
and Risk Management

e Graduate Diploma of Legal Practice

o Master of Property

o Bachelor of Laws

» Bachelor of Business (Logistics and Supply_Chain

Management)

Sylvia’s spend category expertise include:

+ Grant funding program design and delivery;

¢ Property and leasing

¢ Legal, engineering, and ICT professional services

e CMT manufacturing

o Telecommunications (Hardware and Software)

e Product manufacturing
Away from leading D1 Advisory, Sylvia enjoys spending
time with her family, particularly learning to play
backgammon with her father over a baklava and coffee.
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