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7 Tactics You Can Steal
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CALL-TO-ACTION
FREQUENCY

She makes a scary topic feel safe and useful for non-technical people by pairing big, talk-
worthy hooks with concrete help (steps, guides, real numbers) and a very human voice.
Because the profile instantly proves “this is Al training for non-tech beginners,"” her posts
can stay value-first and story-led—and then a simple “DM/email/register” ask feels like the
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01 Start with a spicy one-liner, then back it with real facts

02 Tell atiny scene from real life, then ask a big question
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When it helps people, ask them to repost it on purpose

Give away a real guide for free, with no email required

Use real numbers and clear logistics to make promos believable

Post short videos with one clear point, not a long demo

Make your profile look like a simple shop window, not a résumé



PART 1

7 Tactics You Can Steal

Start with a spicy one-liner, then back it with real facts

She often opens with a line people can't ignore (a bold claim, a warning, or a complaint people
already feel). Then she quickly adds proof like quoted wording, exact steps, or a specific example
so it doesn't feel like empty drama. This “contrarian/PSA" style is one of her biggest performance
levers (5 posts average ~2.50x engagement, with her biggest hit reaching ~5.13x). To copy it: write
the one sentence people will argue with, then immediately show the evidence and end with one
simple question.

Example 1 - Example 2 —»

Tell a tiny scene from real life, then ask a big question

Several of her strongest posts read like a short moment from a movie: what happened, what she
felt, and one or two sharp details. She then ends with a question almost anyone can answer, which
turns readers into commenters without needing “expert” knowledge (she uses engagement
questions very often—49 times in this set). This pattern overlaps with her highest-performing
founder/personal posts (transparent founder stories average ~2.09x across 5 posts). To copy it:
open with the moment, share the lesson, then ask a wide question like “What would you do?" or
“Have you been there?”

Example 1 - Example 2 —»

When it helps people, ask them to repost it on purpose

She doesn't treat sharing as “cringe"—when the post would genuinely help others (a job opening, a
warning, a fix), she directly asks for a repost. That makes the action feel like doing a favor, not
promoting her, which lifts reach without needing tricks (she uses explicit repost-style CTAs in 15
posts). To copy it: write one line that explains who it will help, then ask plainly: “Please repost so the
right person sees this.”

Example 1 - Example 2 —»


https://www.linkedin.com/posts/accessible-ai_oh-wow-thats-rather-embarrassing-isnt-activity-7401975529425358848-8axT
https://www.linkedin.com/posts/accessible-ai_em-dashes-flowery-language-general-drivel-activity-7379772321806569472-clK3
https://www.linkedin.com/posts/accessible-ai_last-year-i-burnt-myself-out-completely-activity-7420020682488467456-PLzi
https://www.linkedin.com/posts/accessible-ai_im-at-nearly-75000-followers-but-i-still-activity-7381247709535571968-QVD1
https://www.linkedin.com/posts/accessible-ai_marketing-manager-1-activity-7375790624450711552-f3IP
https://www.linkedin.com/posts/accessible-ai_marketing-manager-1-activity-7380519629418405888-xEFX

Give away a real guide for free, with no email required

Her best “practical” posts don't tease value—they hand it over: long guides, prompt books, or
templates people can use right away. These no-gate resource posts are a consistent growth engine
(10 posts average ~1.38x engagement), and they set up an easy next step for teams who want help
implementing. To copy it: package one repeatable thing you teach into a PDF/slide deck, give it
away in the post, and only then add a soft “DM/email if you want this for your team."”

Example 1 - Example 2 —»

Use real numbers and clear logistics to make promos believable

When she is selling something, she often uses specific numbers (sign-up counts, dates, price) and
clear logistics (what you'll learn, what to bring, what happens live). This is important because
promos are otherwise the biggest drag on performance (the Promotions pillar averages ~0.74x), so
clarity and proof help the best promos punch above their weight. To copy it: include one trust-
building number, a short bullet list of what they'll get, and one link—then stop talking.

Example 1 - Example 2 —»

Post short videos with one clear point, not along demo

Her account is media-heavy, and video is the best-performing format on average (12 videos
average ~1.40x relative engagement). But the results swing widely, so the “"win" is keeping it simple
and human—one idea, one moment, one takeaway—rather than a complicated tool walk-through.
To copy it: write a one-sentence setup, record under 30—-60 seconds, and make sure the first
second makes sense even with the sound off.

Example 1 - Example 2 —»

Make your profile look like a simple shop window, not a résumé

Her profile makes the buying path obvious: clear niche in the headline, a banner that shows what
she sells, and heavy proof (logos/ratings/press) so a buyer feels safe. That matters because her
content often brings in beginners and curious followers first—then the profile turns that attention
into training inquiries without extra explanation. To copy it: put your offer + audience in the
headline, turn the banner into “what | do + proof,” and add one Featured link that matches your
main service.

Example 1 - Example 2 —» Profile »


https://www.linkedin.com/posts/accessible-ai_a-non-techie-guide-to-copilot-for-365-3-activity-7394662680407621632-0pkw
https://www.linkedin.com/posts/accessible-ai_copy-of-paid-become-an-ai-trainer-a-practical-activity-7378688627708686336-DF-k
https://www.linkedin.com/posts/accessible-ai_our-copilot-power-user-webinar-got-1250-sign-ups-activity-7393669197983186944-M6L5
https://www.linkedin.com/posts/accessible-ai_yesterdays-free-copilot-guide-did-so-well-activity-7425148605285511168-_5y_
https://www.linkedin.com/posts/accessible-ai_heres-me-building-a-fully-functional-interactive-activity-7418925650213773312-pRka
https://www.linkedin.com/posts/accessible-ai_today-i-used-ai-for-2-hours-and-it-saved-activity-7375478668468314112--mzc
https://www.linkedin.com/posts/accessible-ai_2026-ai-training-brochure-activity-7414568997121216512-VhuM
https://www.linkedin.com/posts/accessible-ai_microsoftaitour-activity-7432338470284656640-v___
https://linkedin.com/in/accessible-ai

PART 2

Profile Breakdown

Al Training for Non-Techie Beginners

[Clear offer/topic] + for [very specific audience who usually feels left out]. Why it works: it removes
confusion in one glance (“what do you do?"), lowers fear (“beginner/non-techie"), and pre-qualifies
buyers (teams and leaders who need plain-English training).
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Banner = one-glance mini landing page: big category title (Al training for non-techies) + a short
“menu” of delivery options (live training, on-demand, licensing) + a fast proof stack (client logos,
rating, press). Why it works: it de-risks the purchase instantly for corporate buyers who need quick
justification.



PART 3

Content Strategy

PILLAR

%

WHAT CRUSHES EXAMPLES

Promos that feel
like free learning
(webinars,
courses,
newsletters,
launches)

Myth-busting and
safety-first Al
opinions (with a
real trigger)

Practical 'non-
techie’ resources
(quides, prompts,
templates, quick
how-tos)

Founder life +
values (growth,
burnout,
relationships,
community)

25%

23%

22%

30%

Most straight promos underperform (Promotions
average ~0.74x across 25 posts), and
newsletter-only “just subscribe” posts are the Post 3
weakest (6 posts averaging ~0.37x). The promos

that break through are framed as a big, mission-

led learning moment with real free value (4 posts
averaging ~1.82x)—clear promise, clear logistics,

and a single next step.

Post 1

The strongest thought leadership is concrete and
debate-friendly: contrarian/PSA-style takes tied
to a specific change, risk, study, or real-world Post 3
example average ~2.50x (5 posts). Abstract,

indirect pieces without a sharp “this matters

now" trigger lag far behind (5 posts averaging

~0.58x).

Post 1

The repeatable growth engine is giving people
something they can use immediately:
downloadable guides/prompt books average Post 3
~1.38x (10 posts) and include multiple 1.5-2.1x
performers. Practical posts that are more like

"here's what | did"” without a clear takeaway

asset tend to underperform (6 posts averaging

~0.78x).

Post 1

The best personal/business posts are not vague
updates—they're specific stories with numbers
or vivid moments. Transparent founder stories Post 3
with real metrics average ~2.09x (5 posts), and

emotional story-led personal/community posts

average ~1.56x (5 posts); quick one-liner

personal updates are weaker (4 posts averaging

~0.82x). Hiring/ops updates are also less

shareable unless there's a bigger lesson (6 posts
averaging ~0.89x).

Post 1

Post 2

Post 2

Post 2

Post 2


https://www.linkedin.com/posts/accessible-ai_bait-bootcamp-activity-7421827046596665344-WMLn
https://www.linkedin.com/posts/accessible-ai_canva-just-dropped-a-massive-ai-update-naturally-activity-7392108542738202625-zQWD
https://www.linkedin.com/posts/accessible-ai_sora-2-hit-1-million-downloads-faster-than-activity-7384483423450660864-b0UT
https://www.linkedin.com/posts/accessible-ai_i-know-i-shouldnt-share-my-whole-ai-roadmap-activity-7382328778347429888-cQr9
https://www.linkedin.com/posts/accessible-ai_ai-saves-us-time-then-we-use-that-time-to-activity-7404061860196671488-lqJf
https://www.linkedin.com/posts/accessible-ai_how-many-of-you-have-heard-of-ai-note-takers-activity-7422554837986287616-9mO3
https://www.linkedin.com/posts/accessible-ai_7-proper-marketing-prompts-activity-7384119280453472256-lfjx
https://www.linkedin.com/posts/accessible-ai_chatgpt-wrapped-2025-prompt-1-activity-7406954526248837120-HhTo
https://www.linkedin.com/posts/accessible-ai_people-regularly-ask-me-which-ai-tool-activity-7388484700169723905-lCd-
https://www.linkedin.com/posts/accessible-ai_when-i-first-used-chatgpt-i-had-2-thoughts-activity-7379060194514984960-lD7P
https://www.linkedin.com/posts/accessible-ai_the-very-best-thing-about-ai-is-being-activity-7405163696597094401-OlU9
https://www.linkedin.com/posts/accessible-ai_yesterdays-workplace-presenting-alongside-activity-7422933140530319360-p2dA

PART 4

Conversion Strategy

Their Offer(s)

B2B Al training for non-tech teams (live team training, plus corporate content licensing / LMS-ready
programs).

Become an Al Trainer bootcamp (paid intro program) Al Academy membership for individuals
Free/open masterclasses and webinars (often tool-specific, like Copilot/ChatGPT)

Newsletter subscription (weekly Al breakdowns)

How They Promote in Posts

Calls-to-action are extremely frequent: 91 of 100 posts include some kind of CTA (often a question), and
CTAs tend to be placed at the end after the value/story. In this set, posts with any CTA average ~1.15
relative engagement versus ~1.49 without one—so the safest way to sell is to earn attention first, then add
a small, clear next step. There's also a definition mismatch across the data: about 72% of posts include
more explicit “register/join" style CTAs, while 91% include any CTA including simple engagement
questions.

Example 1 - Example 2 —» Example 3 -»

How They Promote in Profile

The profile is built to convert high-intent visitors fast: the banner acts like a mini landing page (offer menu
+ proof), the About section lists productized buying options and gives a direct booking route (emailing her
EA), and the Featured section points straight at the team training page—so a buyer can go from “this is for
me" to “here’s how to book” in one scroll.

View Profile »


https://www.linkedin.com/posts/accessible-ai_an-entire-roi-positive-ai-strategy-in-8-words-activity-7393927242935914496-ksTI
https://www.linkedin.com/posts/accessible-ai_our-biggest-free-webinar-ever-today-over-activity-7385941440612237312-pNlO
https://www.linkedin.com/posts/accessible-ai_v01stateofaiinbusiness2025report-activity-7396186963323817984-ks6-
https://linkedin.com/in/accessible-ai

PART 5

Top 10 Posts

Apparently, being rude to ChatGPT boosts accurac
1 BB Avparently, being y

. She shares a counterintuitive claim from a study: rude prompts performed slightly better than

= polite ones on accuracy tests, and she includes specific figures and labels used by the
researchers. She then makes it relatable by talking about manners, kids copying adults, and
adds a humorous angle before asking readers what they do.

895 217 22

2025 was absolutely mental &

She recounts a huge year of business growth with specific revenue milestones and big-name
validation, then contrasts it with the personal cost: long hours, anxiety, and burnout. She
finishes by laying out what she will change next year and invites readers to share what they'll do
differently.

615 157 0

From £25/mo to £0/mo

She announces a major pricing change: making a paid Al learning membership free because
even a small fee can block beginners. She explains what members used to get and lists exactly
what will now be available for free across different channels, while being transparent about how
the business will still make money.

599 122 23

Al is like this brilliant, powerful thing...

She posts a very short joke about how impressive Al is, but how awkward it can look in simple
human movements. The video itself delivers the punchline with almost no reading required.

528 157 4

; @EEER | inkedIn is trying to steal your data

= She warns people that a LinkedIn setting can allow their data to be used for improving

= generative Al, and she quotes the platform language to ground the warning. She then gives a
quick step-by-step path to switch the setting off and asks people to repost so others can
protect themselves.

374 90 104

A very happy second anniversary to my brilliant, beloved beardy hunk:

She celebrates her anniversary by listing very specific, memorable things she loves about her
partner, including small domestic moments and a big life decision he made to support her
career. It's warm, personal, and written in a distinctive voice.

440 97 0


https://www.linkedin.com/posts/accessible-ai_apparently-being-rude-to-chatgpt-boosts-activity-7393211322387185664-6Wbl
https://www.linkedin.com/posts/accessible-ai_2025-was-absolutely-mental-100k-months-activity-7413144956946522112-QMg6
https://www.linkedin.com/posts/accessible-ai_from-25mo-to-0mo-why-im-making-our-ai-activity-7433053276985618432-WW_x
https://www.linkedin.com/posts/accessible-ai_ai-is-like-this-brilliant-powerful-thing-activity-7400450954581680130-JT8m
https://www.linkedin.com/posts/accessible-ai_linkedin-is-trying-to-steal-your-data-heres-activity-7374693707469713408-E0xK
https://www.linkedin.com/posts/accessible-ai_a-very-happy-second-anniversary-to-my-brilliant-activity-7383763913395298305--ofX
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She tried to speak.

She opens with an emotional scene about an older woman struggling to speak after days of
isolation, then explains her volunteering and what it taught her about loneliness. She shares how
that experience led to building a community initiative over many years and invites others to
message her if they want to run something similar.

385 95 6

Here's a 24-page guide to Copilot for 365

She gives away a substantial guide built for beginners, explains the core features it covers, and
adds practical tips and caveats from real use. She invites discussion from people who
previously disliked the tool and includes a soft next step for teams who want training or
licensing.

351 78 29

Watch out tech bros

She takes a bold stance against hype and gatekeeping, positioning her work as Al education
that welcomes people who feel shut out. She then backs that stance with credibility and tells a
partnership story that leads to a clear business result.

359 94 1

"Did we just get THREE £100k months in a row?!"

She shares a real moment of celebrating a revenue milestone, then pulls back the curtain on
how she and her partner run distraction-free strategy days and plan the next stage of growth.
The post ends by asking readers when they last celebrated a win.

352 96 2
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https://www.linkedin.com/posts/accessible-ai_she-tried-to-speak-nothing-but-a-croak-activity-7404483709761904641-jijv
https://www.linkedin.com/posts/accessible-ai_a-non-techie-guide-to-copilot-for-365-5-activity-7424723861558013953-paWs
https://www.linkedin.com/posts/accessible-ai_watch-out-tech-bros-the-non-tech-erwomen-activity-7391391407879385088-w4Ha
https://www.linkedin.com/posts/accessible-ai_did-we-just-get-three-100k-months-in-a-activity-7398988261941137408-IeXk
https://buildauthority.ai/

