Dave Birss

Co-Founder @ The Gen Al Academy | Over 1.5 million students taught
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#1 SUCCESS FACTOR

He consistently earns attention with strong, human-first opinions and surprising personal
stories, then turns that attention into action by attaching something concrete people can
use right away (a free course, a certificate, a tool, a simple prompt). Because the value is
real and specific, he can include clear end-of-post links and “hire us” invites without
sounding pushy—his content and his offers feel like the same thing.
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7 Tactics You Can Steal

01 Make your profile prove what you do in five seconds

02 Start with a normal moment, then drop a huge, specific result


https://linkedin.com/in/davebirss
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Give a real free reward, and show exactly how to get it

Say a bold opinion, then end with one clear rule people remember

Complain about a shared problem, but admit you're part of it

Start with a common excuse, then give a simple fix and a demo

Build a tiny tool with a funny name tied to a real annoyance



PART 1

7 Tactics You Can Steal

° Make your profile prove what you do in five seconds

He makes the top of his profile do the selling: a clear role, a clear "home base" brand, and a huge
proof number (over 1.5M students taught). The banner works like a shop window, showing named
courses and a direct next step link, so people don't have to guess what to click. This works
because it removes confusion and builds trust instantly, which makes your posts convert better
later. Copy it by adding one big measurable proof point to your headline, and using your banner to
show 1-3 offers plus one simple URL.

Example 1> Example 2 > Profile »

a Start with a normal moment, then drop a huge, specific result

Several of his biggest hits open like a tiny everyday story, then immediately reveal a big number or
status result in the first line or two. That surprise keeps people reading, and the specificity (“20,000
new students” or “Top 10") makes it feel real, not hype. Two of his highest performers using this
style sit at 3.82x and 2.83x relative engagement. Copy it by writing a one-sentence “where | was /
what | was doing” setup, then add one hard number, ranking, or named outcome right away.

Example 1 - Example 2 —»

Give a real free reward, and show exactly how to get it

His strongest "offer” posts don't feel vague—they promise a clear prize (like a free certificate or a
downloadable spreadsheet) and then make the next step simple (“link in comments” or a direct
link). This works because people can instantly picture the payoff, and it's easy for them to share
with coworkers (“go get this"). Two top-performing examples of this approach reached 2.52x and
1.81x relative engagement, and across promotions the “value + validation + story"” style averaged
2.87x (5 posts) vs 0.34x for low-context promos (4 posts). Copy it by naming the reward in the first
lines, listing what's inside in bullets, and ending with one clear action.

Example 1 - Example 2 —»


https://linkedin.com/in/davebirss
https://www.linkedin.com/posts/davebirss_yesterday-i-ticked-something-quite-major-activity-7394341451305963521-acGj
https://linkedin.com/in/davebirss
https://www.linkedin.com/posts/davebirss_last-night-while-i-was-settling-in-for-a-activity-7382384235208134656-RBe4
https://www.linkedin.com/posts/davebirss_ive-always-wanted-to-be-in-the-top-10-but-activity-7404955932608114690-60Cg
https://www.linkedin.com/posts/davebirss_im-one-of-the-lecturers-on-this-course-activity-7407435808242049024-AVbS
https://www.linkedin.com/posts/davebirss_i-have-linkedin-learning-courses-that-not-activity-7404162443775467520-1w9W

Say a bold opinion, then end with one clear rule people remember

His best “thought” posts often start with a sharp, risky sentence that people instantly agree or
argue with. Then he lands it with a simple rule that feels fair and quotable, so the post becomes
shareable instead of just a rant. This style shows up in multiple high performers, including posts at
1.95x and 2.16x relative engagement, and his standards/judgement critiques produced 7 posts at
>1.5x (avg 1.85). Copy it by writing a one-line hot take, giving 2-3 concrete examples, then ending
with one short principle that sums up your point.

Example 1 - Example 2 -»

Complain about a shared problem, but admit you're part of it

When he calls out bad behavior on LinkedIn, he names the exact patterns people recognize, and he
also admits his own role (so it doesn't sound like a lecture). That mix makes people feel safe to
comment, because it's “we all do this,” not “you're all idiots.” One of his strongest examples of this
approach reached 2.12x relative engagement. Copy it by listing 3 very specific examples of the
thing you hate, adding one sentence about how you're guilty too, and ending with a simple
challenge people can respond to.

Example 1 - Example 2 —»

Start with a common excuse, then give a simple fix and a demo

He often opens by quoting something lots of people say (an excuse or frustration), then explains
the real reason it happens, and finally gives a quick fix people can try right now. This works
because it feels like “you read my mind,” and the demo (often via video or a concrete prompt)
lowers the effort to test the idea. One of his strongest examples of this hit 3.09x relative
engagement, and video is his best-performing format on average (1.45x across 4 videos), even
though he uses it rarely. Copy it by writing the exact quote you hear, giving a two-part explanation,
then sharing a short script/prompt/process people can copy.

Example 1 - Example 2 —»

Build a tiny tool with a funny name tied to a real annoyance

His best tool drops aren't random—they target a problem people are already annoyed about, and
they're packaged with a memorable name and a quick origin story ("I built this last night..."). That
makes people curious enough to click, and the shared pain makes them tag friends. His top tool
example reached 2.01x relative engagement, while lightweight “just a game" drops averaged only
0.47x. Copy it by naming the pain in the first line, giving the tool a sticky name, showing 3-5
example outputs, and then sharing one clear link.

Example 1 - Example 2 —»


https://www.linkedin.com/posts/davebirss_ai-has-enabled-the-talentless-its-made-activity-7417515176519704576-9rrZ
https://www.linkedin.com/posts/davebirss_the-best-people-are-quitting-because-companies-activity-7387099799478538240-MrZx
https://www.linkedin.com/posts/davebirss_my-feed-is-clogged-with-ai-posts-and-i-hate-activity-7368969752301445122-WWtE
https://www.linkedin.com/posts/davebirss_when-you-cant-spot-crap-you-cant-create-activity-7384938067628937216-I9I4
https://www.linkedin.com/posts/davebirss_aiinwork-activity-7378397165867667456-RAgn
https://www.linkedin.com/posts/davebirss_most-organisations-hit-the-same-wall-with-activity-7419095493672235008-c6tF
https://www.linkedin.com/posts/davebirss_last-night-i-built-a-web-tool-called-the-activity-7433092094975455232-PIv4
https://www.linkedin.com/posts/davebirss_i-hate-winmaildat-files-theyre-a-stupid-activity-7396226410656317440-S8ug

PART 2

Profile Breakdown

Co-Founder @ The Gen Al Academy | Over 1.5 million students taught

[Senior role] @ [clear “home base” brand] | [big, specific proof number]. Why it works: it's instantly
scannable for search and humans, and the proof is measurable (“Over 1.5 million students taught"),
which creates trust before anyone reads a post.

CHECK OUT MY COURSES
ON THE GEN Al ACADEMY

© Prompt Advantage

@ Al Unlocked
& more on the way

thegenaiacademy.com/our-experts/dave-birss

Show your main product tiles (course/program names) + your brand name + one clear path/URL to
the next step. Why it works: it removes guesswork (“what do they sell?”) and turns profile views
into clicks by behaving like an above-the-fold landing page.



PART 3

Content Strategy
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https://www.linkedin.com/posts/davebirss_when-you-cant-spot-crap-you-cant-create-activity-7384938067628937216-I9I4
https://www.linkedin.com/posts/davebirss_efficiency-is-for-cowards-there-i-said-activity-7381655521960935424-FqeI
https://www.linkedin.com/posts/davebirss_from-my-experience-most-companies-are-doing-activity-7427382997256986626-8y9y
https://www.linkedin.com/posts/davebirss_getting-the-most-out-of-ai-isnt-just-about-activity-7402019327983448064-OL34
https://www.linkedin.com/posts/davebirss_ive-just-sent-out-this-weeks-ai-news-email-activity-7423363819202281472-CLhe
https://www.linkedin.com/posts/davebirss_now_that_organisations_are_reluctantly_accepting-activity-7379509036905578497-UQ2j
https://www.linkedin.com/posts/davebirss_i-hate-winmaildat-files-theyre-a-stupid-activity-7396226410656317440-S8ug
https://www.linkedin.com/posts/davebirss_i-always-think-about-my-mortality-on-new-activity-7412251485264105472-gnRe
https://www.linkedin.com/posts/davebirss_if-youre-taking-your-foot-off-the-gas-as-activity-7404881954023682048-kQNP
https://www.linkedin.com/posts/davebirss_i-took-a-break-from-ai-for-august-and-it-activity-7369336537743929344-nORh
https://www.linkedin.com/posts/davebirss_the-top-skill-that-i-still-use-appears-to-activity-7402751343838330880-ZdHZ
https://www.linkedin.com/posts/davebirss_my-business-partner-helena-has-just-published-activity-7389300246704562176-QtXH

PART 4

Conversion Strategy

Their Offer(s)
The Gen Al Academy: practical GenAl education and training for professionals and organisations.
LinkedIn Learning courses (Al productivity, Al research/writing, prompting)
Weekly Al news email newsletter Speaking/keynotes and corporate sessions

Free tools/games as lead magnets

How They Promote in Posts

He sells often, but usually after giving value first. Depending on how you define "CTA,"” the rate looks
different: outbound/link-or-contact CTAs appear in about 52.4% of posts in the sample, while counting any
kind of CTA (including engagement questions) pushes it up to about 95.24%. CTAs are typically placed at
the end, and in the provided sample CTAs did not meaningfully reduce total interactions (CTAs averaged
~234.73 total interactions vs ~232.50 for the few no-CTA posts, noting only 2 no-CTA posts were
observed). He also benefits from story-led promos: the strongest promotions (5 posts at 22.0x) averaged
2.87x, while low-context promos (4 posts at <0.5x) averaged 0.34x.

Example 1 - Example 2 —» Example 3 -»

How They Promote in Profile

The profile is built like a clean funnel: the headline gives role + business + scale proof, the banner makes

the Academy and course lineup obvious with a direct URL path, the About section lists clear ways to work
with him (education/speaking/consulting) and ends with a soft invite to connect, and the Featured section
offers a low-friction “start here” option via a LinkedIn Learning course.

View Profile »


https://www.linkedin.com/posts/davebirss_getting-the-most-out-of-ai-isnt-just-about-activity-7402019327983448064-OL34
https://www.linkedin.com/posts/davebirss_ive-just-sent-out-this-weeks-ai-news-email-activity-7423363819202281472-CLhe
https://www.linkedin.com/posts/davebirss_last-week-i-ran-a-poll-asking-people-if-activity-7385999999295389696-GLw0
https://linkedin.com/in/davebirss

PART 5

Top 10 Posts
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Last night, while | was settling in for a well-earned sleep in London, | gained
20,000 new students.

He shares an ordinary moment that turns into a surprising milestone: gaining 20,000 new
students overnight. He explains it happened because a university released a free course module
that includes his lecture, and he links to both the lecture replay and the full course, then adds a
clear next step for organisations that want deeper help.

591 87 39

"Al just can't write in my tone of voice" is a statement I've heard a lot over the
past (almost) three years.

He tackles a common frustration: people say Al can't match their tone. He reframes it as an
expectations and self-knowledge problem, then shares a specific prompt (shown in the video)
and a memorable “83%/17%" rule to set realistic expectations, with a link to learn more.

500 52 28

I've always wanted to be in the Top 10.

He shares a personal achievement: one of his LinkedIn Learning courses has made a Top 10 list
for 2025. He links to the course, mentions updates and new material, and uses self-deprecating
humour plus a personal anecdote to keep the tone light.

419 108 3

I'm one of the lecturers on this course - but I still took all the other lectures and
earned this free certificate.

He promotes a multi-lecture Al course by leading with an insider endorsement: even as a
lecturer, he completed it and earned the certificate. He stresses the certificate is free if
completed before a deadline, lists the modules in clear bullets, and tells people where to get the
link.

364 86 23

5  The best people are quitting because companies automated the wrong things.
He argues many companies are using Al in a backwards way—automating meaningful creative work while
leaving people with admin and cleanup. He uses vivid language, includes a productivity-vs-happiness
statistic, and offers a clear alternative principle about what to automate and what to keep human.

315

64 26

My feed is clogged with Al posts and | hate it!

He vents about low-quality Al content patterns on LinkedIn, naming specific examples people
will recognise. He shares a study-like stat about Al-written posts, challenges both creators and
readers, and adds a self-aware twist by admitting his own role in the problem.

270 123 5


https://www.linkedin.com/posts/davebirss_last-night-while-i-was-settling-in-for-a-activity-7382384235208134656-RBe4
https://www.linkedin.com/posts/davebirss_aiinwork-activity-7378397165867667456-RAgn
https://www.linkedin.com/posts/davebirss_ive-always-wanted-to-be-in-the-top-10-but-activity-7404955932608114690-60Cg
https://www.linkedin.com/posts/davebirss_im-one-of-the-lecturers-on-this-course-activity-7407435808242049024-AVbS
https://www.linkedin.com/posts/davebirss_the-best-people-are-quitting-because-companies-activity-7387099799478538240-MrZx
https://www.linkedin.com/posts/davebirss_my-feed-is-clogged-with-ai-posts-and-i-hate-activity-7368969752301445122-WWtE
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Yesterday, | ticked something quite major off my bucket list.

He tells a bucket-list story about speaking at a prestigious venue, explaining why the place
matters with recognisable historical and cultural references. He connects the moment back to
his work helping organisations get real value from Al, then ends with a straightforward invitation
to hire him for speaking.

318 70 2

Last night | built a web tool called The Bull Sheet.

He shares a small tool he built that scores LinkedIn posts across multiple “nonsense"” categories,
with funny example labels and a quick origin story. He even shares his own score to keep it
playful, then points people to the link and mentions it costs him money each time someone uses
it.

234 129 14

Al has enabled the talentless.

He argues that generative Al makes it easier for people without craft or judgement to publish
low-quality writing, images, and videos. He uses punchy, short lines and repetition to build
intensity, then reframes the issue as a standards problem rather than a tools problem.

199 154 13

I have LinkedIn Learning courses that not many people know about.

He promotes lesser-known courses by admitting he hasn't marketed them much and that self-
promotion feels uncomfortable. He makes the upgrade details specific (new lessons, prompts,
downloads, Deep Research) and adds proof with learner testimonials and a free downloadable
prompt spreadsheet.

234 88 18
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https://www.linkedin.com/posts/davebirss_yesterday-i-ticked-something-quite-major-activity-7394341451305963521-acGj
https://www.linkedin.com/posts/davebirss_last-night-i-built-a-web-tool-called-the-activity-7433092094975455232-PIv4
https://www.linkedin.com/posts/davebirss_ai-has-enabled-the-talentless-its-made-activity-7417515176519704576-9rrZ
https://www.linkedin.com/posts/davebirss_i-have-linkedin-learning-courses-that-not-activity-7404162443775467520-1w9W
https://buildauthority.ai/

