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Schedule of Activities 
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Fix Incorrect Links Generate Linkbait 
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Relationship Links Start Guest Blogging 

January 

Relationship Research Industry Directories 
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Link Building Styles 
Manual Link Research Paths 

Diverging Path Regressive Path Stage Analysis Linear Path 

Interrupted Cumulative Hybrid 
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Boys. 



University Degree in English Language & Literature 

Speaks French, 
Spanish &  

Greek 

Interpreter for a 
local bank 

Soprano in an 
award-winning 

choir 

Ex-ballerina. 
Loves dance, 

music & travel 

Writing, Media 
Literacy, Science 

& Technology 

Part-time 
educator & 
journalist 

Interest in 
teaching 

methodologies 

Active in 
conferences & 

summits 

Know Your People. 
} In Common 
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Understanding Personas. 

Quantity 

Weak Record 
Keeping 

Loves 
‘Shortcuts’ 

Time-Efficient 

Fierce 
Negotiator 

Quality 

Strong Record 
Keeping 

Thorough 
Research 

Time-Poor 

Patient 
Negotiator 

Potential Problems 
} 

} Key Strengths 



Smaller Groups. Team Leaders. 



Coaching & Feedback. 



Celebrate Success. 
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