
 

 

Selena Rezvani 
Instructor Case Study

Selena Rezvani is an internationally known women's leadership speaker and consultant specializing in leadership 
development, workplace culture and gender inclusion. She’s been a LinkedIn Instructor since 2019. Her courses ‘Complete 
Confidence in Minutes’ and ‘Mastering Self-Motivation’ are ranked among LinkedIn Learning’s most popular. We 
interviewed Selena to explore the marketing activities she does for her courses.

What is an instructor issue that you had and how did you overcome it?

You’ve increased your followers a ton this year. What activities have you been doing to 
contribute to this?  

Don’t think you have to go it alone! One of my biggest hurdles was something lots of instructors can probably relate to. 
For me, it was a big priority to continually post on LinkedIn and engage with others there, but I lacked the time to in my 
schedule to do it as often as I wanted to. It wasn’t until I engaged a thought partner, Eva Janotta, to help me, that I was 
able to add a new level of organization to my posts, banking my evergreen posts in advance and using third party tools to 
automatically publish those posts - something that freed me up to engage spur of the moment with learners and followers.

Bringing in outside help is a little like having a personal trainer. It creates a sense of accountability, it helps you execute 
consistently, and best of all, creates results. Sometimes it takes a village (or least a partner!) and I wish I had engaged that 
help even sooner. 

Post more and regularly! I went from posting once a month to 4-6 times weekly. Sharing my LinkedIn courses and Live 
video series, plus resources created by other leaders in my field whose work I want to amplify. My audience of followers has 
grown over 250% since I started posting regularly. Monthly views of my profile have also grown over 500%.

LinkedIn Instructor Marketing Success: The Benefits of Consistent Posts, 
Researched Hashtags, and Experimenting as an Early Adopter.

The biggest thing has been consistency in posting content and using researched hashtags to expand my reach.  My 
team and I use a tool called Meet Edgar that lets us bank, organize and schedule my posts on LinkedIn - but I don’t 
believe pre-posted content is ever enough. It’s so important to mix up my engagement by commenting on others’ posts 
and responding to my community’s comments on my posts too.

I also work hard to be an early adopter in using LinkedIn’s many tools. I find that the LinkedIn community really likes 
engaging with new LinkedIn offerings (Stories, LinkedInLive, Newsletters) and they like original content. It’s generated lots of 
followership and engagement to put out consistent, new content using LinkedInLive and the LinkedIn Newsletter.

I’m diligent about tagging authors, featured experts, and colleagues when I share content they have written or are featured 
in. This is powerful for nurturing my relationships with them and makes sure they know I appreciate and value their work.

How do you measure success? Do you set quarterly/monthly goals? What are they? 
Success for me means being recognized as a LinkedIn Top Voice – that is my goal!

To that end, my team and I review monthly metrics ranging from popularity of posts, posts with the most comments, 
newsletter subscription rates, and newsletter clicks. We are constantly trying to assess what content - and even subject 
lines - resonate the most with people. 
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Do you use LinkedIn Live? Has it been successful for you?

We also hold quarterly audits that allow us as a team to scrutinize our metrics more, brainstorm what has been well-
received, and where we could tighten up efficiency. We also look at the news cycle during these audits to check that we 
are delivering highly relevant, timely content and to finetune our content focus if needed.

I’ve hosted 40+ LinkedIn Live shows over the last year and find it to be incredible useful as a medium for engaging with 
new and existing followers. For me, this has been a huge driver to follower growth and a great way to sustain 
engagement with learners from my courses.

One of the things I attribute to the live show being successful is branding the show in a distinctive way. I call my show 
“Women + Work Culture” which focuses on helping women rise at work, activating allyship, and effecting culture 
change. I hired a graphic designer to develop an introductory video and closing video. I also love using the live tools 
that allow me to spotlight viewers’ questions and comments so everyone can engage with them. 

I recommend naming your show in a way that you can  “own” the associated hashtag. For me, that’s 
#WomenAndWorkCulture, which allows people who view a show to quickly call up the other shows I’ve done.

I try as hard as I can to live stream consistently on Thursdays at 1pm so that my community doesn’t have to work too 
hard to join in! 

Do you create newsletters? Has it been successful for you?
I love the LinkedIn Newsletter tool! I started a weekly newsletter called “Quick Confidence” in January 2021 and that 
publication climbed to 10,000+ subscribers in its first 8 weeks. It has been deeply satisfying to write on a subject I love to 
teach – but most of all, audience engagement is immediate, highly participative, and kicks off really meaningful 
dialogue. For me, this has required being my most authentic self in terms of sharing stories about my own confidence 
journey, including my learnings, fails and faceplants!

In terms of design, I have a strong preference for brief newsletters So, I tried to make a point with my newsletters to 
deliver something organized, quick to digest, and most of all, that offers actionable advice. It helps to publish on a 
consistent day of the week (even at the same time of day) so that readers know what to expect, when. 

Finally, don’t forget to bank your stories! So many people have terrific anecdotes from daily life but don’t necessarily 
record them anywhere. Doing this has made writing the newsletter much, much easier. You can tag each story to make 
it easier to scan in the future for example with “taking risks” or “motivation” or “recovering from a mistake.”

What other activities have you found effective for bringing learners to your courses?  
I give about 60 speeches a year and I market my courses in every talk I give! I also market them on my website, 
Twitter, and LinkedIn.

I use the “Featured” tool on my profile to spotlight courses and find that dedicating an entire page on my personal 
website to advertising my LinkedInLearning courses drives learner participation. I also post about my courses weekly on 
LinkedIn, telling people what’s in it for them!

What’s your approach for creating effective course content?
My producers Kelly Ruda and Starshine Roshell have been wonderful thought partners in my content. I try to bring stories from 
my own life of missteps, wins and “aha moments” and I often open my course videos with those. After I illustrate a relatable 
problem – or the opportunity – I move quickly into bitesize, tangible advice that people can implement right away. 

I love adding a power boost at the end of each of my videos to reassure people that they can do it. I’m a big believer in 
growth mindset – the idea that anyone can become a better, more confident leader and that you don’t need to be born 
having “it all figured out!”

Anything else to add? 
LinkedIn isn’t a social platform, it’s the social platform as far as I’m concerned. The fact that it’s a true learning forum, where 
people can get access to instant career and workplace information – and where individuals can disagree on issues but 
maintain a level of decency, that’s pretty special. I predict people will continue to look to LinkedIn to set the direction for all 
kinds of workplace issues.


