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The Case

Chenosisis MTN's pan-African APl marketplace, and | lead its Linkedin presence end to end —
strategy, calendars, copy and design. The brief | set myself was simple to say and hard to do:
publish consistentiy, sound like one brand, and eam attention in a feed full of B2B noise.

What follows is the process behind it. Five steps, run in sixawveek cycles, so the page never goes
quiet and never scrambles. Its the difference between posting content and running a content
machine.

60K — 280K

Chenosis community growth across channels, under this approach.
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THE BRAND

Chenosis

MTN's pan-Afiican APl marketplace.

MY ROLE

Linkedin, end to end — Strategyy, Calendars, copy
and design. Three posts a week across five Afiican
markets.

THE JOB TO BE DONE

A page that's catchy post by post, and consistent
month by month.
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The

Fve steps, on repeat.

01

Research

Findwhats acualy happening before

deadingwhatto say.

...then back to the top.

Portfolio Case Study

rocess

-02 -03 -04

Pillar creation Content creation Refinement
Organise itinto themes the brand has Tunthe plasinb awoking Tightenthe copy, check the fadts,
the ghtto oan. calendar of pasis. shapenthe ange.

What performed feeds the next round of research. The cycle repeats every six weeks —that's what makes it a machine.
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-05

Media creation
Desgn it sothe brand is unmisiakable
mickscrol.
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In Detall

01
Research

Bvery cyde siarts with what's happening in the market, not
with what the brand wents to say. Policy moves, fresh Stats,
real shifts. Content buit on research has something o say;
content buit on opinion alone runs out by week three.

FROMTHE CHENOSISBULD

Tracking Al polcy, fraud aala and fintech develgoments
acoss ive Afican markels —every Siat raced o a veriiable
Ssource.
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02
Pillar creation

The research gets organised into content pilars — the
handful of themes the brand can credibly own. Pilars keep
a page consistent without it repeating itself: every post has
ahome, and every theme getsits tum.

FROMTHECHENOSISBULD
Sk pilars, from Al & Autormation to Faud & Risk to
Reguiation, rebaianced each cycke as the market moves.
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03
Content creation

Pilars become a calendar: six weeks at a ime, three posts
aweek; each post tied to a pllar and a format—singe
image, carousel or longHorm artide. Every piece leads with
the story before the product

FROMTHECHENOSISBULD
Three conseculive sixveek calencars — eighteen weeks of
content; planned before it was neeced,
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In Detall

04

Refinement

Thefirst draft is never the post. Copy gets cut back, daims get fact-chedked, and the angle
gets sharpened unti the hook is genuinely worth stopping for. Catchy isnt decoration —its
usualy hiding inside the facts.

FROMTHE CHENOSISBULD
Factchedking one carousel surfaced a nine-week gap between a policy announcerment and
the official gazette. That gap became the hook.

...and repeat.
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05
Media creation

Copy and design are one job, nat a handover. Posts are buit inside defined design systems
—templates with rules for type, colour and white space — So every post is unmisiakably the
brand, and production stays fast.

FROMTHECHENOSISBULD
Two reusable design systems, buit to be recognised midksarol before the logo s even seen.

The cyde doses where it began: what the audience responded to becomes the sharpest input for the next round of research.
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What Makes It Work

- Avoice you can describe - Story before product

Chenosis speaks “smart, never smug — conversational, never casual” if you cant | use the Pixar storyteling method: set the scene, build the tension, then introduce the
describe a brand's voice in a sentence, you cantt keep it consistent for a year. product. People folow stories. They scroll past feature Ists.

. Consistency beats intensity - Research eams attention

Three good posts aweek, every week, beats a briliant month folowed by a quiet one. The “Catchy’ is a by-product of having something real to say. Verified stats and sharp angles
calendar is what protects that. do more for reach than any growth hack.
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Let's Work
Together.

The pllars change. The voice changes. The machine doesnt. This isthe process | bring
to every Linkedin engagerment—or a pan-Aliican tech marketplace, or abrand of any
size wih something real to say.

Loren Humphreys

Inenional straiegies : Inulive business
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