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OVERALL LINKEDIN STRATEGY

David, your LinkedIn profile should do something slightly different from any one targeted resume. A resume is built for a specific job. LinkedIn needs to support several possible directions at once.

Your profile should make you credible for:
· Senior Sales
· Strategic Accounts
· Business Development
· Sales Leadership
· Healthcare Strategic Accounts
· Complex B2B Sales
· Territory Development
· Revenue Growth

The biggest mistake would be positioning you only as a longtime medical sales representative. Your healthcare experience is valuable, but the larger story is that you have built a multimillion dollar territory, generated significant gross profit, opened new accounts, expanded existing business, managed complex customer relationships, negotiated pricing and contracts, worked with executive decision makers, developed other sales professionals, and sustained performance over more than two decades. That is the story LinkedIn should tell.

HEADLINE

LinkedIn gives you more space than simply listing your current title.

Do not use: Account Executive at McKesson Medical Surgical
That wastes valuable space. Use a headline that tells people what you actually bring to the table.

RECOMMENDED HEADLINE: 
Senior Sales & Strategic Accounts | Business Development | $4M+ Territory | $1M+ Gross Profit | Revenue Growth | Executive Relationships | Complex B2B Sales

ALTERNATE — MORE LEADERSHIP FOCUSED
Senior Sales Leader | Strategic Accounts | Business Development | Territory Growth | Revenue Strategy | Sales Mentoring | Executive Relationships



ALTERNATE — HEALTHCARE FOCUSED
Healthcare Strategic Accounts | Ambulatory Surgery Centers | Medical Sales | Business Development | $4M+ Territory | Revenue Growth | Executive Relationships

ALTERNATE — BEST FOR MOVING OUTSIDE HEALTHCARE
Senior B2B Sales | Strategic Accounts | Business Development | Revenue Growth | Territory Development | Complex Solutions | Executive Relationships

My recommendation is to use the first version unless you begin actively pursuing one very specific career direction.

ABOUT SECTION

I have spent more than two decades building business, growing customer relationships, and helping clients make smarter financial and operational decisions.

During my career with McKesson Medical Surgical, I have grown a North Alabama territory from approximately $800,000 to more than $4 million in annual sales while generating more than $1 million in gross profit. I manage approximately 60 to 70 customer relationships and typically perform at approximately 100 to 105 percent of quota. At my strongest, I have ranked as high as approximately 70th among more than 1,000 Account Executives.

My approach to sales has always been relationship driven, but relationship building alone is not enough. I try to understand what a customer is actually trying to accomplish, what is affecting the business financially, and whether the product or solution being considered truly fits the need.

That approach has allowed me to grow smaller customers into six figure accounts, develop new business throughout my territory, help clients generate hundreds of thousands of dollars in additional revenue, negotiate significant pricing agreements, and recover important customer relationships after business was lost.

Approximately 40 percent of my work has involved developing new business and approximately 60 percent has involved expanding existing relationships. I work directly with CEOs, CFOs, physicians, materials managers, administrators, and other decision makers and have experience across complex products, equipment, technology, contracts, pricing, business reviews, and long term account strategy.

My career has also increasingly included leadership through influence. I have trained and helped onboard new Account Executives, served as a resource for newer representatives, participated in sales team roundtables, and served as a surgery center specialist for multiple sales teams. One of the parts of leadership I enjoy most is helping another salesperson understand a market, build confidence, and ultimately win business.

Healthcare has been the foundation of my career, but the skills I have built are highly transferable: developing markets, opening accounts, growing revenue, managing strategic customers, solving business problems, negotiating complex opportunities, and building relationships that last.
I am particularly interested in opportunities involving senior sales, strategic accounts, business development, sales leadership, and complex B2B sales.

EXPERIENCE

MCKESSON MEDICAL SURGICAL
Account Executive
North Alabama
2003–Present
Manage sales, business development, strategic account growth, customer retention, pricing, contracting, and solution development for physician practices and ambulatory surgery centers throughout North Alabama.
Key accomplishments and responsibilities include:
· Grew annual territory sales from approximately $800,000 to more than $4 million.
· Generate more than $1 million in annual gross profit across approximately 60 to 70 customer accounts.
· Typically achieve approximately 100 to 105 percent of quota.
· Ranked as high as approximately 70th among more than 1,000 Account Executives.
· Develop new business while expanding established accounts, with approximately 40 percent of activity focused on new customer acquisition and 60 percent on account growth.
· Grew multiple customers from approximately $50,000 to $60,000 in annual purchases into six figure relationships.
· Help customers identify opportunities to create additional revenue through laboratory testing, equipment, diagnostics, and new procedures.
· Helped numerous customers generate hundreds of thousands of dollars in additional revenue through expanded capabilities and services.
· Work directly with CEOs, CFOs, physicians, materials managers, practice leadership, surgery center administrators, and other decision makers.
· Negotiate customer pricing and coordinate complex agreements involving internal purchase agreements, specialized account pricing, GPO relationships, renewals, and expanded contracts.
· Support commercial agreements valued at approximately $300,000 to $500,000.
· Develop large quotations and conduct business reviews designed to strengthen relationships and identify additional growth opportunities.
· Evaluate customer volume, workflow, reimbursement conditions, operational needs, and financial objectives when recommending products, equipment, or technology.
· Help clients reduce costs through contract pricing, lower cost equivalent products, improved inventory management, and waste reduction.
· Successfully recovered an approximately $1 million strategic account after losing the business, rebuilding the relationship over time and ultimately winning the customer back.
· Train and support new Account Executives in selling strategy, cold calling, quoting, follow up, product knowledge, and McKesson ordering systems.
· Have trained or helped onboard approximately 6 to 8 sales representatives.
· Served as the surgery center specialist for two different sales teams.
· Participate in sales team roundtables and provide peer guidance related to selling strategy, products, and specialized markets.
· Selected to speak and provide guidance regarding specialized surgery center markets and products.

ADDITIONAL BUSINESS EXPERIENCE

PEEK PROPERTIES
President

Real estate and property related business experience involving high value transactions.
· Served as President of Peek Properties.
· Participated in real estate transactions exceeding $2 million.
· Experience includes negotiation, financial decision making, transaction strategy, and business oversight.

Keep this section relatively short unless you begin targeting positions where entrepreneurship, real estate, business ownership, or high value transactions are directly relevant.

BUSINESS OWNERSHIP

BRICKYARD LANDING MARINA
Owner / Business Manager
Business ownership and management experience involving customer relationships, operations, financial decision making, vendor interaction, and day to day business oversight.

This section should remain brief until additional dates, financial information, business scale, and responsibilities are documented.

COMMUNITY INVOLVEMENT

PACT
Fundraising and Event Planning
2018–2026
Support fundraising and event planning efforts benefiting child abuse prevention.
· Helped plan and raise funds through PACT's Kentucky Derby Party.
· Worked with an event team of approximately 6 to 8 people.
· Helped generate approximately $75,000 in fundraising support.
Child abuse prevention is the community cause with which I am most personally connected.

EDUCATION

Spring Hill College
Bachelor of Science — Finance / Economics
2000

SKILLS

LinkedIn allows you to list many skills, but the most important skills should be those recruiters are likely to search. I recommend prioritizing these:

Strategic Account Management
Business Development
Sales
B2B Sales
New Business Development
Account Management
Territory Management
Sales Strategy
Revenue Growth
Consultative Selling
Key Account Management
Contract Negotiation
Sales Forecasting
Pipeline Management
Salesforce
Executive Relationship Management
Customer Retention
Account Development
Pricing Strategy
Complex Sales
Sales Training
Sales Leadership
Mentoring
Healthcare Sales
Medical Sales
Ambulatory Surgery Centers
Medical Devices
Medical Equipment
Healthcare
Diagnostics
Laboratory Equipment
GPO
Power BI

Your top three should initially be:
Strategic Account Management
Business Development
Sales

If LinkedIn allows you to reorder more than three prominently, I would place:
Revenue Growth
New Business Development
Sales Strategy
Executive Relationship Management
near the top as well.

FEATURED SECTION

Your Featured section should eventually contain professional materials that support the direction you want to go. Potential additions could include:
· A professional resume if you want one publicly available
· Relevant LinkedIn posts you write
· Professional presentations that are appropriate for public sharing
· Articles or posts about sales, customer relationships, business development, healthcare sales, or leadership
· Professional recognition that can be publicly shared
Do not upload your A2 Achieve Working Resume.That document is your private master file.



PROFILE PHOTO

Use a current professional headshot. The photo should be:
· Recent
· Clear
· Approachable
· Professional without being overly formal
· Head and shoulders
· Simple background
· Good natural lighting
You do not need a traditional corporate suit photo unless that is how you normally present yourself professionally. The goal is to look like someone a customer, executive, or hiring manager would be comfortable meeting.

BANNER IMAGE

Your LinkedIn banner should be clean and professional. Avoid generic motivational quotes. A simple professional banner can work well with a subtle business or geographic feel. Because you are open to moving outside healthcare, I would not use a banner dominated by medical imagery.

You want the profile to say:
Senior commercial professional
rather than:
Only medical sales.

LOCATION

Use: Decatur, Alabama, United States

Or the closest LinkedIn-supported location that gives you access to the Huntsville / North Alabama employment market. Because you are open to remote roles and significant travel, make sure your job preferences reflect that.

OPEN TO WORK SETTINGS

When configuring job preferences, consider including:

Senior Account Executive
Strategic Account Executive
Business Development Director
Director of Business Development
Sales Director
Regional Sales Director
Strategic Accounts Director
Key Account Executive
Enterprise Account Executive
Regional Sales Manager
Workplace preferences:
Remote
Hybrid
On-site where geography is practical
You are not currently seeking relocation, but you are open to approximately 50 percent travel.

INDUSTRY POSITIONING

Do not limit LinkedIn's signals exclusively to healthcare if you are serious about moving outside the industry. Your profile should contain enough healthcare terminology for healthcare recruiters to find you while also containing broader commercial terms such as:

B2B Sales
Business Development
Strategic Accounts
Revenue Growth
Complex Sales
Territory Development
Executive Relationships
Contract Negotiation
New Business Development
Sales Strategy

Those phrases help recruiters see the transferability of your experience.

RECOMMENDATIONS

I would strongly encourage you to request several LinkedIn recommendations. The strongest recommendations would come from a mix of:
· Current or former customers
· Former sales leaders
· Experienced peers
· Representatives you have helped train
· Internal partners
· Professional colleagues who have seen your customer relationships firsthand
You do not need ten recommendations immediately. Three to five strong recommendations are much more useful than a large number of vague endorsements.

Ask people to speak specifically about things such as:
· Your ability to build relationships
· Your sales ability
· Your knowledge of customers
· Your reliability
· Your business judgment
· Your ability to solve problems
· Your ability to grow accounts
· Your product and market knowledge
· Your mentoring and leadership
· Your integrity with customers
Specific recommendations are much stronger than: "David is great to work with."

WHAT NOT TO DO ON LINKEDIN

Do not turn your profile into a copy of your Working Resume.
Do not list every product you have ever sold.
Do not fill the About section with buzzwords.
Do not describe yourself only as a medical salesperson.
Do not claim formal management experience you have not had.
Do not make the profile sound as though you are desperately trying to leave McKesson.
Do not publicly criticize compensation changes or your current employer.
Your reason for considering a change can be discussed privately during the hiring process.

LinkedIn should communicate: I have built a successful career, I know how to create business value, and I am open to the right next opportunity.

LINKEDIN NETWORKING STRATEGY

Once the profile is updated, begin using LinkedIn as a networking tool rather than simply an online resume. Start connecting with:

· Sales leaders
· Regional sales directors
· Business development leaders
· Strategic account leaders
· Recruiters specializing in senior sales roles
· Healthcare executives
· Medical device and healthcare technology leaders
· Leaders at companies you may want to work for
· Former colleagues
· Customers you have legitimate professional relationships with
· Vendors and manufacturing partners
· Spring Hill College alumni

Do not send everyone a message asking for a job. Build the network first. When you find a specific opportunity, LinkedIn can then help you identify people connected to the company.

ACTIVITY STRATEGY

You do not need to become a LinkedIn influencer. You do need enough professional activity that someone reviewing your profile sees that you are an engaged, credible professional.

A realistic goal is approximately one meaningful activity each week. That could be:
· Commenting thoughtfully on an industry post
· Congratulating a colleague
· Sharing a business or healthcare article with one short observation
· Posting something you have learned from a long career in sales
· Commenting on customer relationships or leadership
· Discussing sales mentoring
· Sharing an observation about business development
· Highlighting the importance of matching solutions to actual customer needs

The content should sound like you. Do not post generic AI-generated motivational content just to remain active.

POSSIBLE POSTING THEMES

Your strongest potential LinkedIn content is already sitting inside your career. You could occasionally write about:

Relationship Selling
Why the customer's first request is not always the customer's actual need.

Account Recovery
What you learn from losing business and why maintaining relationships matters.

Developing Salespeople
Why helping someone else win can be as satisfying as winning an account yourself.

Long-Term Sales
What more than two decades in one market teaches you about trust and consistency.



Business Development
Why opening an account is only the beginning of building valuable business.

Customer Economics
Why understanding how your customer makes money makes you a better salesperson.

Sales Leadership
The difference between having authority and actually being someone other people trust for guidance.

These themes position you as an experienced commercial professional without requiring you to constantly announce that you are looking for a job.

FINAL LINKEDIN POSITIONING

Your LinkedIn profile should leave someone with three immediate impressions.

First:
David can build and grow significant business.
The numbers support that.

Second:
David understands relationships at a level that comes from decades of working directly with customers and senior decision makers.

Third:
David's experience is broader than one employer or one industry.
McKesson is where you built the experience.
It does not have to define the boundaries of what you do next. 

Your LinkedIn profile should communicate that clearly.

