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Why LinkedIn
for Lead Gen




LinkedIn plays @
critical role in the

ecosystem

The most successful B2B
content marketers cite LinkedIn
as their most effective platform
for content marketing.

82%

LinkedIn

Facebook




As do all aspects of trust...
2019 business insider digital trust report

LinkedIn ranked #1 in five out of six
pillars of digital trust including

Ad Relevance
User Experience
Community
Legitimacy

Security
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Solutions Tor Lead Generation

©
N 4
Target

1. Ist party
user-identified data

2. Matched Audiences
(retargeting, ABM,
CRM)

L

N
Ad formats &

features

1. Single Image Ads
2. Text Ads

S. Message Ads

4. Lead Gen Forms
0. Dynamic Ads

e

/N
N4

Reporting &
optimization
L. Insight Tag
2. Conversion Tracking

3. Website Demographics

4. Click & Conversion
Demographics



Strong Lead Generation relies on a full funnel content strategy

Blog posts * Industry trends 60 o/o

Infographics * Influencer content

Reach Suggested
‘ * Client testimonials * Product OO
* E-books webinars 3 /O
Nurture * Case studies * Whitepapers Suggested
° 1 ° 1 o
O F.ree trials Eroduct/serwce 10 /O
* Live demos sign-ups

Acquire e Set up a meeting Suggested

* LinkedIn ReThink the B2B Buyer's Journey, Jul-Aug 2015 research. Global



Top funnel content closes deals

~

207

Creators of thought
leadership believe:

“It helps us close and win”

Source: LinkedIn & Edelman, “How Thought Leadership Impacts B2B Demand Genera tion”

087

BDMs

617

C-Suite execs

Decision makers said:

“Directly led you to decide to give
business to a company”



VWhat motivates
members to engage’?

Top 5 reasons for content

It'srelevanttome 60%
engagement

It's educational or informative §57%

To stay on top of the latest brands 51%
It's inspiring 39%

It helps with skill development

cay



Gated vs Ungated

Source: LinkedIn, Nurturing the IT Committee Lead

—
377 7197
@) (@)
°
of tech buyers are of tech buyers are
less likely to consider less likely to consider
a vendor that gates the a vendor that gates

first piece of content all content



How do we break free from the gate?

Audience mindset Strangers Content examples
{ e [Blog Post] “Top 10
* Dreams of owning B Awareness : Mistakes Newlyweds Make”
a home, but unsure
whether it's the right time B . * [Infographic] “Should |
Subscribers ;

Rent or Buy?”

:'-.,‘ Lead e [Blog Post] “How to Tell a Good
* Wants to buy a home, but SSES : Mortgage from a Bad One”
unsure what to look for in Y

a mortgage N e [Video] “15 vs 30 Year
B Opportunities Mortgage: What to Consider”
7 ineSelusE it Awareness « Mortgage calculator
and ready to buy a :

mortgage, but unsure y * Online brochure/consult offer

about specific features
v Advocates v
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20 targeting dimensions to define your ideal personas on LinkedIn

Company Company Company Company Company
name connections followers industry size
I:] rSJ[ p q rty Member Member Member Member
gender age interests groups
data =
uni q ue an d Member Fields of
) schools study Degiees
orecise ad
targeting
Job Job Job Years of Member
title function seniority experience skills
Matched Custom Lookalike
Audiences Segments Audience




Company

N Company Company Company Company
= name connections followers industry size
ur
Member Member Member Member
gender age interests groups
Member Fields of
Degrees
schools study

Job Job Years of Member
function seniority experience skills
Matched Custom Lookalike
Audiences Segments

Audience



Our data + your dato

Target the people
most likely to become
qualified leads

*Target the prospects you care about more by retargeting your website visitors, or matching your email contacts,

Demographic
Data from the
LinkedIn profile

630M+

professionals

account lists, marketing automation segments, against the LinkedIn audience

=

i B
Website
Retargeting
(o)
14%
Decrease
in CPL ©
| o el N

Email Contact
Targeting

e

Data
Integrations
20

Account
Targeting



Implement a full funnel strategy with

Matched Audiences
. . ©
._ TN
N 4 N 4
Website Email Contact
Retargeting Targeting

Re-engage your
website visitors

Use one tag for
website retargeting
and conversion
tracking

Bring your marketing
automation segments
or email lists into
Campaign Manager

Engage contacts
you already know

Account
Targeting

Combine the power
of demographic targeting
on LinkedIn with your
target account list to

engage the right people

@\

| ookalike
Audience

Find new prospects with
lookalikes of current
customers by uploading
a list of your customers



Fxamples of how you can use Matched Audiences

to convert prospect to leads

i B

Website
Retargeting

Retarget visitors to your
pricing pages with a 30-day
free trial

Retarget visitors to your
product page with a case
study of a client who saw
success with that product

-

Email Contact
Targeting

Upload a csv list of emails in
your marketing automation
database who have not
engaged in the last 18
months

Upload a list of your current
customers to exclude from
your lead gen campaigns

Account
Targeting

Target specific companies
that your sales team is
focused on with a
personalized Message Ad
from a company exec

Target a list of your customers
at renewal time

@\

| ookalike
Audience

Upload alist of your existing
customers to find new
prospects with similar

qualities

Upload alist of target
accounts to identify other
potential accounts to
focus on



Targeting
Best Practices for
L ead Generation

Segment and retarget your website visitors to fit the
marketing funnel.

Make sure your buyer personas are clear and
well-defined, and test different targeting
combinations to reach each persona.

Target across the entire buyer’s circle; don’t always
target Decision Makers.



Targeting
Best Practices for
L ead Generation

Optimize campaigns by leveraging click and
conversion demographics reporting. Adjust targeting
to focus on the members most likely to convert.

Experiment and A/B Test.

Test the Seniority targeting facet. It can be more
precise than Years of Experience or Age.

If running global campaigns, segment by region to
maximize daily pacing.



ead Gen

°roduct
Suggestions




Single Image Ad

Engage your prospects with
relevant content in the world’s only
professional feed and in premium
placements beyond

Q Target your most valuable audiences across
the funnel.

& Lead Gen Form Integration
9

Keep headlines under 60 characters

Jess Williams
Senior Manager at Denali Bank

73
jewed your prof

‘ FixDex

How do you decide which f
for

mostimportant? Download our new eBook

no commitment.

What you need to know now [0}
Made by Google

s In Uber Competitor, Didi

lore Troubles

Follow new perspectives - e more

@ Ryan Holmes @)
&) ceoatHoorsui &)




Carousel Ad format

Tell a brand story, showcase
multiple offerings at once or deep
dive on one, share insights and
opportunities

& Best Practice: 2-5 Cards. Max 10 cards.
& Languages: Alllanguages supported
on LI are available for Carousel

Lead Gen Form Integration

+Follow ===

LinkedIn
Promoted

Lorem ipsum dolor sit amet, consect adipiscing
elati. Duis odio ecter sapien, volutpat ... see more

\t stories are:

=

ONCE UPON A
DIGITAL TIME

HOW DO WE DO
MORE STORYTELLING,
LESS MARKETING?

\

BE HONEST,
EMPATHETIC,
AND EARNEST.

Great stories
bring

great people
together.

When Everyone
isa “Storyteller”

Learn how to tell yours.

Headline text 1 goes right here

Headline text 3 goes here

Headline text 4 goes here

82 Likes « 31 Comments

& Like

Using carousel ads to

tell our story helped boost
engagement with a 16%
liftin CTR.

=] Comment



Message Ads

Send timely, convenient, and relevant
private messages to the people that
matter most to your business

Mobile-optimized design for easy clicks
Real-time delivery ensures timely reach

Uncluttered professional context

& Flexibility to tailor your content

Want to C on Tims Have the lil whenever and wherever with conts v work!
All Messages ~ @ @ John Smith
Q se: Idea for better project management strategy

Dear Vivian,
Idaa for better project With FixDex Custom Solutions, it's easy to see all the information you care about in one
agement strategy place. Your customized platform will empower you to meke faster, better-informed decisions
ow we increased our ROl by 1o optimizo your ROI. This is by far the most powerful tool to bridge your piatiorms for cross-
colaboration.
John Smith « Build with the data you already have: FixDex seamlessly integrates with your existing

data sources'
gl « Align your organization: FixDex helps you align your business around the mefrics that
matter most to your business
- Visualize your metrics: FixDex lefs you consume and easily manipulate business cata
seamlassly across your systems?

Sponsored
Idea for better project management strategy Jenny Perkin:
Do you want ‘0

DearVivian, k. itz See what FixDex can do for you. Getting started is easy, sign up for a free trial. We have a

team o dedicated gurus to help you with on-boarding and set-up.
Kenneth Owens
You: Di ’ ’ Check out our results

powerful tool to bridge your platforms forcross- llMaya, Omar, Shengxhe... Why i ecave i massaga? This Sponscrd inkiai v ser 0 you based on onparsona lormaton suchas
collaboration. R cee vou quys o Your function, your primary industry Of yOur fajon. Par aur pevacy poiCy, your name and e-mail adarass have nol been
i) @isciosed You have choices about the ema Linkedin sands you. Edityour Sponsored InMail contact settings.

With FixDex Custom Solutions, it's easy to see
all the information you care zbout in one place.
Your customized platform will empower you to
make faster, better-informed decisions to
optimize your ROL This is by far the most.

+ Build with the data you already have:
FixDex seamlessly integrates with your
existing data sources’

Align your organization: FixDex helps you
align your business around the metrics that
matter most to your business

« Visualize your metrics: FixDex lets you
consume and easily manipulate business
data seamlessly across your systems®

¥ you optin o share your Information with the advertiser, IS Informaton wil b2 Subject 10 the advertiser's prvacy
polcy.

json Curningham ©2015 Lkadin Corporation, 2029 Sterin Gourt, Mourkai View, CA, USA. Al rghts reserved.

See what FixDex can do for you. Getting started
is easy, sign up for a free trial. We have a team of

Check out our results

Retargeting visitors to bottom funnel pages on our website, to
engage them with a personal offer using a Message Ad.

* Bottom funnel pages might include your product details page,

pricing page or demo page.




Message Ads

Use Message Ads For
High-Value Audiences

Message Ads allows for a one: one
conversation with executives. Our tests
of InMails aimed at executives have
resulted in open rates as high as 6/%.

The targeting included:

» Function: Marketing, Media & Communication
* Company Size: 200+
* Seniority: CXO

This ad saw a 67% open rate
and 5x CTR compared to email

Christina O'Connor

LinkedIn Offer
Be the best CMO you can be on LinkedIn

Hi Cassandra,

As a CMO today, you need to deliver the precision targeting,
enhanced engagement and proof of ROI that your business demands.
On LinkedIn, you can use a unique combination of personal influence
and the latest marketing techniques to make that happen.

The CMO Guide to LinkedIn is our new eBook designed specifically
for CMOs. It's concise, to-the-point, instantly actionable, and it will

show you how to pull the levers available on LinkedIn to help build
value for your business:

« Build your personal brand into a major business asset

« Reach out to other influencers to amplify your messages
Leverage LinkedIn’s potential for native advertising and video
content

* Unlock Account Based Marketing (ABM) at scale

« Link marketing activity to sales and prove ROI

LinkedIn is where you can position yourself, your marketing team, and

your business for success. Download The CMO Guide to LinkedIn and
get started today.

View the Guide =

THE
CMO GUIDE

TO Linkedin

Download guide

About Help Center Privacy & Terms
Advertising Business Services ™

Get the LinkedIn app More

Linked[f}] LinkedIn Corporation © 2018



Leverage 24
all the tools

in your toolkit

Increase in conversions

when running Sponsored
Content + Text Ads +
InMail vs. only Text Ads

Simple PPC

Ads You May Be Interested In

Deeper Customer Relatonships.
Take connections with S
customers to the next level with

FixDex Custom Solutions.

Simple Prototyping
@ Create realistic animations @ Or CP M
TWYLER

Native ads that

appear in the
LinkedIn feed

‘and bring your designs to life
as Interactive prototypes.

Propel Your Job Search - Fast!
On the job hunt? Get your work
In front of the right people and

let top tier companies compete

desktop ads

Source: LinkedIn Internal Data

Sponsored Content

Sponsored InMail

John Smith

Sp
Idea for better project management strategy
Dear Vivian,

With FixDex Custom Solutions, it's easy to see
all the information you care about in one place.
Your customized platform will empower you to
make faster, better-informed decisions to
optimize your ROI. This is by far the most
powerful tool to bridge your platforms for cross-
collaboration

« Build with the data you already have:
FixDex seamlessly integrates with your
existing data sources’

+ Align your organization: FixDex helps you
align your business around the metrics that
matter most to vour business

Personalized,
targeted LinkedIn
messages




Capture quality leads
using Lead Gen Forms

Improve conversion rates on mobile

Measure your RO, including the specific
audience segments you're converting
into leads

Easily manage your leads: Download
from LinkedIn or send to your CRM or
marketing automation system

Q search for people, jobs, and more

@ share @ Photo

FixDex
Spon red

Learn how FixDex undestands the values and
needs of their customers.

Webinar: Creating Deeper Customer
Relationshps
Signup
nts

& Like ) com
s 2.8

Notificat

7

Webinar: Creating Deeper
Customer Relationships

Learn how FixDex optimizes their business by
building strong, driven relationships see more

Contact Va
Full name

Teresa Robinson

Email
trobinson@zoomjax.com

Submit my information

The information you provide will be shared with Domo, and
Domo is responsible for using this information in
accordance with their privacy policy.




Lead Gen Forms

Use Lead Gen Forms to
increase conversion rates

Lead Gen Forms & - 3
COn get Up to Learn how FixDex L;::.S::CIS.I;C ‘oall:csa'wd needs

Better
conversion rates
than Sponsored Content driving i_‘

trgfﬁc to Od\/erhser ]Ond]ng Webinar: Creating Deeper Customer Relationships
pages with standard lead forms. -

2 Signup




Know how members can

fill out the form

— Fields that a member
= caneditbefore submitting
Email

Work Email

Phone Number

Work Phone Number

Gender

Any field not filled out from their profile

Custom questions

If a field besides
email, phone number,
and gender is
pre-populated from
your LI profile, it will
not be editable.

A member cannot

submit a form with
an empty section.

Profile information (will be pre-filled from the member’s profile

Contact

First name Lastname

Email address

City State/Province

Country Postal/Zip code

Work ema Work phone number
Work

Job title

Seniority
Company

Company name

Industry

Education

Degree

University/Schoo Start date

Graduation date
Additional information (will not be pre-filled from the member's
profile

Demographic

Gender



Content & Form Creation

Part 1

/
4

Do not ask for too much
information

Less is more. 3-4 fields is a good
best practice.

If opens are high but leads are low,
it could be that you have too many
fields. Put yourself in the member’s
shoes.

AAAAAAAA

Content and forms cannot be
edited after they are saved

If you need to make changes to the
content or form, turn them off and
re-create.

You can duplicate a form, make
edits to it, and then save the new
form template.

Try not to include fields requiring manual input

Phone number and gender, or fields that may not be listed on a member’s

profile already, require the member to manually type the information in

before submitting. Members cannot submit form with blank fields.

Online MBA That Fits Your
Schedule

Choose our top-20 ranked MBA program

We'll send this information to LMSTestCo5, subject to their
privacy policy.

Email address

anne.smith@example.com

Smith
Degree

Bachelors




Content & Form Creation

Part 2
= & Online MBA That Fits Your
v v Schedule
Choose our top-20 ranked MBA program
Make sure images and copy Be direct >
are relevant throughout Make sure messaging >y potr
As a member clicks from the update matches the CTA. E" |
. . anne.smiti 1‘§9K3ﬂ1p e.com
through the form, make sure the Keep in mind lead forms are
messaging is consistent. bottom funnel. Be upfront
Test different forms and find what Wlth_the volu.e.the mgmber 15
works best for you. getting by giving their ]
information. -

Degree

Bachelors

Rotate 3-4 ads evenly

Share same SC frequency cap so having 3-4 variations is ideal.
Start by rotating evenly before optimizing for CTR.




Measurement &
Optimizations




Clear Landing Page CTA Best

practices

N

Use your landing page to lead
a user to the conversion

Take the Guesswork out of Product Development

Using Data to Build Better Products

In Campaign Manager, setup
® your URL to track the final step
of your conversion process

Download the Ebook
According to Pragmatic Marketing’s Take the Guesswork Out

. of Product Development
Product Management and Marketing : ce

Survey, 45% of product owners spend the

majority of their day deciding what should First Name*

go into their products.

While product owners might have access Last Name* .

to limited data and anecdotal evidence of If there arem U] t] p] e Ste pS,
product use, most do not have the tools required to make informed decisions .

based on how customers are actually using their applications. Unfortunately, this e . can O] SO S et U p m U] t] p] e

lack of data-driven insight can stand in the way of successfully and efficiently

conversions to see where users
are falling off in the process

meeting their customers' needs.
Company Name*
In this ebook, you'll learn

How using software analytics can help you build better applications by providing
comprehensive, targeted reports that show where, when, and how your applications are being
used by trial users and paying customers around the globe. m



Landing Page: ensure mobile triendliness

70% 2.4 100% =

average form fields above the it 4

clicks driven encouraged fold
by mobile

Not sure?
Test on 3 party MobileTest.me to view
rendering across devices

Tip




Measure lead quality and advertising

Tip

Ads

35 Archived | 30 Paused | 2 Active

Performance

Sponsored Content campaign

What do you want to optimize your campaign for?
We can automatically improve your campaign based on your settings.

Audience

Website Conversions v

Maximize the number of people taking a valuable action on your website,
such as completing a form or a content download. We'll automatically raise
or lower your campaign's CPC bid to get you more conversions at the best
possible price.

Conversion tracking (optional)
Measure conversions from your ads on Linkedin.

2017 Gartner Report X

Bid Type ®

Daily budget ®
Your campaign’s actual daily spend may be up to 20% higher. Learn more

200.00 (Minimum budget: $11.52 (includes amount already spent))

160,000+ LinkedIn members

12 Show forecasting

Bid and budget
8id: $5.25 | Daily budgat:

How much should I bid?

The suggested bid range we provide is an estimate of
the current competing bids by other advertisers
targeting the same audience.

Try bidding at the higher end of the bid range, especially
at the beginning of your campaign. This will help you

win more frequently in the auction and improve budget
delivery right out of the gate.

Related Help Articles

Setting a Bid, Daily Budget, Total Budget, and End
Date for your Campaign

Click Behaviors and Billing for Ads in Campaign
Manager

Advertising Costs

Use conversion tracking
auto-optimization

Set your campaigns to
optimize toward the highest
converting ad.




Track the lead metrics that matter most .
ip

LinkedIn advertisers often pay
‘ less per qudlified lead and new

— e — e :
| . customer acquired compared

to other ads platforms

Cost perlead Cost per Cost per acquisition,
qualified lead revenue per lead



Linkedln Campaign Manager tools

(!

Campaign
insights

Standard reporting
such as impressions and
click-through rate

&)\

Campaign & website
demographics
Understand key audience
insights—TIike job fitles,

company names, and industries

Must install the Insight Tag

A
-

Conversion
Tracking
Define what a conversion
means to you. Then track post-

click and post-view conversions

Must install the Insight Tag



Best

Use demographic analytics practice
-

P ———— Use campaign demographics to
see the audience types engaging
Vg —ca e m—asseen 0569 e 059 708 and converting the most

Media and Communication m— 205,242 (47%) 933 (41%) 0.455% — 17 (3%) 1.822% aEE—

Name Impressions Clicks & Average CTR & Conversions & Conversion rate &

Sales - 48,780 (11%) L] 249 (11%) 051% - 8(1%) 3.213%

Understand if there are specific
Arts and Design - 40,630 (9%) - 218 (9%) 0.537% - 1(2%) 5.046% o U d i e n Ces C] i C ki n g b Ut n Ot
Operations 33,657 (7%) 145 (6%) 0.431% 6 (1%) 4138% CO n Ve rt‘i n g

Education 24,215 (5%) 14 (5%) 0.471% 2(0%) 1.754% —

Business Development - 44,360 (10%) L] 216 (9%) 0.487% — 17 (3%) 7.87%

Understand if there are certain
audiences you should be excluding
from your campaigns




&\

a
Welbsite demographics

Understand the types of professionals
visiting your website to better tailor

D hic | hts f bsit Export report
Demographic Insights from YOUTWebSIe  meanain o == your web content
Current website segment Compare website segment Showing data for these dates
Productpage w  Clear Blog v  Clear Last 30 days -
View by: Job title « % of Pageviews * Productpage  Blog Time period increase
Sofware Engineer E— N Using LinkedIn data, see the audiences
— that are engaging and converting on
Regional Manager
different parts of your website.
Web Developer _ 20% fo . :s—:
I
Designer

I




Ve

Conversion tracking

D campaien manAGER FixDex | Marketing CXO Account £63 @

PRN— Track the post-click activity on your
Account Campaign groups Campaigns Ads OdS USing the Linl’(edln inSig ht J[Og

Marketing CXO Account X 10 total campaign groups s0total campaigns 200total ads
View: Perfomance v Breakdown v Time Range: 03/07/17-03/14/17 v
Campaign Name & status C Spent & Impressions O Clicks O Avera Conversions WerageCPMC  Average CPC
Al o 0n/Off Network
Carousel
(J 50 campaigns. - $57,735.29 1,392,210 16,718 0510 (o, 20.21 $5.10
FixDex CXO ADS Campaign - $4,169.34 23,130 619 0.10% 1012 $15.32 $4.04

1D: 9532102 - Sponsored Content

Native Conversion tracking allows you
Ex:;;cﬂ)go?Lir:;f:rcr:ﬁxs:uoscngn - to tI’CICk bOth C]iCk Ond VieW'bCISGd

FixDex Life Sciences NAME ...ign

R conversions directly in the Campaign

FixDex CXO ADS Campaign

B seo e owm e sn o sw s Manager interface.

FixDex CXO ADS Campaign

1D: 9532102 - Sponsored Content v $210.00 4,210 356 0.10% §520 51250 $a51
Ex;e;;f;;o fonfi'll'?éflm v $3,00000 5410 431 0333% 532 so67 $6.43
FixDex CXO ADS C: i

oro5e100 spons::f'gﬁx"em - $1,800.30 643 a73 0.878% 659 $5.80 $8.90




“Cheat Sheet”

Target your ideal customer
Use campaign and website analytics 0 persona with accurate, profile-based
to optimize your results for even demographic targeting.

greater impact lterate and Improve.

Measure lead quadlity,

Target people likely to convert
return on ad spend,

with Matched Audiences to

conversion rates, new site visitors e Target e engage people who've shown
acquired, and more using built-in Convert affinity for your brand; for
campaign lead reporting , Measure

example, website visitors.

and conversion tracking.

@

Seamlessly collect leads using forms
pre-filled with quality LinkedIn profile data: Publish content relevant to the professional
On your website with LinkedIn AutoFill, o e mindset on mobile and desktop by

or directly in the Linkedln app leveraging Sponsored Content, Sponsored
with Lead Gen Forms. InMail, and Text Ads.



Thank you

AL

. Linked[ Marketing Labs



Appendix




Scenariol

You are seeing high
engagement / CTR,
but you are seeing low
CONVErsions




Scenariol

Content is engaging audience, but something is happening

Once they reach the landing page that is causing them to drop and not convert

G0 =
- -

Review landing page Testlead gen forms

Check page load time Remove the friction of the
landing page by allowing
members to convert directly

Is the page mobile-optimized?

s the form above the fold? in the feed

Does the form have unnecessary
fields that could be removed?

(Example: phone number) e el

Showcase
Pages, Sponsored Content, Text Ads, Display Ads, Linkedin Groups and
SliceShare as part of a fully integrated markating strategy.

Are you using LinkedIn Auto-fill?




Scenario 1

Review campaign
demographics

After your campaign has run for
about a week, use the click
demographics to understand which
audiences are most engaged

You can use the click demographics
data to optimize your campaign
targeting by removing low
converting segments

Demographics for Company industry + for 2122/2017-5/30/2017 » @

Impressions ~
Computer Software | NN ¢ 546 (10.2%)
Information Technology and
Servicos I 58 554 (7.2%)
Higher Education [ 51044 (6.3%)
Biotechnology [ 44343 (5.5%)

Staffing and Recruiting [l 36 280 (4 5%)

Marketing and Advertising [ 35.013 (45%)

Hospital & Health Care ([ 32242 (4.0%)

Financial Services [l 25.745 (3.2%)

Construction ([l 22,092 2.7%)

Pharmaceuticals [l 19,625 (2.4%)

Clicks

I 50 (7 4%)

I 15 57%)

I 225 6 %)

I 22 (5 5%)

. 2 32%)

I 5o ¢ 5%)

I o: 57%)

I 116 (33%)

N q: 25%)

. 107 3.1%)

Conversions

_ 140 (8.1%)

I s> ¢ s%)

I 26 (7 4%)

I 07 62%)

I 7 5 6%)

[ )

I 22 7.1%)

I 55 G 5%)

R 5 27%)

W 2 24%)

Conversion rate

@ 53.8%

o N7%

@ 56.9%

@ 53.0%

858% @




Scenario 2

Your ads are driving leads,
but they arent moving the
rest of the way through the
funnel to SQLs/closed

opportunities




Scenario 2

Nurture your leads to move
them the rest of the way

through the funnel

Create a nurture campaign
using either Marketing Automation

Q integration or a .csv file upload of
your leads through Matched
Audiences

contact template. We recommend uploading at least 10,000

Nurture this audience using a mix

Q of ungated content including
videos, blog posts, customer
testimonials and top performing
white papers

By clicking "Upload file", | agree to these terms.




Scenario 3

Your demo
request ad isn't
driving leads

B
i

-
N 4




Scenario 3

Review your content
and diversity the mix

9

Are all of your ads demo
requests/free trials? Your audience
might not be ready to speak to a
sales rep just yet and may need to
be nurtured to get to that stage.

Make sure your audience is getting
a healthy mix of content from your
brand including whitepapers, videos,
success stories, tutorials, and thought
leadership.

LPL Financial e
1 I 46,384 followers + Follow
| | 3mo

Worried about the future of financial advice? Don't. Four key trends are
increasing investor demand for expert advice.

Why The D d for Fi

Ipifinancial.lpl.co

mments

n Linkedin Marketing Solutions

Drive engagement and generate more high-quality leads with LinkedIn ads! Start
now: https://Inkd.in/eBAMZMA

79%

of marketers view LinkedIn




