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What’s 
inside

Why brand matters

Building your brand 

3 steps to Branding
1. Create your brand content

2. Plan your campaign strategy

3. Measure results & track ROI of your rebrand
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Why brand 
matters
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A strong brand is valuable in more ways than one

Developing a strong brand
is playing the long game.

Brand takes time to develop 
value so your company wins

in the long run

Brand equity has a direct effect 
on sales volume because 

consumers gravitate toward 
products with great reputations

A prestigious brand 
attracts clients regularly 
and has a higher sales 
conversion percentage

Brand Equity The Long GameHigh Conversion



Clearly articulated brands command premium pricing

Business
Decision Makers

49%
C-Suite 

Executives

47%
B2B

Marketers 

10%

I am willing to pay a premium to work with an 
organization with a clear vision for the future 
“

”B2B Buyers
“allows us to charge more 
than our competitors who 
produce lower quality 
thought leadership”

Source: 2017 Edelman/LinkedIn Study “How Thought Leadership Impacts B2B Demand Generation.”

Brand Equity



25% to

95%

A strong brand builds customer loyalty & retention

increase in customer retention 
can increase profits from5%

According to a study conducted by Bain & Company

https://www.linkedin.com/pulse/5-ways-your-company-name-logo-can-help-sales-reps-sell-garrett-riley/

Brand Equity

http://www.bain.com/Images/BB_Prescription_cutting_costs.pdf


Building your
brand
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Creating a 
consistent 
brand story 
through the full 
buying journey

Awareness

Consideration

Acquisition

Helpful, enjoyable 
(non-promotional) content 
to generate engagement 
and/or build awareness

High-value content that 
helps to educate during 
decision-making process

Brand/product/service 
specific information to help 
evaluate and affirm selection 



35K
Skills

90K
Schools

645M+
Members

20M+
Open Jobs

30M+
Companies

This is all about ITDM’s 
Make sure your brand is visible to key audiences engaging on LinkedIn



Three steps 
to branding 
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Measure results 
and track ROI 
of your brand

Create your brand 
content

Plan your 
campaign strategy

STEP 1 STEP 3STEP 2

Three steps to branding



Create 
your brand 
content

STEP 1



So, why 
create 
content?

Press Release

Give your brand a backstory

Why the audience should care

Reassurance to existing customers

New year/new you



Unaware

Interested

Active

Engaged

Aware

Create content for different points along the buyer’s journey
An always-on presence keeps your brand top-of-mind for potential customers at every stage of the journey

Reach

Nurture

Acquire
Nurture to 
convince
& convert

Earn new leads

Drive traffic 
for nurturing

Shape Perception
Establish Trust

Videos, Infographics, Blog Posts, 
Industry Trends, Influencer Content, 
and Exclusive Content

Videos, Best Practice Guides, Case 
Studies, Product Reviews, Analyst Reports, 
Webinars, Blog Posts

White Papers, Research Briefs, Product 
Demos, Trials, Product Reviews And 
Comparisons, Analyst Reports

Newsletters, Recommendations, Case 
Studies, Product News, Tutorials



Plan your 
campaign 
strategy

STEP 2



Factors to consider when campaign planning

• Launch a Sponsored Update campaign to amplify your reach

• Launch a Follower campaign to develop long term relationships with your brand advocates

Reach

• Post more company updates

• Encourage employees to share and post more content

Frequency

• Create relevant content for your key target audience

• Have diverse pieces of content to increase unique engagement throughout the buying cycle

Engagement



23%

Businesses maintaining 
consistent brand identity 
have an increased 
revenue of

10 pieces of content are 
consumed throughout the buyer journey 

Build your brand 
identity with consistent 
messaging



If you want big returns, 
you need to go big on 
share of voice

Source: Les Binet and Peter Field, Media in Focus: Marketing Effectiveness in the Digital Era, IPA, (Figure 07)
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In planning a campaign strategy, 
focus on reaching your entire target 
audience, as well as expanding 
to new audiences to ensure your 
brand is saturating its potential 
share of market 

Grow your brand by growing your audience
Increasing SOV increases SOM

Brand Equity



How long does it take 
for members to identify 
a new brand?

1 2 3 4 5

3-4 ads live at all times

Replace under-performing ads 
with new content about 1x/month

Example Content Calendar

Creating an ‘always on’ 
presence keeps your brand 
top-of-mind for potential 
customers at every stage 
of the buyers’ journey.   

16%
Mobile Only

56%
Cross 
Device

29%
Desktop 
Only

You need to reach audiences 
across all platforms

Develop an ‘always on’ 
approach The long game



Always-on Brand / Thought Leadership Content 
Start broad, learn and then focus on the audiences 

more likely to engage via conversion tracking

Week 1 Brand content 
(wave 1) 

4 distinct sponsored content posts with A/B testing 
of images/text/audiences 

Week 2 Brand content 
(wave 2) 

4 distinct sponsored content posts with A/B testing 
of images/text/audiences 

Week 3 Brand content 
(wave 3) 

4 distinct sponsored content posts with A/B testing 
of images/text/audiences 

Week 4 Brand content 
(wave 4) 

4 distinct sponsored content posts with A/B testing 
of images/text/audiences 

Week 5 Brand content 
(wave 5) 

4 of the best performing sponsored content posts from 
wave 1 to wave 4

Weeks 6-8 Lead Gen content with a harder hitting CTA that conveys more urgency  

Weeks 9-11
Branding content leveraging data from LinkedIn 
Matched Audiences website re-targeting 
To hit audiences with a secondary messaging to convince & convert

An ideal strategic 
campaign structure 
on LinkedIn

Each campaign should 
fill the funnel with brand 
content, A/B test lead 
gen content, nurture with 
secondary messaging 
and then re-target to 
convince & convert



Source: IPA Study, Marketing Effectiveness In The Digital Era

Demand gen

0.2%

Brand only

1.5%

1.0%

0.5%

0.0%

Brand & Demand

0.3%

1.2%

Conversion rate

Combining brand 
and demand efforts 
drive higher 
conversion rates

Higher 
Conversion



Source: Les Binet and Peter Field, Media in Focus: Marketing Effectiveness in the Digital Era, IPA, (Figure 02)

Sales uplift 
over base

Sales activation / Short-term sales uplifts Brand-building / Long-term sales growth

Time
Short term effects dominate – 6 months

60%
Brand

40%
Leads

But this takes time. Brand-building and sales 
activation work over different timescales The long game



The long game

The conflict between long and short run metrics

% 
Reporting very 
large effects 
eg. Sponsored 
posts, InMail 
and carousels
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Effects

Direct response wins in the short run, 
but brand wins in the long run

Source: Les Binet and Peter Field, Media in Focus: Marketing Effectiveness in the Digital Era, IPA, (Figure 02)



Awareness

Consideration

Acquisition

Helpful, enjoyable (non-promotional) 
content to generate engagement 
and/or build awareness

High-value content that 
helps to educate during 
decision-making process

Brand/product/service 
specific information to help 
evaluate and affirm selection 

Content Types

Text Ads

Sponsored InMail

Website Retargeting

LinkedIn Lead Gen Forms

LinkedIn Capabilities

Video Sponsored Content

Static Sponsored Content

Lookalike Targeting

Account-Based Marketing

Contact Targeting

Carousel Sponsored Content

Utilizing the full-funnel to it’s greatest 
potential with LinkedIn products



Measure results 
and track ROI
of your brand

STEP 3



Tabbed navigation bar

Pacing indicators

Pre-selected views

Compare creatives 
across campaigns

Breakdowns

View your results via 
Campaign Manager



Understand your 
converting audiences

Measure leads and conversions
from specific audiences:

Company Industry

Company Size

Job Function

Job Seniority

Job Title

Country / Location

Company Name



Understand the brand 
audiences on your website

Website Demographics is a free reporting 
tool that lets you discover what kinds of 
professionals are visiting your website.

Filter your website 
traffic by 8 
professional traits

Company Industry

Company Size

Job Function

Job Seniority

Job Title

Location

Company Name



Thank you


