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Maximize your brand’s
valuation by giving investors
and stakeholders a clear
picture of your brand, value
porop and competitive
differentiators




Key forces which can impact your valuation

Finite capital Showcasing value to Polarizing press
investors




Force #1:

Finite capital

“The issue is the capacity of the
buy side to absorb all
this issuance.”

Renaissance
Capital




Force #2:
Showcasing value to investors

“Institutional investors will rarely visit the
companies they invest in, preferring instead to
rely on information presented at the road
show meetings and other sources.”

i
EY




Force #3:

IPOs spark polarizing press

Uber IPO: Uber loses an

average of 58 cents per
ride - and says it's
ready to go public

CBS News

18 hours ago

Short positions on Lyft
cast shadow over Uber
IPO

Financial Times

23 hours ago

What Pinterest is
hiding, and why it may
getin the way of a
higher stock price

MarketWatch
22 hours ago




LinkedIn is uniguely
positioned to
address these
challenges




Digital media is ingrained in how investors conduct their research
and make investment decisions

Investors that use Investors that use
gital med Y, 989
digital mt.edw o 8 8 /O digital media to /O
make an investment . . .
decision investigate an issue

Source: Brunswick Digital Investor Study, January 2019



63% of investors use LinkedIn as a leading source for research

Leading Sources for Investors
Investigated an issue

81%

73%
55% 56%
48%
43%
33%
23%
16% 16%
Instagram Reddit SlideShare Focebook YouTube Finoncid Twitter Wikipedia LinkedIn Blogs Search Engines
Podcasts

Source: Brunswick Digital Investor Study, January 2019



Media Source Trust Ranked 0 to 10 *

LinkedIn ranks ahead of majority news outlets for investor trust

Bloomberg

The Financial Times
WSJ

BBC

The New York Times
CNBC

CNN

Business Insider
LinkedIn

Blogs

MSNBC

Podcasts

TC

Politico

Fox Business Network
Axios

Twitter

Vox

Fox News

YouTube
SlideShare
Cheddar

Reddit

WhatsApp
Facebook

Question: how much do you trust the following media sources to give you accurate and useful information for your work?
Please rate the following sources on a 0 to 10 point scale, where 0 is the least trustworthy and 10 is the most trustworthy

Source: Brunswick Digital Investor Study, January 2019

WeChat

Instagram



Investors are 6X as likely to turn to
LinkedIn versus other social sources
for deep subject matter education
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How to shape

your IPO narrative
with LinkedIn




Opportunity in the sum of parts

Audience Environment Engagement




Reach 350,000 institutional investors in the U.S. Ausiencs
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People with English as their profile language i :’
: BNY MELLON Vanguard
L
Chief Investment Officer Head of Institutional &

Wealth Management

PIMCO BLACKROCK



Audience

Stakeholder audience goes beyond investors

Finance Opinion Media
Leaders and Journalists

11M estimated 11M estimated 11M estimated
LinkedIn members LinkedIn members LinkedIn members LinkedIn members LinkedIn members
with over

Source: Estimated global Linkedin member base



Leverage LinkedIn’s trusted environment @

Overall Security Legitimacy Community User experience Relevance
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Source: Business Insider Intelligence Digital Trust Report, July 2018



Maximize engagement and establish industry expertise

Corporate
communications




Maximize engagement and establish industry expertise

Executive
thought
leadership

Richard Branson

Founder at Virgin Group




Maximize engagement and establish industry expertise

Amplify
third-party

Linked [

content TOP COMPANIES "8

WHERE THE US WANTS TO WORK NOW




Ensure Quality Engagement with LinkedIn Dato

Evaluate the quality of
engagement with LinkedIn
click demographic data

View: Demographics w  Display: Job title w  Time range: 4/8/2019 - 5/7/2019 w il

member privacy. Learn More

Name C Impressions Clicks <

Chief Executive Officer

5,209 (2.74%)

18 (3.02%)

Optimize targeting toward
your highest value

and most engaged
audience segments

President 4119 (217%) 12 (201%)

Vice President 4,017 (212%) 12 (201%)



VWhat does a pre-
PO/ Sale

marketing
strategy look like?




Comprehensive strategy leading into [PO

Build brand equity
through organic posts

Share relevant business and shares of relevant Promote positive
content via engoging feed news stories press and news
and messaging formats articles to
reach investors
Directly reach investors I
via LinkedIn's targeting

capabilities

Create a LinkedIn

Socialize customer presence for executives
testimonials and videos to showcase thought
in-feed to build trust leadership

Leverage your employee
network to reach influencers
in unique and organic ways

* LinkedIn cannot advise on communication rules and regulations governed by the SEC; recommend legal consultation .

Extend event and conference
presence in the feed to engage
stakeholder audiences

Share regular product
and partnership
updates via Video and
Live Video streams PO




Leading the [PO
Narrative on LinkedIn

1 |dentity key stakeholder
audiences
9 Leverage our trusted

environment

Maximize engagement with a
diverse mix of content
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