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Live Event Ads




What you will learn in this guide

1 Introduction 2 Howitworks ‘ How to set it up

* What are Live Event * How do Live Event *  Getting Started Checklist * Campaign Setup »  Campaign Manager
Ads? Ads Work?
*  Step-by-Step Instructions ¢ Campaign Delivery * Live Event Ads
* What Can You Do with by Godl
Live Event Ads? * Accelerated Delivery * LinkedIn Live
* Retargeting
* Reporting
* Accelerated Delivery
* Support

* Useful Tips

TIP: Use the presentation mode for an interactive experience
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Introducing

Live Event Ads
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Introduction

What are Live
Fvent Ads?

Targeted ads promoting
a LinkedIn event before,
during, and after the
event takes place

GETTING STARTED WITH LIVE EVENTADS

How it works

How to set it up
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6 Introduction How it works How to setit up FAQ Resources @ ‘ e

What are the benetfits of Live Event Ads”?

® !

Build retargeting Increase event Boost event discovery
audiences to drive reach & views & registrations

full-funnel results . .
Drive event discovery

and registrations with
the audience that
matters to you

Deliver an engaging event
livestream or video replay
directly to members' feeds
to amplify awareness and
views in real time

Create audiences based on
registrations, viewership, or
engagement and continue

moving them down the funnel
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6 Introduction How it works How to setit up FAQ Resources @ ‘ Q

\What can you do with Live Event Ads?

Q Run end-to-end promotion for your LinkedIn Events with Q Run ads during your event to convert more memibers into
a dynamic ad experience that automatically adjusts the member live event viewers. You can further amplity reach during
experience before, during and after your LinkedIn Event. Ads can be your event by using Accelerated Delivery
launched with one campaign spanning the before, during and, after
the event or in separate campaigns for each event stage 0 Fxpand the reach of your content with targeted ads after

your event featuring a video replay of your event
Q Set up event ad campaigns with a start time and end time,

in addition to a start date and end date, for more precise ad Q Create retargeting audiences based on event registration,
delivery aligned with your LinkedIn Event ad engagement, and ad views to continue connecting with

your audience and moving them down the funnel
Q Run event ads before your event to drive interest and RSVPs
with single-click event registration directly from the ad.
Event attendees receive reminders leading up to the event
and can be used for retargeting event audiences

GETTING STARTED WITH LIVE EVENT ADS Linked [}
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How Do Live

Event Ads Work?
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6 Introduction

How does
campaign
creation with

Live Event Ads
work’?

GETTING STARTED WITH LIVE EVENTADS

How to set it up FAQ Resources

Create a Linkedln event

Create a campaign with the brand awareness,
engagement, or website visits objective

Select the audience

Select “Event ad” as the ad format

Set the campaign start date, start time, end date, and end time

Complete campaign and ad creation, including inputting the
LinkedIn event you created

Launch your campaign!

Linked [}
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Introduction How to setit up

L ive Event Ad limitations

You will be able to set a start date, end date, start time, and end
time for your campaign. With standard Sponsored Content delivery,
ad delivery will pace your campaign budget over the course of your
campaign with the intention of spending all of the budget by 11:59
PM UTC (6:00 PM PT) on your campaign end date. This means that
it you set your campaign end time to earlier in the day, you will likely
have leftover budget, as ad delivery will be pacing to spend the

budget by the end of the day (11:59 PM UTC). This limitation does
not apply to accelerated delivery

When setting up your ad in Campaign Manager, you will have the
ability to add optional introductory text that’s 600 characters or less.
At this time, this introductory text will appear the same in ads before
the event, during the event, and after the event. As a workaround,
you could create separate campaigns for the three event stages with
different introductory text

GETTING STARTED WITH LIVE EVENTADS

FAQ

Resources

Forecasted results are directional and do not not guarantee
performance. Results vary for campaigns with specific start and

end times. Use with caution for short duration campaigns (i.e. less
than 24 hours)

Ad preview capabilities by event stage (pre, during, post campaign)
are limited to static previews (i.e. do not show live video)

Real time reporting is available for spend, impressions, views, clicks.
Attributed/calculated metrics such as registrations may show a slight
delay

Retargeting is available for paid media promotion (event ad views,

event ad engagement) and overall event registration (retargeting all
registrants for your live event)

Linked [}
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Accelerated delivery limitations

Accelerated delivery, which aims to spend your campaign

budget as quickly as possible, has the following limitations: Accelerated delivery campaigns do not allow users to:

Only supported for the website visits and engagement Increase the campaign duration to over 24 hours

campaign objectives
Change the manual bidding delivery
Can only be used with manual bidding. Only basic bid

recommendations are available Change the litetime bidding strategy

Litetime budget required Turn off accelerated delivery after saving the campaign. If you
wish to change your campaign to standard delivery, you will need

Applies to the entirety of the campaign. If you just want to use :
to create a separate campaign.

accelerated delivery during the live event, you need to create a
separate campaign that runs during the event

Does not guarantee your entire budget will be spent. The
campaign is still subject to market conditions

Accelerated delivery is in Public Beta. Please use caution and
monitor your campaigns to ensure delivery and performance
matches intended spend limits.

Accelerated delivery campaigns must be no longer than 24 hours
and can run for as little as 1 hour.
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How to Use

Live Event Ads
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@ Introduction

Before you go
any further...

Here is a checklist
of everything that
you will need to
get started

GETTING STARTED WITH LIVE EVENTADS

How it works How to set it up

Have you created your LinkedIn Live Event?
Confirm that you:

Set up your event with “LinkedIn Live” as the
event format

Added a registration form if you're hosting your
event on behalf of a LinkedIn Page (optional)

Invited speakers for your event and linked their
speaker profiles

Added a backgroundimage and event details
for your event page

Are you planning to stream a LinkedIn Live event
through a third-party video broadcasting tool?
Confirm that your streaming tool
and broadcast is set up:
LinkedIn Live custom streaming for
broadcasters

FAQ Resources (¢ ) ‘ ©

Do you have the permissions required to create
and manage a LinkedIn Live event ad campaign?
Double check that you have the following
permissions:

LinkedIn Live access

Campaign Manager access or higher
on the ad account

A LinkedIn Page or Showcase Page
associated with your ad account

Super admin, content admin, or Sponsored
Content poster access on the LinkedIn Page

Are you creating your first LinkedIn

Live ad campaign?
Your campaign must be created after your
LinkedIn Page or Showcase Page
receives LinkedIn Live access. Once LinkedIn Live
access has been granted, you will see Live Event
Ads as a selectable option in Campaign Manager.

Linked [}
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6 Introduction

How it works

How to set it up

Resources (¢ ‘ ©

Set up your Live Event Ad Campaigns to achieve your goals

Maximize Registrations

You want to maximize
members registering
for your event

»

GETTING STARTED WITH LIVE EVENTADS

e |

Maximize Live Views

You want to maximize members
viewing your LinkedIn Live during
the livestream

»

Maximize Lifetime Views

You want to maximize total
views of your LinkedIn live
video, regardless of when the
views take place

»

Linked [}
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Maximizing

Registrations

GETTING STARTED WITH LIVE EVENT ADS Linked IIH 14



6 Introduction How it works

Create an event

1. Navigate to the Page. Click the “+" icon
next to Events on the left side of the Page

2. Upload a coverimage

3. Select “Online” for the event type, and
select “LinkedIn Live” as the event format

4. |nput the event details: name, time zone,
start date, start time, end date, end time,
description, and speakers

0. Finish creating the event

How to setit up

FAQ

Create an event

==
o
=Y

Upload cover image

event type
o Online
-

’ Linkedin Live

Tip: To maximize attendees and views during testing, leave “Use a LinkedIn registration form” unselected. Using a LinkedIn

==

GETTING STARTED WITH LIVE EVENTADS

registration form will require that members complete the form to view the event before, during, and after the event.

Resources (¢ ‘ ©

Maximizing Registrations

Linked [}
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6 Introduction

How it works

Create a new campaign

1. Navigate to the correct ad account

in Campaign Manager

2. Click “Create” then “Campaign”

3. Select or create a Campaign Group

then click “Next”

[ cAMPAIGN MANAGER

® Account for Event Lea...

O Plan

¢ Advertise

A Test

il. Analyze

.‘. Assets

* Account settings

) Company page

Il Business manager

Campaign Groups Campaigns

impaign group tal campaigns

H b .
Campaign Filters (1) Columns: Performance v

Campaign Group Group Name Status O

Account ) group -

mpaign Group .  Active |

ID: 611281096 @ Not running

Linkedfll] Linkedin Corporation @ 2023

Resources

Maximizing Registrations

Performance Chart Demographics Export

Breakdown ¥ Time range: 12/19/2022 - 1/17/2023 ~

”~

Spent O Impressions O Clicks C
$0.00 0 0

$0.00 0 0

Show 15 per page ¥

Help center Certified partners Accessibility Privacy & terms

Tip: You can create one campaign for end-to-end promotion or separate campaigns for different event stages (e.g., pre-event, during the event, and post-
v event). If you wish to see campaign metrics broken out by pre-event, during the event, and post-event, create separate campaigns for each stage.

GETTING STARTED WITH LIVE EVENTADS
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@ Introduction How it works How to set it up FAQ

Select the
campaign objective

Default Campaign Group
Untitled Campaign

Select Campaign Group Objective®

Let’s get started! Select the objective that best fits your goals below.

Select “Brand awareness,” “Website setup Campoan Awareness Consideration Conversions

visits,” or “Engagement”

Job applicants

Back to account

¥ Tip: Live Event Ads can be used with the Brand awareness,” “Website visits,” or “Engagement” campaign objectives
v

GETTING STARTED WITH LIVE EVENTADS

Resources (¢ ‘ ©

Maximizing Registrations

New Campaign

Linked [}

17



Introduction How it works How to setit up FAQ Resources @ ‘ Q

Maximizing Registrations

elect the target

° Select Campaign Group Audience Saved Audiences ¥ M Audiences ¥ :‘_': Forecasted results @
O U d -I e I I Ce R Create a new audience Target audience size
Set up Campaign 200,000,000+
Objective selection Where is your target audience? vy 7-day 30-day
Audience
Set your target audience Ad format Eocadons (eckot b bemen)

Placement United States $1,1700.00 - $3,000.00 ©

Budget & schedule 30-day reach LGLEEL
Exclude people in other locations

Conversion tracking " 110,000 - 480,000

Your audience has their Profile Language set to | English : .
reacnedad

$7.95 - $11.92

Who is your target audience? Forecasted results are directional estimates and
jo not ¢ 3 ice. Learn more

Start building your audience by searching for attributes of professionals you

Close Is this information
want to reach No

helpful?

Back to account ;
Q Search Learn more about matched audiences

List upload
Audiences

&

Audience attributes
Add targeting criteria like

naustry

¥ Tip: Work with your LinkedIn account team to discuss audience strategy for your campaigns
v

GETTING STARTED WITH LIVE EVENT ADS Linked [}



6 Introduction How it works

Select the budget
& schedule

1. Set your campaign budget

2. Forschedule, select to set a campaign
start and end date. Input your time
zone, campaign start date, campaign
start time, campaign end date, and
campaign end time

3. Set your campaign optimization godal
and bidding strategy.

[l campaicn MANAGER

Default Group

< Website visits

Step 1
Set up campaign

« [Ohbjactive

& PFlacament

* Budget & Schedule

Set up ads

= ||'|- -'h
Review & Launch

e 1) @0

Maximizing Registrations

- Feb 1, 2023

Fa - . .
\ ) Run campaign continuousky

0 et a start and end date

TimeEzore

(UTC) Coordinate Universal Time - ©

Start date Start time End date End tima

| 7naf2024 BO00PM w THNa2024 T30 P W

Your ad will run for 3.5 hours and spend na more than $1,000.00 tota

ended for event cCampagns runming i

Bidding

Optimization goal @

\ Landing page clicks = |

Bidding strategy @

-;':_x: Cost cap - Get as many results as possible while staying under your desired maximum cost per result
' Manual bidding - Control your bids in the auction

| Enabla bid adjustmant for high-value clicks @

Forecasted Results &)

larget audience size
20,000,000+

1-day T-day A0-day

1-day spend

$800.00 - $1,000.00
1-0ay Impregsion:
1,300 - 5,200

CTH

0.72% -1.2%

e sl ey Result

12 - 50

Tip: Ad delivery will pace your campaign budget over the course of your campaign with the intention of spending all of the budget by 11:59 PM UTC (5:00 PM PT) on

==

will be pacing to spend the budget by the end of the day. This ad delivery pacing does not apply to accelerated delivery.

GETTING STARTED WITH LIVE EVENTADS

your campaign end date. This means that if you set your campaign end time to earlier in the day (e.g. 11:58 PM UTC), you will likely have leftover budget, as ad delivery

Linked [}
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6 Introduction How it works

Create your event ad

1. Click “Create new ad”

2. Ityou'd like, give the ad a name and
introductory text (both are optional)

3. Copy and paste the URL for the
LinkedIn event you created

4. Make sure “Add to campaign”is
checked, then click “Save ad”

How to setit up

FAQ

— Create a new Event ad for this campaign

Name this ad (optional)

Fig And Fig

160 followers

Ad Name Here (Optional)|

Promoted

Sample text here (optional).

Introductory text (optional)

Sample text here (optional).

LinkedIn event URL

Test Event

Cancel

23/255

28/600

Today, 6:00 PM - 7:00 PM

Test Event
@t Online

0 1 attendee

Resources

Maximizing Registrations

P
| View event )
N /

Add to campaign @

Tip: At this time, this introductory text will appear the same in ads before the event, during the event, and after the event. \We recommend adding
v introductory text that is relevant for all three stages, creating three different campaigns (one for each stage), or not adding any introductory text.

GETTING STARTED WITH LIVE EVENTADS
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6 Introduction How it works

Review your ad

1. Review your campaign. To edit or
poreview an ad, click the three dots to
the right of the ad

2. Click “Next”

GETTING STARTED WITH LIVE EVENTADS

.

Default Campaign Group
Brand awareness - Jan 17,2023 2

Select Campaign Group Ads in this campaign

Step 2 Search
Set up Campaign

EVENTADS @
Objective selection

Audience Ad Name Here (Optional)
Ad format No Image Test Event

Sample text here (optional).
Placement

EFEvent . Dirac .\ s conten
Event ad - Direct sponsored conten

Budget & schedule

Conversion tracking

Step 3 Previous
Set up Ads

e Event

@ Your ad has been saved successfully.

S Te—

Review & Launch

Resources (¢ ‘ ©

Maximizing Registrations

Create new ad Browse existing content

Billing
information
needed

Save and exit m

Linked [}
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Introduction How it works

Review & launch
your campaign

1. Review dll of your campaign settings

2. Click “Launch campaign”

GETTING STARTED WITH LIVE EVENTADS

How to setit up

FAQ Resources (¢ ‘ ©

Maximizing Registrations

Default Campaign Group
Brand awareness - Jan 17,2023 2

Select Campaign Group

Set up Campaign

¢ Objective selection
Audience
Ad format
Placement
Budget & schedule

Conversion tracking

Set up Ads

e Event

Review & Launch

Back to account

Event ad

v/ LinkedIn X LinkedIn Audience Network - N/A

BUDGE

Daily Budget Schedule Bid type

$100.00 Run continuously starting 1/17/2023 Automated bid

No conversions added

Description here.
Sample text here (optional). Billing information needed

Creative name: Ad Name Here (Optional

No Image

By clicking Launch Campaign, you agree that the most recent version of the Linkedin Ads Agreement and Advertising Guidelines apply to your
ongoing use of the Ads Services, including this campaign.

Previous Save and exit Launch campaign

Help center

Linked [}
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Introduction How it works

O

Review reporting
by event stage

We recommmend viewing campaign
metrics in Campaign Manager and
analytics for the event.

If you used one campaign, you will see
aggregated reporting across all event
stages. If you wish to see campaign
metrics broken out by pre-event, during
the event, and post-event, use the event
stage breakdown.

How to setit up

in Campaign Manager

Flexis Media
1234567891234 Active

¢ Plan

| ¢ Advertise

Q Test

s Analyze

:®. Recommendations

m Assets

Settings

Company page

Business Manager

& Campaign groups
o

OfffOn Campaign Name _

D 2 campaigns

m Event Campaign
°1D: 155405706 - Lead Generation

Pre-event

During-event

Post-event

[ 1+ Lead gen - Tech execs Q2
ID; 1565405706 - Lead Generation

[:| 4+ Lead gen - Tech execs Q2
ID: 155405706 « Lead Generation

FAQ

Resources

Maximizing Registrations

B3 Campaigns for 1 group 3 total &3 Ads for 1 group

- N
( Reports ) ( Export )
o - s

Filters w Columns: Budget & Bidw  Breakdown + Time Range: 03/18/192 - 04/18/19 «=

Status Delivery C Campaign Group © Spent Key Results Z Cost Per

$3,342.00 100 —

O f‘cl""e Flexis $334200 7°
Optimizing e

$342.00
$1,50000 Y

$1,500.00 Y

Active

Tip: During the LinkedIn Live, the only view metrics available are for video views or completions. After the Linked|n Live, view percentage metrics will also be available

v (e.g.25%, 50%, 75%). View percentage metrics are not available during the LinkedIn Live since the full video length is not yet available due to the video still actively streaming.

GETTING STARTED WITH LIVE EVENTADS
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@ Introduction How it works How to setit up Resources @ ‘ Q

Maximizing

Live Views
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6 Introduction How it works

Create an event

1. Navigate to the Page. Click the “+" icon
next to Events on the left side of the Page

2. Upload a coverimage

3. Select “Online” for the event type, and
select “LinkedIn Live” as the event format

4. |nput the event details: name, time zone,
start date, start time, end date, end time,
description, and speakers

0. Finish creating the event

How to setit up

FAQ

Create an event

==
o
=Y

Upload cover image

event type
o Online
-

’ Linkedin Live

Tip: To maximize attendees and views during testing, leave “Use a LinkedIn registration form” unselected. Using a LinkedIn

==

GETTING STARTED WITH LIVE EVENTADS

registration form will require that members complete the form to view the event before, during, and after the event.

Resources (¢ ‘ ©

Maximizing Live Views

Linked [}
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6 Introduction How it works

Select the budget
& schedule

1. Set your campaign budget

2. Forschedule, select to set a campaign
start and end date. Input your time
zone, campaign start date, campaign
start time, campaign end date, and
campaign end time

3. Set your campaign optimization godal
and bidding strategy.

[l campaicn MANAGER

Default Group

< Website visits

Step 1
Set up campaign

« [Ohbjactive

& PFlacament

* Budget & Schedule

Set up ads

= ||'|- -'h
Review & Launch

- Feb 1, 2023

Fa - . .
\ ) Run campaign continuousky

0 et a start and end date

TimeEzore

(UTC) Coordinate Universal Time - ©

Start date Start time End date End tima

| 7naf2024 BO00PM w THNa2024 T30 P W

Your ad will run for 3.5 hours and spend na more than $1,000.00 tota

ended for event cCampagns runming i

Bidding

Optimization goal @

\ Landing page clicks = |

Bidding strategy @

-;':_x: Cost cap - Get as many results as possible while staying under your desired maximum cost per result
' Manual bidding - Control your bids in the auction

| Enabla bid adjustmant for high-value clicks @

e 1) @0

Maximizing Live Views

Forecasted Results &)

larget audience size
20,000,000+

1-day T-day A0-day

1-day spend

$800.00 - $1,000.00
1-0ay Impregsion:
1,300 - 5,200

CTH

0.72% -1.2%

e sl ey Result

12 - 50

Tip: Ad delivery will pace your campaign budget over the course of your campaign with the intention of spending all of the budget by 11:59 PM UTC (5:00 PM PT) on

==

will be pacing to spend the budget by the end of the day. This ad delivery pacing does not apply to accelerated delivery.

GETTING STARTED WITH LIVE EVENTADS

your campaign end date. This means that if you set your campaign end time to earlier in the day (e.g. 11:58 PM UTC), you will likely have leftover budget, as ad delivery

Linked [}
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Introduction How it works

O

Create a new campaign

1. Navigate to the correct ad account
in Campaign Manager

2. Click “Create” then “Campaign”

3. Select or create a Campaign Group
then click “Next”

It you are using Accelerated Delivery to
maximize live views of your LinkedIn
Live, we recommend creating 3
campaigns, one for each event stage
(l.e., pre-event, during the event, and
post-event)

[ cAMPAIGN MANAGER

® Account for Event Lea...

O Plan

¢ Advertise

é Test

il Analyze

.‘. Assets

* Account settings

) Company page

Il Business manager

€

Campaign Groups

r N 2 ~
Campaign , D Filters (1)

Campaign Group Group Name O

~

Account 1 group

mpaign Group
CID: 611281096

Linkedfll] Linkedin Corporation ® 2023

Campaigns

Columns: Performance v
Status O
@ Not running

Resources

Maximizing Live Views

Performance Chart Demographics Export

Breakdown ¥ Time range: 12/19/2022 - 1/17/2023 ~

”~

Spent O

”~ ~

Impressions O Clicks O

$0.00 0 0

$0.00 0 0

Show 15 per page ¥

Help center Certified partners

Tip: You can create one campaign for end-to-end promotion or separate campaigns for different event stages (e.g., pre-event, during the event, and post-
v event). If you wish to see campaign metrics broken out by pre-event, during the event, and post-event, create separate campaigns for each stage.

GETTING STARTED WITH LIVE EVENTADS
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@ Introduction How it works How to set it up FAQ

Select the
campaign objective

Default Campaign Group
Untitled Campaign

Select Campaign Group Objective®

Let’s get started! Select the objective that best fits your goals below.

Pre-event & post-event campaigns: et up Campsion il Consideration  Conversions

e Objective selection

ead generation

*  Select “Brand awareness,” “Welbsite
visits,” or “Engagement”

"During event" campaign with
Accelerated Delivery:

e Se]eCt “WebSite V].S].ts," | Back to account
éé 44
or “Engagement

Tip: Live Event Ads can be used with the Brand awareness,” “Welbsite visits,” or “Engagement” campaign objectives.
To enable Accelerated Delivery, your campaign must have the Engagement or Website visits objective.

==

GETTING STARTED WITH LIVE EVENTADS

Resources (¢ ‘ ©

Maximizing Live Views

New Campaign

Linked [}
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Introduction How it works How to setit up FAQ Resources @ ‘ Q

Maximizing Live Views

elect the target

° Select Campaign Group Audience Saved Audiences ¥ M Audiences ¥ :‘_': Forecasted results @
O U d -I e I I Ce R Create a new audience Target audience size
Set up Campaign 200,000,000+
Objective selection Where is your target audience? vy 7-day 30-day
Audience
Set your target audience Ad format Eocadons (eckot b bemen)

Placement United States $1,1700.00 - $3,000.00 ©

Budget & schedule 30-day reach LGLEEL
Exclude people in other locations

Conversion tracking " 110,000 - 480,000

Your audience has their Profile Language set to | English : .
reacnedad

$7.95 - $11.92

Who is your target audience? Forecasted results are directional estimates and
jo not ¢ 3 ice. Learn more

Start building your audience by searching for attributes of professionals you

Close Is this information
want to reach No

helpful?

Back to account ;
Q Search Learn more about matched audiences

List upload
Audiences

&

Audience attributes
Add targeting criteria like

naustry

¥ Tip: Work with your LinkedIn account team to discuss audience strategy for your campaigns
v

GETTING STARTED WITH LIVE EVENT ADS Linked [}



6 Introduction How it works

Pre-event & post-event campaigns:

Select the budget
& schedule

1. Set your campaign budget

2. For schedule, select to set a campaign
start and end date. Input your time
zone, campaign start date, campaign
start time, campaign end date, and
campaign end time

3. Set your campaign optimization goal
and bidding strategy.

) cAMPAIGN MANAGER

Default Group 2

€ Website visits - Feb 1, 2023 2

atep 1

Set up campaign Budget & Schedule

Budget

Set both a daily and lifetime budget

Daily budget

s Budget & Schedule
e . $100.00

Schedule

Step 2 Run campaign continuously

Set up ads o Set a start and end date

Timezone
(UTC - 05:00) Eastern Time (U5 and Canada)

Step 3 . .
Review & Launch Start date Start time End date End time

N/5/2022 12:00 PM - | /242022 12:00 Ak

3ign will run for 19 days starting from November 5, 2022. Your campaign will spend up to

Your campalg
$1,900.00 total. We recommend letting your campaign rur

Bidding
Optimization goal (&

Landing page clicks (recommended)

Bidding strategy &

o Maximum delivery [Automated) - Get the most results possible with your full budget

Target cost - Get the most results while staying near your cost goal

Resources (¢ ‘ ©

Maximizing Live Views

Actions «

Forecasted Results &

30,000,000+
1-day 7-day 30-day

1-day spend
$12.00 - $30.00

1,300 - 5,200

CTR
0.72% - 1.2%

1-day clicks WICIE=TX

12 - 50

Tip: Ad delivery will pace your campaign budget over the course of your campaign with the intention of spending all of the budget by 11:59 PM UTC (5:00 PM PT) on

==

will be pacing to spend the budget by the end of the day. This ad delivery pacing does not apply to accelerated delivery.

GETTING STARTED WITH LIVE EVENTADS

your campaign end date. This means that if you set your campaign end time to earlier in the day (e.g. 11:58 PM UTC), you will likely have leftover budget, as ad delivery
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6 Introduction How it works How to set it up FAQ

"During event" campaign with Accelerated Delivery:

Select the budget
& SC h ed U-‘ e € \Website visits - Feb 1, 2023

atep 1

Set up campaign Budget & Schedule

1. Under budget, select “Set a lifetime budget.” Set your e "-—___
budget and schedule. Your campaign flight should R
be at least 60 minutes (you're welcome to pause at
any time) - O o canpsnconicuty

Setup ads

Daily budget

= Budget & Schedule
e . $100.00

o Set a start and end date

Timezone

2. Under Bidding strategy, select “Manual bidding” (you

(UTC - 05:00) Eastern Time (U5 and Canada)

may need to click “Show additional options”) e ] Do - ez oo
3. Click “Enable accelerated delivery”* and set your Yourcamoaign il un or 19 days stating from Novernber 5, 2022, Your campaign vl spend uo:
bid**. We also recommend selecting “Enable big Bidcing
. o o Optimization goal &
Od]USt for h]gh_VO]Ue C]]Cksn Landing pageilicks (recommended)

Bidding strategy &

*To enable accelerated delivery, your campaign must have the
Engagement or Website visits objective

Target cost - Get the most results while staying near your cost goal

** LinkedIn uses a second-price auction system. You can learn more here

o Maximum delivery [Automated) - Get the most results possible with your full budget

Resources (¢ ‘ ©

Maximizing Live Views

Actions =

Forecasted Results &

lrarget audience SIEe
30,000,000+
1-day 7-day 30-day

$12.00 - $30.00
1-day impressions
1,300 - 5,200
CTR

0.72% - 1.2%

1-day clicks W INELEAT]

12 - 50

¥ Tip: Accelerated Delivery maximizes reach and delivery during an event by spending your budget as quickly as possible. This will likely result in more views but a higher CPV.
v
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6 Introduction How it works How to setit up FAQ Resources @ ‘ e

Maximizing Live Views

Create your event ad

— Create a new Event ad for this campaign

. @ Fig And Fig
1. Click “Create new ad” Name this ad (optional) e

Promoted
Ad Name Here (Optional)|

Sample text here (optional).

2. |f yOU’d hke, g]Ve the Gd O nOme Ond Introductory text (optional) s
introductory text (both are optional) Sample text here (optonal.
28/600
3. Copy and paste the URL for the RONp—

LinkedIn event you created Test Event

4. Make sure “Add to campaign”is

-

checked, then click “Save ad” (View event )

Test Event
@t Online

1‘ ; 1 attendee
Cancel Add to campaign @ Create

Tip: At this time, this introductory text will appear the same in ads for the duration of the campaign. If you are creating three
v different campaigns for the three event stages, you can add introductory text that is relevant to each stage.

GETTING STARTED WITH LIVE EVENT ADS Linked [}



6 Introduction How it works

Review your ad

1. Review your campaign. To edit or
poreview an ad, click the three dots to
the right of the ad

2. Click “Next”

GETTING STARTED WITH LIVE EVENTADS

.

Default Campaign Group
Brand awareness - Jan 17,2023 2

Select Campaign Group Ads in this campaign

Step 2 Search
Set up Campaign

EVENTADS @
Objective selection

Audience Ad Name Here (Optional)
Ad format No Image Test Event

Sample text here (optional).
Placement

EFEvent . Dirac .\ s conten
Event ad - Direct sponsored conten

Budget & schedule

Conversion tracking

Step 3 Previous
Set up Ads

e Event

@ Your ad has been saved successfully.

S Te—

Review & Launch

Resources (¢ ‘ ©

Maximizing Live Views

Create new ad Browse existing content

Billing
information
needed

Save and exit m

Linked [}
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Introduction How it works

Review & launch
your campaign

1. Review dll of your campaign settings

2. Click “Launch campaign”

GETTING STARTED WITH LIVE EVENTADS

How to setit up

FAQ Resources (¢ ‘ ©

Maximizing Live Views

Default Campaign Group
Brand awareness - Jan 17,2023 2

Select Campaign Group

Set up Campaign

Objective selection
Audience

Ad format
Placement

Budget & schedule

Conversion tracking

Set up Ads

e Event

Review & Launch

Back to account

Event ad

v/ LinkedIn X LinkedIn Audience Network - N/A

BUDGE

Daily Budget Schedule Bid type

$100.00 Run continuously starting 1/17/2023 Automated bid

No conversions added

Description here.
Sample text here (optional). Billing information needed

Creative name: Ad Name Here (Optional

No Image

By clicking Launch Campaign, you agree that the most recent version of the Linkedin Ads Agreement and Advertising Guidelines apply to your
ongoing use of the Ads Services, including this campaign.

Previous Save and exit Launch campaign

Help center

Linked [}
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Introduction How it works

O

Review reporting
by event stage

We recommmend viewing campaign
metrics in Campaign Manager and
analytics for the event.

If you used one campaign, you will see
aggregated reporting across all event
stages. If you wish to see campaign
metrics broken out by pre-event, during
the event, and post-event, use the event
stage breakdown.

How to setit up

in Campaign Manager

Flexis Media
1234567891234 Active

¢ Plan

| ¢ Advertise

Q Test

s Analyze

:®. Recommendations

m Assets

Settings

Company page

Business Manager

& Campaign groups
o

OfffOn Campaign Name _

D 2 campaigns

m Event Campaign
°1D: 155405706 - Lead Generation

Pre-event

During-event

Post-event

[ 1+ Lead gen - Tech execs Q2
ID; 1565405706 - Lead Generation

[:| 4+ Lead gen - Tech execs Q2
ID: 155405706 « Lead Generation

FAQ

Resources

Maximizing Live Views

B3 Campaigns for 1 group 3 total &3 Ads for 1 group

- N
( Reports ) ( Export )
o - s

Filters w Columns: Budget & Bidw  Breakdown + Time Range: 03/18/192 - 04/18/19 «=

Status Delivery C Campaign Group © Spent Key Results Z Cost Per

$3,342.00 100 —

O f‘cl""e Flexis $334200 7°
Optimizing e

$342.00
$1,50000 Y

$1,500.00 Y

Active

Tip: During the LinkedIn Live, the only view metrics available are for video views or completions. After the Linked|n Live, view percentage metrics will also be available

v (e.g.25%, 50%, 75%). View percentage metrics are not available during the LinkedIn Live since the full video length is not yet available due to the video still actively streaming.
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Maximizing

Lifetime Views
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6 Introduction How it works

Create an event

1. Navigate to the Page. Click the “+" icon
next to Events on the left side of the Page

2. Upload a coverimage

3. Select “Online” for the event type, and
select “LinkedIn Live” as the event format

4. |nput the event details: name, time zone,
start date, start time, end date, end time,
description, and speakers

0. Finish creating the event

How to setit up

FAQ

Create an event

==
o
=Y

Upload cover image

event type
o Online
-

’ Linkedin Live

Tip: To maximize attendees and views during testing, leave “Use a LinkedIn registration form” unselected. Using a LinkedIn

==

GETTING STARTED WITH LIVE EVENTADS

registration form will require that members complete the form to view the event before, during, and after the event.

Resources (¢ ‘ ©

Maximizing Lifetime Views

Linked [}

37



6 Introduction

How it works

Create a new campaign

1. Navigate to the correct ad account

in Campaign Manager

2. Click “Create” then “Campaign”

3. Select or create a Campaign Group

then click “Next”

[ cAMPAIGN MANAGER

® Account for Event Lea...

O Plan

¢ Advertise

A Test

il. Analyze

.‘. Assets

* Account settings

) Company page

Il Business manager

Campaign Groups Campaigns

impaign group tal campaigns

H b .
Campaign Filters (1) Columns: Performance v

Campaign Group Group Name Status O

Account ) group -

mpaign Group .  Active |

ID: 611281096 @ Not running

Linkedfll] Linkedin Corporation @ 2023

Resources

Maximizing Lifetime Views

Performance Chart Demographics Export

Breakdown ¥ Time range: 12/19/2022 - 1/17/2023 ~

”~

Spent O Impressions O Clicks C
$0.00 0 0

$0.00 0 0

Show 15 per page ¥

Help center Certified partners Accessibility Privacy & terms

Tip: You can create one campaign for end-to-end promotion or separate campaigns for different event stages (e.g., pre-event, during the event, and post-
v event). If you wish to see campaign metrics broken out by pre-event, during the event, and post-event, create separate campaigns for each stage.

GETTING STARTED WITH LIVE EVENTADS
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@ Introduction How it works How to set it up FAQ

Select the
campaign objective

Default Campaign Group
Untitled Campaign

Select Campaign Group Objective®

Let’s get started! Select the objective that best fits your goals below.

Select “Brand awareness,” “Website setup Campoan Awareness Consideration Conversions

visits,” or “Engagement”

Job applicants

Back to account

¥ Tip: Live Event Ads can be used with the Brand awareness,” “Website visits,” or “Engagement” campaign objectives
v

GETTING STARTED WITH LIVE EVENTADS

Resources (¢ ‘ ©

Maximizing Lifetime Views

New Campaign

Linked [}
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Introduction How it works How to setit up

Select the target
audience

Step 1
Select Campaign Group

Step 2
Set up Campaign

Set your target audience o
Bjcj:‘:e{:schedule

Conversion tracking

Back to account

¥ Tip: Work with your LinkedIn account team to discuss audience strategy for your campaigns
v

GETTING STARTED WITH LIVE EVENTADS

FAQ

Audience Saved Audiences ¥ @ Audiences ¥

Create a new audience

Where is your target audience?

Locations (Recent or Permanent)

United States

Exclude people in other locations

Your audience has their Profile Language set to | English v |@

Your audience size will vary depending on the language selected here. English may be selected
as the default language, even in areas where a local language is available, to reach all users in
the region.

Who is your target audience?

Start building your audience by searching for attributes of professionals you

|
want to reach o8

Q Search Learn more about matched audiences

List upload
Audiences
Use your data to retarget website
visitors or reach known contacts and
accounts

Lookalike
Retargeting

Third party
Audience attributes

Resources (¢ ‘ ©

Maximizing Lifetime Views

Forecasted results @

Target audience size

7-day 30-day

Forecasted results are directional estimates and
do not guarantee performance. Learn more

Is this information

Yes No

helpful?

o

Linked [}
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Introduction How it works How to setit up

Select the ad
format

Step 1
Select Campaign Group

Set up Campaign
Objective selection

Audience

Select “Event ads” as the ad format Vo

Placement
Budget & schedule

Conversion tracking

Back to account

GETTING STARTED WITH LIVE EVENTADS

FAQ Resources

Maximizing Lifetime Views

Ad format

Choose your ad forme

Single image ad Carousel image ad Video ad

Event ad ‘ =S

B =
Create ads using your LinkedIn Event that will ‘ .
show up in the feed Document ad Conversation ad

Event ad

Your Linkedin Audience Network setting has been disabled as it is not available for the ad format you selected.

Placements

Show your ads to the right people in the right places. We will optimize delivery of your ads across all available placements based on where
we estimate you'll get the most reach.

Selected placements: LinkedIn

Linked [}
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6 Introduction How it works How to setit up FAQ Resources @ ‘ e

Maximizing Lifetime Views

Select the budget S

Default Group 2

& SC h ed U-‘ e € Website visits - Feb 1, 2023 2 | Actions ¥

atep 1

Set up campaign Budget & Schedule Forecasted Results ®
L. Set your campaign budget e e — D ance 12
2. For schedule, select to set a campaign
start and end date. Input your time s B
zone, campaign start date, campaign B ° S
start time, campaign end date, and A e N Bge—
3. Set your campaign optimization godal aann
and bidding strategy.

Bidding strategy &

o Maximum delivery [Automated) - Get the most results possible with your full budget

Target cost - Get the most results while staying near your cost goal

Tip: Ad delivery will pace your campaign budget over the course of your campaign with the intention of spending all of the budget by 11:59 PM UTC (5:00 PM PT) on
your campaign end date. This means that if you set your campaign end time to earlier in the day (e.g. 11:58 PM UTC), you will likely have leftover budget, as ad delivery
will be pacing to spend the budget by the end of the day. This ad delivery pacing does not apply to accelerated delivery.

==
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6 Introduction How it works

Create your event ad

1. Click “Create new ad”

2. Ityou'd like, give the ad a name and
introductory text (both are optional)

3. Copy and paste the URL for the
LinkedIn event you created

4. Make sure “Add to campaign”is
checked, then click “Save ad”

How to setit up

FAQ

— Create a new Event ad for this campaign

Name this ad (optional)

Fig And Fig

160 followers

Ad Name Here (Optional)|

Promoted

Sample text here (optional).

Introductory text (optional)

Sample text here (optional).

LinkedIn event URL

Test Event

Cancel

23/255

28/600

Today, 6:00 PM - 7:00 PM

Test Event
@t Online

0 1 attendee

Resources

Maximizing Lifetime Views

P
| View event )
N /

Add to campaign @

Tip: At this time, this introductory text will appear the same in ads before the event, during the event, and after the event. \We recommend adding
v introductory text that is relevant for all three stages, creating three different campaigns (one for each stage), or not adding any introductory text.

GETTING STARTED WITH LIVE EVENTADS
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6 Introduction How it works

Review your ad

1. Review your campaign. To edit or
poreview an ad, click the three dots to
the right of the ad

2. Click “Next”

GETTING STARTED WITH LIVE EVENTADS

.

Default Campaign Group
Brand awareness - Jan 17,2023 2

Select Campaign Group Ads in this campaign

Step 2 Search
Set up Campaign

EVENTADS @
Objective selection

Audience Ad Name Here (Optional)
Ad format No Image Test Event

Sample text here (optional).
Placement

EFEvent . Dirac .\ s conten
Event ad - Direct sponsored conten

Budget & schedule

Conversion tracking

Step 3 Previous
Set up Ads

e Event

@ Your ad has been saved successfully.

S Te—

Review & Launch

Resources (¢ ‘ ©

Maximizing Lifetime Views

Create new ad Browse existing content

Billing
information
needed

Save and exit m

Linked [}
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Introduction How it works

Review & launch
your campaign

1. Review dll of your campaign settings

2. Click “Launch campaign”

GETTING STARTED WITH LIVE EVENTADS

How to setit up

FAQ Resources (¢ ‘ ©

Maximizing Lifetime Views

Default Campaign Group
Brand awareness - Jan 17,2023 2

Select Campaign Group

Set up Campaign

¢ Objective selection
Audience
Ad format
Placement
Budget & schedule

Conversion tracking

Set up Ads

e Event

Review & Launch

Back to account

Event ad

v/ LinkedIn X LinkedIn Audience Network - N/A

BUDGE

Daily Budget Schedule Bid type

$100.00 Run continuously starting 1/17/2023 Automated bid

No conversions added

Description here.
Sample text here (optional). Billing information needed

Creative name: Ad Name Here (Optional

No Image

By clicking Launch Campaign, you agree that the most recent version of the Linkedin Ads Agreement and Advertising Guidelines apply to your
ongoing use of the Ads Services, including this campaign.

Previous Save and exit Launch campaign

Help center

Linked [}
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Introduction How it works

O

Review reporting
by event stage

We recommmend viewing campaign
metrics in Campaign Manager and
analytics for the event.

If you used one campaign, you will see
aggregated reporting across all event
stages. If you wish to see campaign
metrics broken out by pre-event, during
the event, and post-event, use the event
stage breakdown.

How to setit up

in Campaign Manager

Flexis Media
1234567891234 Active

¢ Plan

| ¢ Advertise

Q Test

s Analyze

:®. Recommendations

m Assets

Settings

Company page

Business Manager

& Campaign groups
o

OfffOn Campaign Name _

D 2 campaigns

m Event Campaign
°1D: 155405706 - Lead Generation

Pre-event

During-event

Post-event

[ 1+ Lead gen - Tech execs Q2
ID; 1565405706 - Lead Generation

[:| 4+ Lead gen - Tech execs Q2
ID: 155405706 « Lead Generation

FAQ

Resources

Maximizing Lifetime Views

B3 Campaigns for 1 group 3 total &3 Ads for 1 group

- N
( Reports ) ( Export )
o - s

Filters w Columns: Budget & Bidw  Breakdown + Time Range: 03/18/192 - 04/18/19 «=

Status Delivery C Campaign Group © Spent Key Results Z Cost Per

$3,342.00 100 —

O f‘cl""e Flexis $334200 7°
Optimizing e

$342.00
$1,50000 Y

$1,500.00 Y

Active

Tip: During the LinkedIn Live, the only view metrics available are for video views or completions. After the Linked|n Live, view percentage metrics will also be available

v (e.g.25%, 50%, 75%). View percentage metrics are not available during the LinkedIn Live since the full video length is not yet available due to the video still actively streaming.
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Retargeting
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6 Introduction How it works How to setit up FAQ Resources @ ‘ e

Create engagement
Or V-ieW bO Sed & Create event audience

Create an audience of people who engaged with your event. Learn more

retargeting audiences

Prospect audience

L. Navigate to Campaign Manager. How did they engage?

i

v People who marked themselves as "attending" the event

2. \_J nder ! D]CII’]“ CﬁCk ”AUdienceS“ People who viewed at least 2 seconds of your event ad

People who viewed at least 25% of your event ad

People who viewed at least 50% of your event ad

3. CﬁCk “CI’eCIJ[e GUdience,” then People who v?ewed at least 75% of your event ad
I . I Peo;?le who .\newec.l at least 97% of your event ad
M OtCh ed AUd] e n Ce Any interactions with your event ad

People who performed chargeable clicks on your event ad

Search by name or description

4. Under "Retarget by" select "Event,’ the

C' .iCk “NeXt“ Event name Description C Startdate C Status C RSVP'd C

By clicking "Agree & Create", you agree to the Ads Agreement.

0. Name and creative your audience,

then click "Agree & create”

Tip: During the LinkedIn Live, the only view metrics available are for video views or completions. After the Linked|n Live, view percentage metrics will also be available
v (e.g.25%, 50%, 75%). Vliew percentage metrics are not available during the LinkedIn Live since the full video length is not yet available due to the video still actively streaming.
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Accelerated Delivery
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6 Introduction How it works How to setit up FAQ Resources @ ‘ e

Enable accelerated delivery

to maximize reach and delivery during an event by [ caveaioN MaNAGER
spending your budget as quickly as possible N [
u“ . . ” S"‘E‘.’”“"‘N'S" il - Forecasted Results @

L. Under budget, select “Set a lifetime budget.” Set your e~ mmwopn | By ‘
budget and schedule. Your campaign flight should be at I SN —— 30,000.000-
least 60 minutes (you're welcome to pause at any time) Misinimn bbbl i s A6 o

2. Under Bidding strategy, select “Manual bidding” (you may Bidding $800.00 - 100000

Set up ads R

need to click “Show additional options™) . Optinizaton gosl O L

5. Click “Enable accelerated delivery”* and set your bid**. g o T
V\/e O]SO recommend Se-leCt.ing “Endb]e bid OdeSt fOr . ) Costcap - Get as many results as possible while staying under your desired maximum cost per result

. ° 2 Manual ::cddir»; - Control your bids In the auction
high-value clicks i GRS NI e
Enabie bid agustment for high-value cAcks

*To enable accelerated delivery, your campaign must have the Engagement or
Website visits objective

** LinkedIn uses a second-price auction system. You can learn more here

Tip: There are two options for running end-to-end live event ad campaigns with accelerated delivery used:
L. Create 3 separate campaigns: (1) pre-event (standard delivery), (2) during the event (accelerated delivery), and (3) post-event (standard delivery)

2. Create 2 campaigns: (1) pre-event + post-event (standard delivery), and (2) during the event (accelerated delivery). Manually pause the first
campaign when the live event starts and unpause the campaign when the live event ends

==
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Introduction How it works Resources

O

Helptul Tips for Accelerated Delivery

How does accelerated delivery work?

With accelerated delivery, our ad pacing system works to spend your campaign budget as
quickly as possible, maximizing the delivery of your ads to your target audience. Though you
must use manual bidding to use accelerated delivery, LinkedIn uses a second-price auction
system, which means that you'll only pay $0.01 more than the bid offered by the next highest
bidder. For example, if your bid is $8 and the next highest bid is $4, you'll pay $4.01. You can
learn more about our auction system here.

What kinds of campaigns are a good fit for accelerated delivery?

Accelerated delivery is a good fit for customers that prioritize driving members to view their
event at a particular point in time and are willing to pay a higher bid in order to do so. If you
want to drive views but are indifferent to whether those views occur during or after the event,
it's recommended that you not use accelerated delivery. Instead, you should use standard

delivery for alive event ads campaign that launches before the event and continues at least 1

week after.

Will accelerated delivery incur higher costs?

In addition to larger reach, accelerated delivery will likely also result in higher costs as higher
bids are needed to win more auctions. However, since LinkedIn uses a second-price auction,
you'll only pay $0.01 more than the bid offered by the next highest bidder.

What is the recommended campaign duration for accelerated delivery?
Your campaign must be no longer than 24 hours and can run for as little as 1 hour.

GETTING STARTED WITH LIVE EVENTADS

Can | control the pacing in accelerated delivery?

There are two levers you can control in accelerated delivery: expanding the audience or bidding
more aggressively. This could mean bidding anywhere from 2X-5X what you normally would,
dependent on how short or long the accelerated delivery campaign is scheduled. It's recommended
that you monitor the accelerated delivery campaign in real-time and using bid as a lever to speed up
or slow down delivery (higher bid will increase delivery, lower bid will slow delivery).

What are the limitations of campaign objectives with accelerated delivery?
Accelerated delivery is only supported for website visits and engagement campaign objectives.

Will accelerated delivery campaigns start pacing right away?

Accelerated delivery campaigns will start delivering impressions as soon as the campaign is live with
the selected start time. Advertisers should monitor their campaign performance for fast vs slow
impression delivery and adjust their bids accordingly.

When should | use accelerated delivery vs. max delivery?

If you wish to place your impressions as fast as possible for a small duration of time (1-24 hours), then
accelerated delivery should be used. Ideally, during the live portion of your event. For more even
pacing and longer duration campaigns, we recommend max delivery (auto bidding).

s it possible to disable accelerated delivery mid-campaign?

Once a campaign is saved with accelerated delivery enabled, this bidding delivery feature cannot
be turned off. If you wish to change your campaign to standard delivery, you will need to create a
separate campaign.

Linked [}

ol


https://www.linkedin.com/help/lms/answer/a501530/linkedin-advertising-auction?lang=en
https://www.linkedin.com/help/lms/answer/a501530/linkedin-advertising-auction?lang=en

@ Introduction How it works How to setit up FAQ Resources @ ‘ a

Make sure you're prepared by reviewing and following best practices for your
LinkedIn Live event. Create a robust event page to entice attendance

To maximize RSVPs and views, set a campaign start date before your event
and campaign end date after your event. We recormmend running the ads for
at least two weeks before the event and at least several days after the event

Helpful tips
to keep in
mind

f you want to maximize event views, do not use a registration form. Using o
registration form introduces friction before, during, and after the event

Accelerated delivery is a good solution for advertisers that want to maximize
views during the event specifically, as this feature works to deliver your
campaign budget to your audience as quickly as possible. You'll need to
create 2-3 campaigns in order to run an end-to-end event ads strategy
incorporating accelerated delivery. See the “Tips” here for strategy options

For reporting, we recommmend viewing campaign metrics in Campaign
Manager and analytics for the event. In order to view analytics for the event,
you must have Admin permissions and RSVP for the event

GETTING STARTED WITH LIVE EVENT ADS Linked [}
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Frequently Asked

Questions
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Introduction How it works

Frequently Asked Questions

Do | have to create three separate campaigns for ads before my event,

during my event, and after my event?

With live event ad features, you can launch one campaign with a start date before your event
and an end date after your event. Members will see a different ad experience depending on
whether they are seeing the ad before the event takes place, during the event, or after the
event. You also have the option to launch separate campaigns for separate event phases.

Can | have my ad show different introductory copy before my event,

during my event, and after my event?

When setting up your ad in Campaign Manager, you will have the ability to add optional
introductory text that’s 600 characters or less. At this time, this introductory text will appear the
same in ads before the event, during the event, and after the event. We recommend adding
introductory text that is relevant for all three stages or not adding any introductory text.

How do live event ads work if | use aregistration form for my event?

If you check the box to use a registration form for your event, members will be required to
complete the registration form before, during, and after your event in order to view your event
content. This also applies to members viewing your content through an event ad. if your goal is
to reduce friction and maximize viewership, we recommend against using a registration form.

Can multiple ad accounts promote the same event?
Two or more ad accounts can promote the same event as long as the ad accounts are alll
associated with the LinkedIn Page that created the organic event.

GETTING STARTED WITH LIVE EVENTADS

How to set it up

Resources

How do live event ads work if | don’t set up my event page for a LinkedIn Live and

instead do an in-person event or stream my event from another website?

You need to set up your LinkedIn event with a LinkedIn Live in order for members to see a live video in
the ad during your event and a video replay in the ad after the event. If you create the event without
selecting to use LinkedIn Live, members will see the static event ad experience available today before,
during, and after the event.

How does accelerated delivery work?

With accelerated delivery, our ad pacing system works to spend your campaign budget as quickly as
possible, maximizing the delivery of your ads to your target audience. Though you must use manual
bidding to use accelerated delivery, LinkedIn uses a second-price auction system, which means that
you'll only pay $0.01 more than the bid offered by the next highest bidder. For example, if your bid is $8
and the next highest bid is $4, you'll pay $4.01. You can learn more about our auction system here.

Can | promote an event created by a member using live event ads?
You currently cannot use Live Event Ads to promote for events created by members.

Can | duplicate a live event ad campaign?
Campaigns created after GA ramp can be duplicated. Live Event Ad Campaigns created prior to GA
ramp do not have the same dynamic ad format functionality and should not be duplicated.

What reporting metrics will be available for evaluating the performance of my live event ads?

We recommend reviewing both performance metrics in Campaign Manager and analytics for
LinkedIn events.
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6 Introduction How it works How to set it up FAQ
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LinkedIn Campaign Manager
Get started by creating a live event ad campaign in Campaign Manager

| ive FEvent Ads
| earn more about our live event ads solution

All you neeo
to know

about Live
Events Ads

Create a LinkedIn Live Event Ad Campaign
Learn more about setting up a live event ad campaign

LinkedIn Live Event Ads Specitications
Learn more about ads specifications for live event ads

LinkedIn Live Event Ads Reporting Metrics
Learn more about metrics specitfic to live event ads

Accelerated Delivery for Live Event Ads
Learn more about setting up accelerated delivery for live event ads

LinkedIn Live Events One-sheeter

Learn more about our live event ad features
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https://www.linkedin.com/campaignmanager
https://www.linkedin.com/help/lms/answer/a6596736
https://www.linkedin.com/help/lms/answer/a6800629
https://www.linkedin.com/help/lms/answer/a462024
https://www.linkedin.com/help/lms/answer/a6801032
https://www.linkedin.com/help/lms/answer/a6598492
https://microsoft.sharepoint.com/:p:/r/teams/LMSAdsMarketplace/_layouts/15/Doc.aspx?sourcedoc=%7B3466576d-5695-4c6a-915b-72703c91fe94%7D&action=edit&wdPreviousSession=ce1519dd-7137-e582-3082-226b3af317ef&share=IQFtV2Y0lVZqTJFbcnA8kf6UAY-eQwQg22YFliXHOyRHT3U
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How to setit up FAQ

LinkedIn Events Overview
Learn more about creating a LinkedIn event

LinkedIn Live Events
Learn more about streaming live on LinkedIn

Getting Started with LinkedIn Live Events
Learn more about LinkedIn Live Events best practices
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https://www.linkedin.com/help/linkedin/answer/a550232/linkedin-events-overview?lang=en
https://business.linkedin.com/marketing-solutions/linkedin-events
https://business.linkedin.com/content/dam/me/business/en-us/marketing-solutions/products/pdfs/2790_LKIN_PMM_Live_and_Events_creative_Playbook_E3_V10.pdf
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