Linked [} Marketing Solutions

Meet the Member

Audience Research & Segmentation Study 2021

Why today’s Linkedln members are a more valuable
audience for marketers at the intersection of life and work.



Welcome to
Meet the Member.

With the many changes in how we live and work, we at LinkedIn

conducted proprietary, first-party research to better understand
members’ mindsets, lifestyles, and needs today.

What did we learn? Linkedln members are not only powerful
professionals—they are also powerful consumers.

Discover why and how marketing to today’s Linkedln members
as consumers can help grow your brand by reaching a more
actionable, receptive, and valuable audience.

It's time to Meet the Member.
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B Marketing Solutions

Vieet the Member
Viethodology

Research Agency: 1 Survey:
Interpret 6 45-minute survey

. _ . Sample Size: Competitive Set:
\ 8 2,011 US Internet users D Four (4) of the largest
** 18+ sourced via Dynata social platforms

/N Dates of Fielding:
= July 2020
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https://interpret.la/
https://www.dynata.com/

As the world changed in 2020, so did the

mindset and needs of LinkedIn members.

What's happening

- around me?
Political Global

Polarization Pandemic

What's on

my mind? Remnote

Current Events Health & Work
& Information Safety

Disinformation

What do

. Trusted | need? Healthear .
Skﬂls'& Educational & ReC' :30 e Work/Life
Learning News Resources esources Balance

Work-from-
home Solutions

Access to
more content

Budget & Productivity
Expenses
. . Organizational
Financial .
. tools, tips, &
Planning
support
Transportation High-speed
Job Security Solutions . internet Childcare
Virtual tools
& technology
Social Remote
Movements Travel & Connection & Schooling
Mobility Socialization
Economic Technological
Downturn Innovation
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t's time to market at the
intersection of life and work.

With the boundaries between life and work disappearing, members
are taking to LinkedIn today to consume content, create connections,
and share their perspectives as they lean into their new lifestyles.

LinkedIn offers a unique and timely opportunity for marketers to meet
members directly at the intersection of life and work, positioning
products and services as solutions to members’ evolving needs.

Meet the Member illuminates key findings
about today’s LinkedIn members:

Quality

LinkedIn members are a more
powerful consumer base.

Receptivity

LinkedIn puts members in a more receptive
mindset than when they visit other platforms.

Value

LinkedIn impressions are worth more
than impressions on other platforms.

Action

To find and better understand your audience on LinkedIn,

meet the LinkedIn member personas. Each persona includes
insights on their mindset, behaviors, and needs to help you more
effectively reach and engage your key consumers on LinkedIn.

Meet the Member - Audience Research & Segmentation Study 2021 m



Linkedln members are more powerful consumers.

Members have greater purchase intent, higher budgets,
and long-term buying power, meaning you begin
your campaigns with a stronger audience base.

«|6



Meet the member at work.

More likely to Set more ambitious Successtully achieve
be employed career goals their career goals

®

76%
54% 55%
Other Social Other Social Other Social
Platforms Platforms Platforms
Currently employed Plan to advance their career in the Advanced their careerin
next year with promotions and/or the past year

advancement in current role

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+
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Meet the member financially.

Linkedln members are high- And, Linkedln members own
income earners, with the highest more assets than users of other
median household income of social platforms, indicating

any platform’s user base. long-term buying power.

$65K
$33K
Other Social
Platforms
Other Social
Platforms
Projected 2021 median Median owned assets

household income

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+

«|8 Meet the Member - Audience Research & Segmentation Study 2021



Meet the member’s

powerful purchasing habits.

Linkedln members have purchased more high-consideration goods than
audiences on other platforms — and are planning to continue spending in 2021.

\With more income and
wealth, LinkedIn members
buy more products.

16.6
PAST FIVE
YEARS
Other Social
Platforms

Number of high-consideration product
categories purchased in the past 5 years

Looking forward, Linkedln members
similarly are in-market to buy products
from more product categories than
users of other platforms.

164
NEXT
YEAR
Other Social
Platforms

Number of high-consideration product
categories in-market for in the next year

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+

High-Consideration Product Categories

T & @

Education/ Personal Non-

Schooling for Myself  Luxury Vehicle Funds/ETFs

Stocks/Mutual Video
Subscriptions

= =% & B

Home TV Annuities
/Internet Service Account Accounts

Retirement Brokerage Savings or
Investment Account

VN
iy 9 ) v 4 e D —
L) mm —_ 1 L}
- -
Trust Mobile College Savings Whole Life Real Estate WAl Phones Smart Wearable Printer
Phone Service Account Insurance Devices
& - %,
) HH [ -
nn m o = = “\ =}
Education/Schooling Smart Personal Company Tablets/Laptops/ Travel Smart Home Luxury Goods
for my Children Speaker Luxury Vehicle Vehicle Desktops Appliances
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Meet the member's
powerful in-market status.

Take a closer look at Linkedln members’ in-market status for specific
products in 2021 compared to the in-market status of users on other
platforms. In each product category, Linkedln members are more
in-market to purchase these products than users on other platforms.

“Which of these products and services are you in the market for in the next year?”

71%
2%
62% 58% o/%
Other Social Other Social Other Social Other Social
Platforms Platforms Platforms Platforms

Stocks, Mutual Funds, ETFs

~—
~
0
7

\

Home TV/Internet Service

ho 4

Personal Luxury Vehicle
(car, truck or SUV)

Education or schooling for

my children (e.g. short course,
certificate or degree program)

81%
O, o,
66% B ) 70%
60%
Other Social Other Social Other Social Other Social
Platforms o Platforms Platforms Platforms
in
Smart Speaker Mortgage Luxury Goods Travel (e.g. flights and hotels)

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+
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Meet the member’s saving habits.

With an eye toward their future, Linkedln members actively are
saving money to buy even more products within the next year.

“What are you saving money for in the next year?”

Maijor purchase My children’s Vacations
(e.g. home, auto) education

e

@ 35% > 35% @ 31%>2/% B 42% > 358%

H @ Linkedin Other Social Platforms

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+

Home improvement
projects

’

o

@ 33% > 30%
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Linkedln makes audiences more
receptive to your content and ads.

\When LinkedIn’s actionable audience spends
time on the platform, they become even more
valuable for brands, because LinkedIn puts
members in a more receptive mindset.
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LinkedIn is the

olatform audiences
trust most.

Trust is the foundation upon which LinkedIn is built. That's why
audiences trust LinkedIn far more than any other social platform.
Audiences’ trust of LinkedIn creates a feeling of safety that inspires
higher content engagement and content creation on the platform.

60%
47%
38%
Other Social Other Social Other Social
Platforms Platforms Platforms
“| trust this platform not to misuse Platform less likely to show deceptive Platform on which | feel safest
the information | give it” content, fake news, scams, or click-bait participating or posting

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+
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Trust in LinkedIn
translates to trust
in your brand.

Nty
»

.~

Py =
.%,v ,\//"
“

iz §

Members' trust in LinkedIn creates a powerful halo effect
for your brand. LinkedIn members trust content from
companies more than on other platforms—and equally
as much as content produced by fellow members.

“On this platform, | trust...”

o
65% i ‘-
9 [ )
45% 43% v Q
Other Social Other Social
Platforms o Platforms o
in in
Recommendations from Posts by Companies
other users

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+
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Trust in your brand translates to
higher receptivity and engagement
with your ads on Linked|n.

The trust and positivity cultivated on ud dick an ad on
LinkedIn not only increases receptivity to this platform if it were
your ads—it increases clicks on your ads. relevant to me

A staggering two-thirds of LinkedIn members say they value
companies’ ads in the newsfeed. And the same amount

say they value unsolicited, direct commercial messages by
brands on LinkedIn. 60%

In the end, members’ receptivity translates to action.
LinkedIn members are significantly more likely to click on a
relevant ad than users of any other platform are to click on
an ad. Your ads on LinkedIn will not only resonate—they

have a higher chance of leading to action.
Other Social
Platforms

“On this platform, how valuable do you find each type of content?”

Posts by companies Private/direct messages in Banner ads (at the top, side, Videos posted by
in the newsfeed my inbox from companies or or bottom of the page) companies
company representatives

NS IS O

@ 67% >51% M 67% >0517% D 49% > 45% D 62%>517%

H @ Linkedin Other Social Platforms

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+
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Members are receptive to a diverse array of
professional and personal content topics
at the new intersection of lite and work.

While LinkedIn is a professional network, members bring their full selves to the platform, valuing a
wide breadth of topics that span the spectrum of work and life and everywhere in between. From
discovering the latest tech trends to seeking inspiration and guidance for long-term life planning,
LinkedIn is home to trusted content and conversations that matter to members holistically.

“On this platform, how valuable do you find each type of content?”

e

. o57%
2 48%
Other Social Other Social Other Social
Platforms Platforms Platforms
The latest news about The latest tech trends Ways to improve my finances
my industry
54%
46% 47%
Other Social Other Social Other Social
Platforms Platforms Platforms
Ways to further my Insights about a higher-quality Insights about long-term
education lifestyle life planning

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+
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On LinkedIn, time is invested—not spent.

Members' resounding trust in LinkedIn
conjures a uniguely focused mindset.
For one, members visit LinkedIn to

become a better version of themselves, i
seeking ways to achieve aspirations.

“l use this platform to...”

And, after using LinkedIn, members say they o7 439
feel better than before they logged in. That's °
. L. . . Other Social Other Social
why members believe their time on LinkedIn is Platforms Platorms
a productive investment in themselves—and
Become the person Invest time

an opportunity for your brand to connect with
members to enable their goals and aspirations.

| want to be

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+

“After using LinkedIn, | feel more...”

Accomplished
Purposeful +78% Motivated

+85% +65%
Ambitious Optimistic

+89% +40%

“..than after | use another social platform.”

Meet the Member - Audience Research & Segmentation Study 2021 m
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03. Value

LinkedIn impressions are worth more
than impressions on other platforms.

How can we measure the value of an
audience and platform with a more
actionable and receptive audience?
\We conducted an experiment.



03.

We built an

expenment to
measure LinkedIn
members value

for your brand.

Higher-Quality
Our hypothesis was simple: a Audience

higher-quality audience and a more
receptive audience results in a more
valuable audience for marketers.

If, as a baseline, Linkedln members e More Receptive
make more money and are more in- Audience
market to buy goods—and visiting

LinkedIn puts them in a more positive

and receptive mindset to click on ads

—it's logical a LinkedIn impression will )1
deliver more value for your brand than More valuable e

an impression on another platform. impression for

your brand

v
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|
|
J Here's how we

out our theory
to the test.

The goal of our experiment was to
assess the mindset of the same exact
group of users after spending time on
LinkedIn vs. on another social platform.

Group A
72N y ) -
® 3 3 —
. Y 7 y -
- o; e
2,011 US 51% of sample Crroup 3 All users returned

Internet Users
participated in survey

We took our entire US survey
sample of approximately 2,000
Internet users and extracted
respondents who said they used
both LinkedIn and at least one

other social platform.

« |20

use both Linkedln and
another social platform

Then, without knowing who
was commissioning the survey,
respondents were randomly
assigned to either spend 2
minutes on LinkedIn (Group A),
or 2 minutes on another social
platform they indicated they
used (Group B).

We did not tell the
respondents what to do
once they visited a platform
or control their experience —
we only asked them to visit
the platform for 2 minutes

like they normally would.

Meet the Member - Audience Research & Segmentation Study 2021 m

to our survey

When the 2 minutes were up,
we invited respondents back
into the survey and asked
them questions about what
products they planned to buy
and how much they planned
to spend on those products. If
all platforms were equal, then
Group A and Group B should
have resulted in the same
answers by respondents when

they came back to the survey.



\/\/hOt d]d When the same audience visits

Linked|In, their purchase intent

and budget for goods increase vs.
we find?

when they visit another platform.

This means reaching your
audience on LinkedIn is a more
valuable impression for your brand.

We call this The LinkedIn
Member Multiplier Effect.
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The LinkedIin Member Multiplier Effect

After visiting LinkedIn, the same
audiences’ purchase intent
increases and their wallets open.

Respondents who visited LinkedIn had 14% higher purchase intent for high-
consideration goods and said they planned to spend 22% more on those
goods in the next year than those who visited another social platform.

147% =

higher purchase
intent for goods
in the next year

22% &

increase in budget
for total goods in
the next year

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+

High-Consideration Product Categories

T &
Education/ Personal Non- Stocks/Mutual Video
Schooling for Myself  Luxury Vehicle Funds/ETFs Subscriptions

0

Home TV
/Internet Service

!

Annuities

=y ¥ ( v =
Trust Mobile College Savings Whole Life Real Estate WAl
Phone Service Account Insurance
) HH [
T m = é . *\
Education/Schooling Smart Personal Company Tablets/Laptops/ Travel
for my Children Speaker Luxury Vehicle Vehicle Desktops
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$56,129

Other Social
Platforms

budget for total
goods in the next year

L [
Retirement Brokerage Savings or
Account Accounts Investment Account

D & —
'— 1 L}

Smart Wearable
Devices

Phones Printer

7,

Smart Home
Appliances

Luxury Goods



The LinkedIin Member Multiplier Effect

Purchase intent increased for a wide
array of high-consideration products.

The audience randomly sorted to visit LinkedIn had significantly higher purchase intent for
goods than those who visited another platform. Remember: Group A and Group B started
off as the same group of users. The only meaningful difference between the groups is that
some spent two minutes on LinkedIn, and some spent two minutes on another platform.

Purchase intent in the next year after visiting a social platform vs. after visiting LinkedIn

v - = =

o 60%
54% SN ©9%
(o]
N 449
S7%
Other Social Other Social Other Social Other Social
Platforms ° Platforms Platforms ° Platforms
in in
College savings account Mobile phone service Smart wearable device Video subscription service

f ?‘ /E-\

4
N7
a =2
OEN 7
AN 7
(o)
71%
O,
Sl ©97% 57% 57%
50% |
Other Social Other Social Other Social
Platforms ° Platforms Platforms °
in in
. ) ARk
Education for myself Luxury goods Travel (e.g., fights and hotels)

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+
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The LinkedIin Member Multiplier Effect

The same audiences say they are planning
to spend more money on high-consideration

goods after visiting LinkedIn.

This means that, for every dollar a user of another platform says they plan to spend, LinkedIn
members are willing to pay more. This is the Linkedin Member Multiplier Effect in action,
where your audience on LinkedIn is willing to spend more money for the same products.

Planned spend per dollar after visiting a social platform vs. after visiting LinkedIn

v

$2.09
$1.00
Other Social
Platforms in

College savings account

$1.00

Other Social
Platforms

Education for myself

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+
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$1.00

Other Social
Platforms

Mobile phone service

$1.00

Other Social
Platforms 5

Luxury goods

y %
-
$2.83
$1.00
Other Social
Platforms in

Smart wearable device

$1.00

Other Social
Platforms

Travel e.g., flights and hotels)
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$1.00

Other Social
Platforms

Video subscription service

XXIXIXIX[X]X
XIXXIXIX[X]X
X[X[X[X
1=l 1O

v



Let's recap why Linkedln members
matter for your marketing.

01. Quality
LinkedIn members 15% 13%

are a more powerful

consumer base. more annual more

income ambitious

02.Receptivity
LinkedIn puts members 50% 25%

in a more receptive
mindset than when they
visit other platforms.

more trust more willing
in ads to click ads

03. Value
LinkedIn impressions 22% 14%

are worth more

. . increase in higher
than impressions .
budget size purchase
on other platforms. for goods intent

Source: LinkedIn Meet the Member Research Study, July 2020; n = 2011 US respondents 18+
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04. Action

To find and better understand your audience on
LinkedIn, meet the Linkedln member personas.

Each persona includes insights on their mindset,
behaviors, and needs to help you more effectively
reach and engage your key consumers on LinkedIn.



" 04.

=9 Click a persona to
jump to their module.

Before you begin
marketing to members,
meet the LinkedIn

member personas.

"‘
/8 y

The Pillars

Balancing it all as the
rock of their home
Understand LinkedIn members and workplace.
holistically by exploring their
diverse mindsets, aspirations,
behaviors, and needs. With
a personalized approach to
reaching your audience on The Fast-Trackers
LinkedIn, your campaign will be Achioving ambitious

more resonant and successful. goals today to achieve
even more tomorrow. o

The Strivers

Beginning a journey of
growth as boundless as

their dreams take them.

The Goldens

Relishing a life

The Movers

Embracing a drive to learn

measured by family and grow as the key to

and friendships. long-term happiness. o

The Stewards

Leading a life of personal

The Journeyers

Seeking adventures and

experiences beyond the responsibility in service

familiar day-to-day. of the greater good.

Meet the Member - Audience Research & Segmentation Study 2021 m



o«

Demographics
40-years-old, 59% Male

Job Title
Manager / Director / Owner

% Married
77%

Mindset

Family

«| 28

I

Work Learning

|

i

Industries

Manufacturing
Construction
Finance

Healthcare

Software and IT Services

Meet The Pillars

Balancing it all as the rock of
their home and workplace.

10% of LinkedIn US audience

Education

4 Year College Graduate

/ Graduate School /
Professional School Degree

Average Household Income

Transportation & Logistics

Attitude

It is important to plan for my
family after I'm gone

| never want to stop growing
| prioritize time off from work

| often think about work
outside work

Continuous learning is the
key to a fulfilling life

(USD) $174,000
ﬁ Average Owned Assets
(USD) $120,000
Life Goals

Parental success
Owning my own business

Career success

Linkedln makes them feel...
Productive

Purposeful
Confident

Meet the Member - Audience Research & Segmentation Study 2021 m



Meet The Pillars

o
10% of LinkedIn US audience

Recent prChOSGS Products and services purchased in the past year
Stocks + Tablet + Video Subscription Service
Mutual Funds © Laptop - Education for my Children
ETFs + Desktop Computer Luxury goods
Whole Life Insurance + Home TV or Internet Services Travel
Retirement Account - Mobile Phone Service
Mobile Phone Printer

Looking to purchase  In-market to purchase in the next year

Video Subscription Service + Stocks + Readl Estate

Home TV or Internet Services + Mutual Funds + Mortgage

Mobile Phone - ETFs + Savings or Investment Account
Tablet + Smart Home Appliance + Printer

Laptop + Smart Home Speaker + Personal Non-Luxury Vehicle
Desktop Computer - Smart Wearable Device - Education for Myself

Mobile Phone Service + Brokerage Account + Education for my Children
Luxury Goods + Retirement Account

Travel - Whole Life Insurance

SOViﬂg to pUI’ChOS@ Saving to purchase in the next year

Vacation + Major Purchase (e.g. home, auto)
Retirement + Home Improvement
Education for my Children + To Start a Business

General Emergencies (e.g. car
repair, medical bills)
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The Pillars
on LinkedIn

Kyle Inoue - 2nd

Director, Software Architecture at Sendoso

Sendoso

Meet The Pillars

10% of LinkedIn US audience

\Which content

San Francisco, California + 412 connections

—
ERNTEY (& vessage ) More

About

format resonates
with them most?

Doting dad. Grateful husband. Proud people manager.
Seasoned software engineer, (In that order)

Activity
106 falloviers

Congrats!
Kyle commented

Sponsored
Video

See all activity

Experience

ctor. Software Architecture

Reach The Pillars

Try these targeting inputs in the
Campaign Manager Tool to closely
reach The Pillars persona on LinkedIn.

Years of Experience 12+

Industry

Construction

Finance

Software & IT Services
Manufacturing

Transportation & Logistics

«| 30

Degree

Bachelor's Degree

Master's Degree

Master of Business Administration
Research Doctorate

Doctor of Law

Doctor of Medicine

Job Seniority

Senior - Job Title
Manager - Job Title

Director — Job Title

Meet the Member - Audience Research & Segmentation Study 2021 m

Q Q Search

John Smith likes this

i Apple
12,493,050 followers
Promoted

+ Follow

& News+ now has local Bay Area news. Get the San
Franciso Chronicle and all the latest politics, events, and
culture in your city. Every day.

Keep up with everything
inyour city, every day.

Try your first month of & News + free.

View more

OeV0 1213
-] @ e

Like Comment Share Send

48 Comments

Kollective

2830 fallowers

Interests
Accounting 3D Printing
Accounting Software  Electronics

Cash Flow Computer Hardware
Management CPUs
Cloud Accounting

Human-Computer

Personal Finance Interaction
Disruptive Innovation Information
Technology

Digital Currency
Nanotechnology

Cryptocurrency
Quantum Computing
Technology
Roboti
Artificial Intelligence opones
D
Chatbots ones
Nanorobotics

Machine Learning

. Swarm Robotics
Deep Learning

Stocks and Shares
Natural Language

Processing



‘)\ Demographics
(] 32-years-old, 62% Male

ﬂ Job Title
CXO / Director / Vice

President / Partner / Owner

% Married
70%

Mindset

@ I

Ambition  Adventure  Giving

«|31

Meet The Fast-Trackers

Achieving ambitious goals today to
achieve even more tomorrow.

od
17% of LinkedIn US audience

|

Industries t Education

I: C Sl & T Seniees 4-Year College Graduate
Finance / Graduate School /
Professional School Degree
Construction
—eluegiion Average Household Income
Manufacturing (USD) $156,000
Healthcare
ﬁ Average Owned Assets
(USD) $89,000
Attitude Life Goals
A change in location + Befamous
is crucial for my mood + Own something beyond reach of
| often give to charity most people
| often think about + Find my true calling in a new field
work outside of work
| get d thrill from new LinkedIn makes them feel...
expenences Adventurous
Happy
Respected

Meet the Member - Audience Research & Segmentation Study 2021



Meet The Fast-Trackers

od
17% of LinkedIn US audience

Recent pUFChOSGS Products and services purchased in the past year
Mobile Phone + Smart Speaker + Real Estate
Tablet - Smart Wearable Device + Mortgage
Laptop - Stocks + Trust
Desktop Computer + Mutual Funds + Printer
Home TV or Internet Service - ETFs + Smart Home Appliance
Mobile Phone Service + Annuities + Personal Non-Luxury Vehicle
Video Subscription Service + Brokerage Account + Personal Luxury Vehicle
Luxury Goods + Retirement Account + Education for Myself
Travel - Whole Life Insurance - Education for my Children

Looking to purchase  In-market to purchase in the next year

Mobile Phone + Smart Wearable Device + Whole Life Insurance
Home TV or Intermet Service + Travel + Education for Myself
Tablet - Luxury Goods - Education for my Children
Laptop + Personal Luxury Vehicle + Stocks

Desktop Computer * Real Estate + Mutual Funds

Video Subscription Service - Mortgage - ETFs

Mobile Phone Service + Trust + Retirement Account
Smart Speaker + Brokerage Account

Soving to pUrChOS@ Saving to purchase in the next year

Vacation + General emergencies (e.g., car
Education for my Children repair, medical bills)

Home Improvement * Retirement

Major Purchase (e.g., home, auto) * To Start a Business

« | 32 Meet the Member - Audience Research & Segmentation Study 2021 m



Meet The Fast-Trackers

od
17% of LinkedIn US audience

The

Fast-Trackers
on LinkedIn

4 Q Miguel Rodriguez

a Q Search

Mark Johnson likes this

Jaguar and Rover North America
15,540 followers
Promoted

+ Follow

Miguel Rodriguez - 2nd

CFO and Senior Managing Director at
Marco Financial Services Chaose from luxury performance features, an array of
colours and advanced technology options. Build and price

your Jaguar F-PACE SUV during the Impeccable Timing

\Which content

e

About

1bridge the dreams of smal busine:
financial plan to take them there. |
i anging world wi

Experience

CFO and Senior
M oo Ful Time
Nov 2018 - Pre<ent -

format resonates
with them most?

Sponsored
Video

r Managing Director

2yrs 1 mo

Found:
Antel - Full-Time
Nov sent-2yrs 1mo

See all positions

Reach The
Fast-Trackers

Try these targeting inputs in the
Campaign Manager Tool to closely reach
The Fast-Trackers persona on Linkedln.

Years of Experience 12+

Industry

Construction

Finance

Software & IT Services
Legal

Manufacturing

«| 33

Degree

Bachelor's Degree

Master's Degree

Master of Business Administration
Research Doctorate

Doctor of Law

Doctor of Medicine

Job Seniority

Senior - Job Title Partner - Job Title
Director - Job Title
VP - Job Title

CXO (any kind of chief
officer e.g. CEO, CFO,
COO) - Job Title

Owner -Job Title

Meet the Member - Audience Research & Segmentation Study 2021 m

Sales Event, on now.

The Impeccable Timing Sales Event.
jagu

om

0@V 0z

Like Comment

Golden Phase
248 followers

Interests

Accounting
Accounting Software

Cash Flow
Management

Cloud Accounting
Personal Finance
Disruptive Innovation
Digital Currency
Cryptocurrency
Technology

Artificial Intelligence
Chatbots

Machine Learning
Deep Learning

Natural Language
Processing

View more

16 Comments

7
Send

3D Printing
Electronics
Computer Hardware
CPUs

Human-Computer
Interaction

Information
Technology

Nanotechnology
Quantum Computing
Robotics

Drones

Nanorobotics

Swarm Robotics

Stocks and Shares



Meet The Strivers

Beginning a journey of growth as
boundless as their dreams take them.

15% of LinkedIn US audience

(N4

ﬂ Demographics
(] 25-years-old, 64% Female

= Industries Education

- - Retail t High School Graduate /
Completed 1-3 Years of College
/ 4-Year College Graduate

-
Consumer Goods

ﬂ el e - Education
Entry / Training / Unpaid
Healthcare A H hold |
Software & IT Services verage Tousenoidincome
% Married orw (USD) $53,000
039 + Manufacturing

Average Owned Assets
Q (USD) $36,000

Mindset

Attitude Life Goals
| never want to stop growing + Explore many countries

+ | prioritize time off from work + Career success
@ m i + Be wedlthy

Ambition Life Learning 1‘ Linkedln makes them feel...
Balance + Ambitious
Inspired

Motivated
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Meet The Strivers

15% of LinkedIn US audience

Recent oU rchases Products and services purchased in the past year
Mobile Phone + Mobile Phone Service
Tablet - Video Subscription Service
Laptop + Education for Myself
Desktop Computer + Luxury Goods
Home TV or Interet Service + Travel

Looking to purchase  In-market to purchase in the next year

Mobile Phone + Mobile Phone Service
Tablet + Video Subscription Service
Laptop - Education for Myself
Desktop Computer + Luxury Goods

Home TV or Intermet Service + Travel

Soving to pUFChOS@ Saving to purchase in the next year

Maijor purchase (e.g. home, auto) + General Emergencies (e.g. car
Education for Myself repair, medical bills)
Vacation
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Meet The Strivers

15% of LinkedIn US audience

The Strivers
on LinkedIn

\Which content format LinkedIn Stories
resonates with them most?

Sponsored Messaging B iR

Emma Nassar - 2nd
Student Teacher at Cobb County School District

o:1
¢ University of Georgia
Sponsored

@ University of Georgia
= You're invited to join UGA
Admissions Team.

Hi Emma,

Itis my pleasure to invite you to join the
UGA Admissions Team for a virtual open
house to leam more about UGA's MEd in
See all posi Elementary Education on December Sth. In
this conversational session, our Admissions
Team will provide an overview of the MEd
in Elementary Education curriculum and

Education

answer your questions.

Additionally, we are thrilled to welcome
back alumni to speak to their experiences
and share how UGA's MEd program enabled
them to have the career they dreamed of.
Register today at the below link.

Don't hesitate to let me know if you have

any questions. We look forward to seeing
you on December 5th!

Reach The Strivers Degree Interests

Try these targeting inputs in the Bachelor's Degree Accounting 3D Printing
Campaign Manager Tool to closely Secondary Education Accounting Software  Electronics
reach The Strivers persona on LinkedIn. Cash Flow Computer Hardware
Middle School Diploma Management CPUs
loud A i
Cloud Accounting Human-Computer
Job Seniority Personal Finance Interaction
Years of Experience 12+
Disruptive Innovation Information

Senior - Job Title Technology

Digital Currency

Industry Manager - Job Title Cryplocurrency Nanotechnology
Quantum Computing
Arts Entertainment Director — Job Title Technology
Artificial Intelligence poecic

i nCl I
Consumer Goods Pubh‘c' ‘ Owner — Job Title g o
Corporate Services AEIElR] Chatbots

i N boti

Education Wellness & Fitness Maehine beeriie anorobotics

; . Swarm Robotics
Health Care retal Deep Learning

Stocks and Shares
Natural Language

Processing
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Demographics
69-years-old, 57% Female

Job Title
None

% Married
57%

Mindset

VN

-

Family

«| 37

Health Giving

.—  Industries

& Retired
Non-profit
Education

Meet The Goldens

Relishing a life measured by
family and friendships.

12% of LinkedIn US audience

Average Household Income
(USD) $63,000

Average Owned Assets
Q (USD) $134,000

f Education
4-Year College Graduate
/ Completed 1-3 Years of

College

Attitude
| plan for emergencies

It is important to plan for my
family after 'm gone

| prefer to stick to a routine

| often give to charity

Life Goals
Build lifelong friendships
Be healthy and fit
Spend time and money wisely
Be a responsible citizen

Be environmentally friendly

LinkedIn makes them feel...

Informed

Satishied
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Meet The Goldens

12% of LinkedIn US audience

Recent ouU rchases Products and services purchased in the past year
Mobile Phones + Mobile Phone Service
Tablet - Video Subscription Service
Laptop + Printer
Desktop Computer + Personal Non-Luxury Vehicle
Home TV or Interet Service + Travel

Looking to purchase  In-market to purchase in the next year

Travel < Will

Tablet + Home TV or Internet Service
Laptop - Mobile Phone Service
Desktop Computer + Video Subscription Service

Personal Non-Luxury Vehicle

Soving to pUFChOS@ Saving to purchase in the next year

Retirement - Vacation

General Emergencies (e.g., car + Home Improvement
repair, medical bills)
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Meet The Goldens

12% of LinkedIn US audience

The Goldens

on LinkedIn ® &=

Latoya Miller commented on this

g Mark Cuban - 3rd+
President
2mo- ®

Carole Dean - 2nd
Former Programs Manager at Boys & Girls

Club of Greater St. Louis 2

Boys & Girls Club of e stk \/\/ |’]] C h CcO nte nt Shopping with small businesses who manufacture locally

St. Louis, Missouri - 312 connections generates at least 50% more economic activity for your local
() f rmOt r SOﬂOte economy and community. These businesses spend more on

\\i Message ) ( More.. o e S local supply chains, can pay higher wages, and create more

jobs which is good for everyone.

oout with them most?

For over 40 years, | lived my calling s a community organizer
invmy hometown of St Louis. As a retiree, | continue to
volunteer 5o every child in St. Louis can find their ¢ __sce more.

Our awesome startup, @Cultivate, built a simple tool to help
you shop with over 200 small businesses and 15,000 US

Posts by experts brands,

1 Check them out at https://www.wecultivate.us and support
v n the feed small businesses!

Experience

Program
G

See all positions #shoplocal #supportlocal #smallbusiness #manufact

Activity
304 followers

O®Q 18775 655 Comments

7

Congrats!

Carole commented Comment

Bluescape Software
57,481 followers
Promoted

Frustrated by silos and poor alignment with your

ReO C h Th e GO] d ens Years of Experience 12+ Interests

Try these targeting inputs in the Accounting

Campaign Manager Tool to closely nalUsiry e S

reach The Goldens persona on I haven't worked at all over the last year
LinkedIn. Cash Flow Management

Degree Cloud Accounting

Personal Finance
Bachelor's Degree

Associate's Degree

Job Seniority

Unpaid — Job Title
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Meet The Movers

Embracing a drive to learn and grow
as the key to long-term happiness.

o6
19% of LinkedIn US audience

= Industries f Education

(N4

ﬂ Demographics
o 30-years-old, 64% Female > Edlucsiien High School Graduate /

Technical or Vocational

Retail
. School Graduate
ﬂ UL + Hedlthcare
None / Owner / Entry _
Construction
' -m Average Household Income
% Mqrried SOP[WOI’@ & |T Serv1ces (USD) $55,000
36% + Manufacturing

Q Average Owned Assets
(USD) $46,000

Mindset

Attitude Life Goals
| never want to stop growing + Learn new skills
+ Continuous learning is the + Own my own business
@ m i key to a fulfilling life
* Iplanfor emergencies LinkedIn makes them feel...
Ambition  Curiosity  Learning Inspired
Open-minded
Anxious
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Meet The Movers

( X |
19% of LinkedIn US audience

Recent pUFChOSGS Products and services purchased in the past year
Mobile Phones + Savings & Investment + Tablet
Education for Myselt - Annuities - Laptop
Video Subscription Service + Luxury Goods + Desktop Computer
Mobile Phone Service + Travel
Home TV & Internet Service + Printer

Looking to purchase  In-market to purchase in the next year

Mobile Phone + Personal Luxury Vehicle + Whole Life Insurance

Tablet + Education for Myself + Readl Estate

Laptop + Luxury Goods + Mortgage

Desktop Computer - Travel - Will

Home TV or Internet Service + Stocks + Savings or Investment Account
Mobile Phone Service + Mutual Funds + Smart Home Appliance

Video Subscription Service - ETFs - Smart Speaker

Personal Non-Luxury Vehicle + Retirement Account + Smart Wearable Device

deing to pUrChOS@ Saving to purchase in the next year

Vacation + Home Improvement
General Emergencies (e.g., car - Education for Myself
repair, medical bills) - Education for my Children
Major Purchase (e.g., home, auto) R
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Meet The Movers

( X |
19% of LinkedIn US audience

The Movers
on LinkedIn

€ Q Danielle Barker

B o

John Smith likes this

Hans Vestberg m - 5r.
Chairmn and CEO at Veriz
Danielle Barker - 2nd w.-®

Sales Associate at Lowe's Home Improvement V\/h]Ch content 5G just got real. Verizon's 5G Ultra Wideband will deliver

Lowe’s Compaies Inc.  Washtenaw Community College a monumental experiance for oru customars and further
Ann Arbor, Michigan - 154 connections

: “ enhance the future of technology innovation, starting
Connect ( & Message More. fOFmOt I’eSOﬂOteS with partners like the National Football Legue (NI
- with them most?
Hi! I'm Danielle. | dream big. aim high, and make it happen.
I'm inspired by the possibilities and don't get hung up on
rnitaions
Sponsored
Activity
Video

This is great!
Danielle commented

See all activity

Experience

5G Just Got Real Presented by Verizon

youtube.com

Sales Assoclate
Lowe's Companies Inc.
N Presont - 2 yr

O 0 sse

Like Comment

Hans Vestberg likes this

ReO C h Th e Years of Experience 0-10 Degree
M overs Associate's Degree

Industry . o £
econdar ucation
Try these targeting inputs in ) /
) Construction . )
the Campaign Manager Tool Middle School Diploma
Education
wdlosely imach e Moz ) European Apprenticeship Degree
persona on LinkedIn. Manufacturing
Health Care

Job Seniority
Public Administration

Retail Training — Job Title
Entry — Job Title
Senior — Job Title

Manager — Job Title
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Meet The Journeyers

Seeking adventures and experiences
beyond the familiar day-to-day.

@ ¢
15% of LinkedIn US audience

‘)\ Demographics = Industries f Education
o 45-years-old, 65% Male Ii - Edusetian +  4-Year College Graduate /
Fi Graduate School / Professional
- fnance School Degree
i Job Title - Software & IT Services
Manager / Senior / Director
Real Estate A H hold |
. o & Lostis verage Household Income
% Married anspora 9 (USD) $111,000
J 68% - Construction
ﬁ Average Owned Assets
(USD) $131,000
|
Mindset
Attitude Life Goals
| often give to charity + Explore many countries
+ | prioritize time off from work + Parental success
E m ’ - loften think of work outside
of work LinkedIn makes them feel...
Adventure Life Giving Informed
Balance + Satisfied
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Meet The Journeyers

[ X |
15% of LinkedIn US audience

Recent prChOSGS Products and services purchased in the past year
Travel + Mobile Phones + Printer
Video Subscription Service - Tablet + Luxury Goods
Stocks + Laptop + Smart Home Appliance
Mutual Funds + Desktop Computer + Smart Speaker
ETFs + Home TV or Internet Service + Smart Wearable Device
Retirement Account - Mobile Phone Service

LOOkiﬂg to purchase In-market to purchase in the next year

Travel + Smart Home Appliance + Mutual Funds

Mobile Phone - Video Subscription Service - ETFs

Tablet + Personal Non-Luxury Vehicle + Home TV or Intemet Service
Laptop + Luxury Goods

Desktop Computer - Stocks

SOViﬂg to pUFChOSG Saving to purchase in the next year

Retirement + Major Purchase (e.g. home, auto)
Vacation + Home Improvement

General Emergencies
(e.g. car repair, medical bills)
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The

Journeyers
on LinkedIn

Reach The

Journeyers

Try these targeting inputs in the

Campaign Manager Tool to
closely reach The Journeyers
persona on LinkedIn.

Meet The Journeyers

15% of LinkedIn US audience

& Q Tom Caruso

Tom Caruso - 2nd

Sr. Project Manager at Hollister
Construction Services

Hollister Construction Services

Parsippany New Jersey - 212 connections

r ~\
o) (wore.

About

'm a team player with a get-it-done attitude in the business
of huilding homes that exceed expectations. Im inspired by
global cultures and architecture, which has taken 1. see more

Experience

Hollister Construction Services

E 3yrsdmos

Sr. Project Manager
Aug 2016 - Present- 2 yr 4

Project Manager
Sep 2017 - Au

See all positions

Years of Experience

Industry

Construction
Corporate Services
Education

Finance

Software & IT Services

Degree

Bachelor's Degree
Master's Degree

Master of Business
Administration

Associate’s Degree

\Which content
format resonates
with them most?

Sponsored
Content

7-12+

Manufacturing
Health Care

Transportation &
Logistics

Real Estate

Research Doctorate
Doctor of Law

Doctor of Medicine

Meet the Member - Audience Research & Segmentation Study 2021 m

& Q search

Jamie Dimon [ - 3rd+
Chairmn and CEQ at JPMorgan Chase & Co

We manage JPMorgan Chase & Co. consistently with

principles that have stood the test of time. Throughout our
histery, the firm has built its reputation on being there for
clients, customers and communities in the most critical
times. This unprecedented environment is no different.

Letter to Shareholders from Jamie Dimon, Annual
Report 2019 | JPMorgan Chase & Co.

O@Q 5935
Like Comment

Il Bluescape Software

Job Seniority

Senior - Job Title
Manager - Job Title

Owner — Job Title

Interests

Accounting
Accounting Software

Cash Flow
Management

Cloud Accounting

359 Comments

Personal Finance
Stocks and Shares

Freelancing



Demographics
50-years-old, 58% Female

Job Title
Mid-Level

% Married
45%

Mindset

Planning
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Health Stability

Industries
Retired
Retail

Healthcare

|

Education

Manufacturing
Construction
Transportation & Logistics

Attitude
| prioritize time off from work

| often think of work outside
of work

Meet The Stewards

Leading a life of personal responsibility
in service of the greater good.

12% of LinkedIn US audience

t Education
High School Graduate / 1-3
Years of College / 4-Year
College Graduate

Average Household Income
(USD) $52,000

Average Owned Assets
Q (USD) $62,000

Life Goals
Be healthy and fit
Spend time and money wisely
Be a responsible citizen

Be environmentally friendly

LinkedIn makes them feel...

Informed
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Meet The Stewards

@ (
12% of LinkedIn US audience

Recent purchases

Products and * Mobile Phone
services purchaseol Home TV or Internet Service

in the past year

Looking to purchase

In-market to + Mobile Phone + Video Subscription Service
oU rchase in the Tablet + Personal Non-Luxury Vehicle
Laptop + Home TV or Intermet Service
next year Desktop Computer < Wil
Travel + Smart Home Appliance

Saving to purchase

Soving to purchase * General Emergencies (e.g.
. car repair, medical bills)
in the next year ,

Retirement

Vacation
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Meet The Stewards

12% of LinkedIn US audience

The Stewards
on LinkedIn

€ Q PriyaKapur

g\.. Q Search

Lina Nguyen commented on this

“d I Tyrell King - -
Helping compa \ ace cultures
Priya Kapur - 2nd 1 of belonging and productivity (Boston, MA}
Nurse at Signify Health Wh]Ch content 1h-®
Signify Health
Dolly, Texas - 133 connections format resonates Culture is the key to connection. Connection is the key to
P s confidence. Confidence is the key to productivity. Put your
[SLUEE (& Message ) [ More. . A :
A\ i V\/]th them most") employees first by prioritizing the cultivation of your
* company’s culture today. Check out my blog post here.
About
I'm a dedieated healtheare worker with over 25 years serving . . OO0 1213 9 Comments
the Dalas commnity. My clnical ’
othapedics Intensve care nd émergency medi s o Discussions and
° @

Activity Comments by i Comment
406 folow

Congrats! 'I I k 3 .

Priya cprmosted peopie | Know ) Lina Nguyen - 15t

?)  Sr. Analyst of Business Insights, United Healthcare

See all activity So true. | just posted an article about culture |

think you may find interesting. Take a look. |

Experi
xperience would love to hear your thoughts!

QO Sovrtican

Like - € 2 Reply

Eva Montez - 1st
Vice President of Human Resources, GE

Terrific work by a terrific person. Let's schedule
another virtual lunch soon.

ReO C h Th c Years of Experience 12+ Degree

SJEGWC] I’d S Bachelor's Degree

Industry

Try these targeting inputs in >econdary Education

I haven't worked at all over the last year

the Campaign Manager Tool Middle School Diploma
to closely reach The Stewards Education
persona on LinkedIn. ealth Cone Interests
Nonprofit Accounting
Recreation & Travel Accounting Software
Retail Cash Flow Management
Cloud Accounting

Job Seniority

Personal Finance
Entry — Job Title
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You've met
the member.

Meet your
moment on

LinkedIn.

Linked [T}



https://www.linkedin.com/campaignmanager

