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Create helpful, informative and entertaining content 

The “Cliffhanger” 
 
 
 
 
 
 
 
 

•  Hook your audience by 
communicating the value you bring 
to their professional life. 

•  Tell your audience enough to 
pique their interest but not so 
much that they aren’t compelled  
to learn more. 

The “VIP Invitation” 
 
 
 
 
 
 
 
 

•  Make your audience feel special 
by sending a personalized invite  
to an “exclusive” event.  

•  Get your audience to react by 
tailoring the content to their 
interests. 

The “Helpful Advisor” 
 
 
 
 
 
 
 
 

•  When distributing content, such  
as a whitepaper, write with the 
tone of a personal advisor. 

•  Clearly explain how your content 
will help your target achieve 
professional success.  

Sponsored 

Brooke Lloyd 
VIP Program Business Briefing 
By invitation only 

April 10 Sponsored 

NetBrain Technologies 
Document Your Network Free 
Our experts. Our software. 
Your network. 

Monday Sponsored 

Heather Doshay 
Job opportunities in NYC! 
Get 5+ job offers in  
one week! 

Sept 17 
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Keep subject lines short and impactful 

Best performing subject 
lines often use some of 
the following key words: 
•  Thanks 
•  Exclusive invitation  
•  Connect 
•  Job opportunities  
•  Join us  
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Address your target audience directly 

To increase relevance: 
•  Customize the greeting with 

the member’s name 
•  Refer to their job title  
•  Try using the word “you” 
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Give your message a unique and genuine voice 

Use a strong visual 
Enhance your message  
but do not distract from it 

Be concise, personal  
and relevant 
Keep your copy under  
1000 characters and  
include a body link 
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Use clear calls to action (CTA) 

Top InMail CTA keywords 
1. Try  
2. Register  
3. Reserve 
4.  Join 
5. Confirm  
6. Download 
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Select a sender who is credible with your audience 

Pick a sender who’s 
relevant to your message 
For example, if you have a 
technical message, the sender 
should be a director of IT or a 
chief technology officer, and not 
a VP of marketing. 
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Targeting: Influence the influencer 

Focus on hands-on influencers 
•  Target senior individual contributors 

(ICs) as part of your audience 
•  Senior ICs test products and 

influence the purchase 
•  Senior ICs represent a much bigger 

audience than the person that will 
ultimately sign the contract 

 
PRO TIP 
Craft different messages for  
ICs versus Owners/Partners/CXOs. 

Manager 

Senior 

Entry 

Director 

VP 

Owner 
CXO 

Partner 
Training 

Unpaid 
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Optimize the content for mobile 

For best mobile 
performance make sure: 
•  The copy is fewer than  

1,000 characters 
•  The CTA is clear 
•  The landing page is optimized 

for the small screen 
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Make your landing page shine on mobile 

•  Optimize your landing page for mobile.  

•  You have less than eight seconds to 
make a compelling offer and convince 
the reader that you have unique, 
relevant insights to share. 

•  More than 85% of LinkedIn 
engagement comes from mobile. 

UserVoice.com makes its landing 
pages responsive and easy to 
navigate on all device sizes.  
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Set up A/B tests to learn what resonates 

Few campaigns succeed right out of the gate. Create multiple versions of your 
creative and test the heck out of them. Direct Sponsored Content enables you to 

personalize content for specific audiences and test it in real time. 

Use fresh creatives. 
When A/B testing, build new 
creatives for a fresh start. Restarting 
creatives that have already run 
comes with baggage like past 
performance and a relevancy score, 
which could bias results. 

Limit your variables. 
A/B test a single variable at a time. 
First test two images. Then test two 
headlines. Then test two calls to 
action. Testing should go no longer 
than one week. 

Choose a clear objective. 
When optimizing and refining ad 
copy, make increasing clickthrough 
rates your primary goal. If leads are 
your priority, make lead scoring and 
capturing your primary goal. 



2. Optimizing content 

•  Clearly outline benefits to the 
member for engaging with this 
message 

•  Use concise, compelling  
and conversational intros 

•  Include a concise call to action 
and be clear about what the 
member should do  

•  Make sure landing pages are 
optimized for mobile traffic 

1. Optimizing for relevance 

•  Ensure your message resonates 
with your target audience 

•  Always ask, “why would the 
audience read this? 

•  Use a sender with credibility and 
relevance 

3. Amplify and personalize 

•  Test to see what works with the 
audience and then refine 

•  Be resourceful and use your 
existing content by reworking it to 
be conversational  

•  Be genuine 

Best Practices Cheat Sheet 

Top “Do”s 

13 



2. Hard-to-navigate website 

•  Avoid mixed messaging. The 
landing page should match the call 
to action and message 

•  Your landing page should align 
with your goal (e.g., PDF is not 
ideal for conversions) 

1. Pushy content 

•  Avoid content that sounds like 
a brochure or infomercial  

•  Don’t cast too wide of a net 
(e.g., “You or a colleague may 
benefit from this … ”) 

•  Avoid !!! and ALL CAPS 

•  Don’t overload message with 
multiple calls to action,  
focus on one action and 
building trust 

3. Too much or too vague 

•  Avoid getting all details into the 
message, your landing page  
should do the educating 

•  Don’t have a call to action  
that’s too long, it will get cut  
off on mobile 

•  Using a closing salutation if  
the message is coming from  
a company 

Best Practices Cheat Sheet 

Top “Don’t”s 
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Content Downloads 
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