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Learning objectives
Leaving this session you should be able to:

Discuss LinkedIn Understand how to use Know how to
product features for these solutions for get started
demand generation different lead gen goals
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Generating quality leads & proving ROI

Are the greatest challenges marketers face
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- DEMAND VS. LEAD
GENERATION

' Ben Eatwell, Head of Marketing,

LinkedIn Sales and Marketing Solutions



DEMAND
GENERATION

Activity that creates a
demand for your
product or service

LEAD
GENERATION

Activity that drives leads
into the marketing and
sales funnel
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Main operational difference

Between DG and LG is how we optimise activities
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Sales accepted lead?

Qualification
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Sales Accepted Opportunity?

Sales Closes lead as
new customer -
attributed to marketing
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BROAD YET TARGETED

Target multiple
stakeholders in agreed
audience segments

Best Practice

®

SET CLEAR TARGETS

To hold teams
accountable

V Optimse to business
objectives - revenue
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UNDERSTAND

Alead is only the start of
the journey for sales



LEAD GENERATION
ON LINKEDIN

Sudeep Cherian, Director of Global Product Marketing,
LinkedIn Marketing Solutions






