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Showcase your employer brand, 
highlight job opportunities and convert 
leads with Landing Pages.

Landing Pages* is a talent lead 
generation tool that works across 
Campaign Manager and Recruiter to 
help customers reach, engage and 
convert talent leads at scale.

*Landing Pages is the new and improved version of 
Pipeline Builder
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Landing Pages
Landing Pages works with the LinkedIn tools you already know to build a warm pipeline of leads

LinkedIn Ads1 Landing Pages2 Recruiter3
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Reach the right talent 
and fill your pipeline

LinkedIn Ads let you drill down to target the right 
talent, no matter your recruiting needs.
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Attract potential candidates 
with personalized pages

Ads bring your audience to a rich-media, 
personalized Landing Page, customized for your 
candidates and designed to bring your roles and 
company to life.
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Easily engage and move 
forward with great talent

Interested candidates can submit their information 
with a single click, and you can move them forward 
with seamless Recruiter integration
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Set up your Landing 
Page and campaign
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Front-end Back-end Calibration

Campaign 
launches

Landing Page and 
related Ads are built

Leads are assessed, 
actioned, and 
followed up with

Leads are routed 
to appropriate 
Recruiter folder

Targeting and 
creative are 
adjusted as needed

Campaign 
concludes; 
team reviews 
leads generated

Landing Page workflow

TA 
Specialist

Recruiter

Talent Brand 
Marketing

TA 
Specialist

Recruiter

Talent Brand 
Marketing

TA 
Specialist

Recruiter

Talent Brand 
Marketing
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Landing Page workflow

* Only Landing Page administrators have access to this button. Ask your Company Page administrator for access.

Landing Pages, formerly known as Pipeline 
Builder is now located in Campaign Manager.  
Previously, Pipeline Builder pages were access 
via the Page Admin portal under “All Pages”

If you are an existing Pipeline Builder user, you 
will be redirected to Campaign Manager to 
access Landing Pages when accessing the 
Page Admin portal. 

Your previous Pipeline Builder pages will be 
automatically transitioned over to the Landing 
Pages ecosystem within Campaign Manager
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* Only Landing Page administrators have access to this button. Ask your Company Page administrator for access.

To access Landing Pages you 
will need to create a Campaign 
Manager account or get invited 
to an existing account.
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* Only Landing Page administrators have access to this button. Ask your Company Page administrator for access.

Once you create an account, you can click “Learn more” and you 
will be directed to a Help Center article with additional details.
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Click the “Account Assets” tab after you have 
logged into Campaign Manager and it will open 
up a drop-down menu

Click “Landing Pages” within the dropdown menu 

Click “Create new page” at the top right to build 
out your Landing Page

Create your page
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Edit: this option brings you to the page edit 
workflow to make adjustments to your page

View as member: this option enables you to view 
what a visitor to your Landing Page sees

Publish: Publish your page.

Duplicate: select this option to duplicate an 
existing page

Delete: selecting this option will delete your page

Manage your page
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• Build a pipeline of talent interested in your company by choosing 
the Talent Leads ad objective. The Talent Leads objective 
leverages Landing Pages to generate leads of candidates who 
are interested in opportunities at your company.

• The Talent Leads objective is only available if your company 
has a Recruiter contract.

Select the Talent Leads objective

* Only Landing Page administrators have access to this button. Ask your Company Page administrator for access.
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Add content to your Landing Page

Write a headline (required)

Choose something that is brief but 
engaging and action oriented. Ex: “Join 
our Engineering Team” or “We’re hiring 
data ninjas like you.” 

Write your body paragraph (required)

Include details on the type of candidate 
you’re looking for and what the role and 
your company offers. Use the Highlights 
section to include bullet points that make 
text easier to skim.

Upload a banner image 

Add rich media and an 
accompanying headline 

Use images, video, or slides to 
advertise your brand and culture.

Identify a recruiter or hiring manager for the 
“Share contact info with” module

Let candidates know who is managing the 
hiring process. Please note that this is not a 
clickable section for the candidate.

Identify up to three employees to 
highlight in Employee showcase. 

Include people whose backgrounds are 
relevant for the target audience. At least 
two employees must be featured for the 
module to show.
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Publish your page

Click “Save as a Draft” to save and edit later, OR “Publish” 
when you’re ready to publish your page.

Link to an existing Project where your leads will be 
accessible in LinkedIn Recruiter.**

• * Only those with a LinkedIn Recruiter Seat on your 
organization’s dashboard will have access to the leads

• **Recent Projects list here must be 1) a public project and 
2) does not already link to a Landing Page

Locate your new Landing Page URL. You will need to 
manually copy the link by using the “view as member” 
option OR select “Copy URL” once the page is published.
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Unpublish and re-publish Landing Pages

Since hiring needs could change, you may want to 
unpublish an existing page. Follow these steps to unpublish 
a live page and save its content for future use. You’ll be 
able to republish it again at a later date if needed.

Click the three dots and select “Unpublish” of the 
Landing Page you wish to unpublish

Republish your Landing Page at a later date or leverage 
the existing content for a new Landing Page by selecting 
“Duplicate”.
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Leverage Landing Pages in your LinkedIn Ads campaign

Sponsored Content
• Video Ad
• Single Image Ad
• Carousel Ad
• Single Job Ad

Sponsored Messaging
• Message Ad
• Conversation Ad

Additional Ad Formats
• Dynamic Ad
• Text Ad

Talent Tools
• Landing Pages

Gimmonix
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Managing Leads 
in Recruiter
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NEW

Publishing Process
• Ability to select existing 

Project under contract*
*Project must be created in Recruiter before it 
can be linked with a Landing Page

Lead Management
• New “Campaigns” tab to 

quickly filter Projects containing 
Landing Pages leads

• Unlimited* messaging to leads

Landing Pages is integrated 
into the New Recruiter & 
Jobs experience so you 
can track and manage 
leads more efficiently

*sending an InMail to a Landing Pages lead does not count against total InMail allotment
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Workflow - Landing Page lead management

Candidate expresses interest and 
becomes a Landing Page leadFlow Recruiter saves the lead into the 

Pipeline tab
Recruiter actions the lead in 
Pipeline tab

Lead 
visibility

LP lead is in the Talent Pool tab

Talent Pool Pipeline Talent Pool Pipeline

LP lead is now in the Pipeline tab
The Talent Pool tab contains a copy 
of the LP lead

Talent Pool Pipeline

Recruiter messages the LP lead from 
the Pipeline tab
The copy of the LP lead remains in 
the Talent Pool tab
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Sign in to LinkedIn Recruiter 

Click the “Campaigns” tab

Click the name of the 
campaign you want to see

Note: use filters to help 
identify Projects

Find your Landing 
Page leads
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The Talent Pool tab will show you 
all of the leads gathered

In this tab you can “Save” leads 
to your Pipeline, where you can 
structure your outreach.

You can also “Hide” candidates 
who are not relevant for this 
pipeline

Assess your Landing Page leads 

TIP: Sort by “Date Lead Added” Identify new 
Landing Page leads in the order of  
members who most recently became a lead
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The Pipeline tab
In this tab you can send InMail outreach to 
leads via the “Message” button, you can 
progress candidates through the process via 
the “Move to” button.

Note: From the Pipeline tab you can “Share 
for Review”, which allows you to share 
chosen leads with your teammates/ the 
hiring manager (once they have a Hiring 
Manager seat)

If you want to transfer leads into an existing 
Project you must click into their profile and 
add them via the Projects icon 

Manage your Landing Page leads
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The Talent Pool tab is a collection 
of all “potential” candidates from 
the three sources: Jobs, Recruiter 
Search and Landing Page.

Manage campaign leads from 
the Talent Pool Tab in Recruiter 
Projects 

Talent Pool Tab
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The Pipeline tab is where you 
“Save” candidates you wish to 
move along on the recruitment 
process.

Manage leads within the same 
Pipeline Tab as your Jobs and 
Sourcing leads 

Pipeline Tab
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Before archiving a Project, you 
must unpublish your Landing 
Page to stop the LP lead flow

Archive your Project and Leads
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Reporting and 
ROI
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Access Landing 
Page Analytics

Simply click the page name to 
access analytics OR select the 
check boxes for multiple Landing 
Pages

Select the “Analytics” button in the 
top left corner after you have 
selected the check box(es)
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Insights

Access actionable insights including 
the number of leads, percentage of 
leads who have received an InMail, 
InMail Acceptance rate and more.
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Demographics

View lead demographics in 
4 categories: 

Company

Title

Skills 

Seniority
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Case Studies
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Autodesk uses Landing Pages to fill high-
demand roles in multiple locations around 
the world. They created more than 10 
pages, each with a captivating headline, 
that speak to career growth and are culture 
specific to region and job function so that 
they’re as relevant as possible to the viewer. 

They also leverage the highlight modules to 
feature perks, language skills they are 
looking for, and more to further target 
potential candidates.

Autodesk
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Invesco uses Landing Pages to target hard-
to-fill roles in compliance and legal counsel 
and build general awareness across 
multiple regions to support long-term hiring 
needs. 

Their landing pages feature a video of their 
CEO speaking about the company’s 
strong outlook and the importance of their 
unique company culture.

Invesco
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Best practices
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Landing Page launch checklist

• Define campaign goals 
and success metrics

• Identify target audiences in 
partnership with your Talent 
Acquisition team

• Define team roles

Gather content that is 
ready to be added to the 
Landing Page

• Create a plan for recruiters
to manage leads

• Agree on any SLAs or 
templates that your team 
will use

• Ensure Landing Page 
is ready to go 

• Schedule a “Going Live” call 
and proceed with launch

Host a Pulse Check (full team 
meeting) to discuss launch of 
campaign and initial feedback 

• Gain feedback on the quality 
of leads coming from Landing 
Page from recruiters 

• Use this feedback to refine 
your target audience

• Refine and optimize 
campaign based on lead 
quality 

• Recalibrate content and 
targeting as needed

• Host a second Pulse Check to 
discuss campaign and feedback 
on leads generated

• Provide reporting on campaign 

T-4 weeks T-3 weeks T-2 weeks T-1 weeks

Week 1 Week 2 Week 3 Week 4

Pre-Launch 
Checklist

Post-Launch 
Checklist
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Ensure targeting is highly relevant to increase 
CTR and landing page conversion rate

Reduce wasted clicks by using the Exclude 
option in targeting for your own company

If you have multiple Landing Pages, A/B test 
different pages to the same audience and 
monitor results

Use localised language where applicable

Use the media section to highlight a relevant video for 
this role. Include interviews with someone in the same 
function, mission-led company videos, or videos 
showcasing the unique company culture.

Use employee testimonials to bring the page to life

Advise recruiters when you go live so they can 
monitor leads.

Also get feedback on lead quality during the campaign. 
If leads are not suitable, make essential adjustments on 
the targeting criteria and/or ad copy. 

Campaign setup best practices
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Campaign setup best practices

Personalize the Landing Page by using the 
demand %FIRSTNAME%. This will pull the 
members first name from their LinkedIn profile. 
Personalization increases conversion rate!

Always put the most important content (job title, 
location, etc.) toward the beginning of the page. 
The first paragraph needs to hook potential 
talent and create a value exchange.

4-5 paragraphs work best – must be quickly scannable

Use the call-to-action “I’m interested” button at the top 
of the page to drive leads

Use the main selling points of the company and 
the open role in your Landing Page copy. 

Avoid copying and pasting a job spec.

Be clear and factual in your related LinkedIn 
Ads copy with a clear call-to-action 

Make sure the text in the related ad is consistent 
to the text on the Landing Page.
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A quote from your employees or leaders

Why your organization is a great place to work

Exciting projects these candidates would be working on

Career development and/or growth opportunities

Accolades or awards your organization have received

The growth your organization is experiencing and why

Showcasing an employee from a team you’re hiring for
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Lead outreach best practices

Drive leads to take action – this is the key of every 
response. If there is an open role, drive leads to a 
discussion or application. If there’s no current open 
role, drive leads to follow your company on 
LinkedIn or read your content.

Respond ASAP (within a few days) of the lead to 
capitalize on momentum.

If the candidate is not a fit, a polite decline note will 
keep the candidate warm and close the loop on 
the process. Failure to follow up risks a negative 
brand perception and experience.

Respond to everyone who expresses interest, 
regardless of whether or not they are a fit.

Keep in mind that you may have to follow up a few 
times and you can leverage both InMail and the 
member’s email and phone contact information 
(if provided) to do so

Leverage InMail templates to speed up your 
response process.
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