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INTRODUCTION

LinkedIn is home to 40 million B2B decision-makers and 61 Rather than allocating spend toward other social platforms
million senior-level influencers. The platform also is Fortune like Twitter or Facebook, lay your chips where you know
500 companies’ social media channel of choice. they’re most likely to be cashed in: Linkedin.

Logic follows that if your organization operates in the B2B We’re diving into several examples of B2B brands excelling
space, you need not only a defined content marketing at LinkedIn marketing to illustrate what lessons you might
program but a distinct LinkedIn marketing strategy. apply toward your marketing efforts.
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QUICK LINKEDIN STATS [

But first, let’s discuss just how fundamental LinkedIn is to B2B
content marketing success.
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91 percent of marketing executives More than 50 percent of all B2B social 94 percent of B2B marketers say LinkedIn
rate LinkedIn as the best place to find traffic comes from LinkedIn. is their best distribution channel.

high-quality content.
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80 percent of B2B leads come 2 new LinkedIn accounts are 45 percent of people who read
from LinkedIn. created every second. LinkedIn articles are managers,

directors, VPs or C-suite.

With these figures in mind, it’s clear that B2B marketers who aren’t running strong LinkedIn
campaigns are leaving qualified leads on the table. So, here are six companies getting the job done.



HAYS

In 2017, LinkedIn recognized recruiting firm
Hays as having the “Best Company Page” on its
platform. While their nearly 2.5 million follower
count may attest to Hays’s prominence on
social media, it's how they converse with their
audience that matters.

Hays combines helpful tips, industry research
and thought-provoking articles into a stream of
information that advances ideas their followers
likely want to know more about. But the
company doesn’t settle for the standard teaser
text and hyperlink; they incorporate custom
graphics, podcasts, short videos and long-form
content into their LinkedIn posts, providing
followers with multiple avenues with which to
engage their brand.

Hays Talent Solutions mmm
HAYS

Listen to our recent podcast to find out how to provide the best experience possible
for your applicants: https://bddy.me/2Np9ndz

HAYS e

LISTEN TO
OUR PODCAST

Users can discover the latest insights into HR tech, gather data on workplace productivity
and pick up practical management advice within a single scroll.




o WHY IT WORKS

Reguest your copy of our What Workers Want report to find how out to remove the
roadblocks and improve your applicant journey Through its Hays Talent Solutions
showcase page, Hays uses LinkedIn

as a content hub. LinkedIn users

aren’t on the hunt for content that

helps pass the time or clickbait that’s
mildly entertaining. These are B2B
professionals wanting their workdays to
be more efficient and their companies
more successful.
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GET THE LATEST
WHAT WORKERS
WANT REPORT

What Workers Want 2018

cloud.email hays.com
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every click, users know they will likely learn something new and be able to

Hays serves up multiple types of assets to meet that need head on. With I
integrate into their staffing and workplace management practices.
|
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Everyone has a story to tell. See how technology can help students explore their
creativity & foster a hunger to #Keeplearning: https://adobe.ly/2Ndy90P

Adobe is at the forefront of its industry, so its
ideas matter. As a provider of digital media
platforms and creative marketing software,
Adobe’s services have an array of uses.

Its LinkedIn profile mirrors this breadth of
services with social content that is, at times,
branded, educational, research-driven, graphical,
collaborative, motivational and more.

Audiences beyond the traditional B2B persona
may find their posts insightful, and that’s

what Adobe tries to focus on: content that’s
interesting, as opposed to content that’s

Sparking Creativity in Classrooms Around the World | Adobe Blog H
conspicuously calculated for lead generation. theblog.adobe.com




[\ . WHY IT WORKS

Brands agree consumer experience rules the roost. Check out the findings from our
recent survey on Al & personalization: https://adobe.ly/2NgXoPQ

Adobe gets right what a lot of brands get wrong.
They view publishing platforms and social media
channels as more than just soapboxes. In reality,
they’re communication corridors: Adobe has
something they find interesting, and they think
you might find it interesting as well, so here it is...
There are fewer taglines and sales overtures and
more abstract, aha moments.

This model differs from brands so constrained
by narrow messaging and corporate identity that
they’re afraid to even try to be unique.

Customer Experience Comes First | Adobe Blog I]

theblog.adobe.com

And we don’t fault those organizations. When content marketing comes down to cents [000 ]
and dollars, it’s difficult to invest small budgets in content that doesn’t have a clear
conversion goal or that doesn’t shorten the sales cycle in any way. In this sense, Adobe
has the luxury of experimentation.
PAGE 1
But experimentation can also lead to new possibilities and revenue streams over time.
Case in point: we at Brafton rewrote our product landing pages at the beginning of 2018, O
and since then, 70 percent of them rank on the first page of Google.



MAILCHIMP -, O
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To celebrate the beta release for postcards in MailChimp, we made a video game!

Sure, LinkedIn’s a B2B platform, but audience "Post Haste” follows young Freddie Von Chimpenheimer as he delivers mail on
behalf of the family business. Designer Chase Curry, who led the project, ...see more

engagement is audience engagement. That’s
what MailChimp’s LinkedIn content strategy
proves with each post.

A short, auto-play video here, a photographic
mashup of employees in MailChimp sweaters
there, and you start to forget you’re on LinkedIn,
not Instagram.

By transferring over the visual marketing practices of a platform like
Instagram or even Snapchat, MailChimp successfully strikes a balance
between professional and cheerful.
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MailChimp LR
Melthoe 44,177 followers

3mo
"Once we installed the pop-up form, we were getting 3. 4 5 new email addresses a
day, and that helped us grow our customer list really quickly,” the team at Highway
Robery says. Learn how they did it http://fexpi.co/01lmXHW

t

People buy them they like them they get excited
about them they tell other people about them.

WHY IT WORKS

MailChimp weaves in video testimonials and
written case studies to its LinkedIn publishing
schedule, providing followers with real-life
takeaways on the benefits of their services.

So, not only do readers gain a better
understanding of MailChimp products and
the added trust conferred from a testimonial,
but they also obtain a strong sense of the
company'’s personality and values.

Though LinkedIn is often a repository

for industry opinions and longer form content
— especially LinkedIn Pulse — it doesn’t

have to be.

Short videos with subtitles, custom
illustrations for feature images and simple
animations also have a purpose on LinkedIn,
and MailChimp shows us how.




AMAZON

Amazon Web Services .
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WEB SER \//CES Bristol-Myers Squibb is linking vast quantities of data on AWS enabling company

researchers to fight against disease. https:/famzn.to/2ZNX5qXC

_

As the primary revenue-driver for Amazon, the
AWS platform essentially powers the business
world through low-cost cloud infrastructure.
While much of what AWS publishes on LinkedIn
is brand-centric, their social team aggressively
promotes new services, training around existing
products and concepts that support their overall
mission of global cloud deployment. In a word:
They have a theme, and they stick to it.

This certainly isn’t revolutionary, and for many
organizations, being so promotional may fall

flat. Because AWS dominates its industry and
provides services that impact virtually every
aspect of our lives, however, its LinkedIn content
strategy resonates. It isn’t necessarily about
sales; it’s about education.
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s o WHY IT WORKS

As Al becomes common across every industry, partnerships are becoming the next

launch pad for innovation. Learn how GE Healthcare, Intuit & more innovate with
machine learning on AWS. https://amzn.to/20yWGdq

Each of AWS’s LinkedIn posts is effectively
a mini case study on how impactful its
technology is and the ways it is being utilized.

By elaborating and offering examples on the
latest tech, such as machine learning and
artificial intelligence, AWS co-opts part of
the larger conversation around these topics.
And by inputting their own expertise and use
cases, they position themselves on LinkedIn
as a go-to resource for timely content on
important tech developments.
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HUBSPOT

We’d be remiss if we didn’t touch on LinkedIn
Ads, the targeted, self-service advertising suite
that businesses use to complement their organic
LinkedIn efforts.

In 2016 and 2017, HubSpot began experimenting
more with paid social ads, and they uncovered a
number of key findings that helped them better
budget for the future. Those included:

9 percent conversion rate
through LinkedIln Sponsored
Content compared to about 2.5
percent through Google search.

$90 per LinkedIn lead versus
$125 per Google Ads (formerly
AdWords) lead.

()

Fill Your Funnel
y Generate leads from LinkedIn with
1 HubSpot's free guide.

From: HubSpot

Go To URL: http://www.hubspot.com/how-to-generate-leads-using-

Get Leads From LinkedIn

Use HubSpot's free guide and generate
leads from LinkedIn starting today.

From: HubSpot

Go To URL: http://www.hubspot.com/how-to-generate-leads-using-

CPCs for LinkedIn ads are higher than search and other social ads, but
for B2B companies, the payoff is there in the form of lower cost per lead
(highly qualified lead, at that).
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Online Marketing Software

More Leads. More Customers. See
HubSpot's All-In-One Marketing Software!

From: HubSpot

Go To URL: http://go.hubspot.com/ppc-demo/?source=hspd-linkedin-

[]
WHY IT WORKS @

As the numbers show, social ads for targeted audiences can Being a marketing organization itself, HubSpot was likely

generate stronger ROI than even some forms of organic able to leverage tons of its own customer data to better craft

content; that’s the nature of operating on a more niche the ad creative for maximum impact.

platform with user groups that are homed in on what they

specifically desire. This example highlights the necessity of using the full
spectrum of LinkedIn’s offerings to more fully stand out from

In the case of HubSpot, it knew its audience overlapped other business users. It also underscores how effective the

substantially with LinkedIn marketers, so placing text ads platform can be in generating leads at scale.

directly in front of B2B users was a no-brainer.
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72% of respondents rate automation and Al as important— but only 31% feel ready
Few organizations carry the B2B reputation to address it.
of Deloitte, which is known to produce great
content in the form of lengthy industry reports,
data-driven research and insights from internal
experts. And through its LinkedIn page, Deloitte
posts timely, relevant content several times a
day, and across different formats.

Graphical representations of survey results,
video interviews of executive team members and

articles summarizing proprietary trends reports
are just a few of the ways Deloitte conveys its
brand values to followers. The management
consulting firm also prioritizes quality feature

images, alternating between custom illustrations, bl

stock imagery and simple text overlays.

Most prominently, Deloitte’s social presence covers a wide range of important business
matters, such as automation, regulation, green infrastructure, smart city planning and /
blockchain, among others.

As a business owner or board member, Deloitte would be a great resource for developments /
on how technological and governmental trends may impact his or her operation. \/ /
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Deloitte L
e 2857812 followers
43% of survey respondents think employee well-being reinforces their
arganization's mission, Is it time for your organization to examine their well-being
program? https://deloi.tt/2pmo¥YNf

Designated office
space for wellness

Reimbursement for
well-being expenses

Healthy snacks

Employee
assistance program

Mental health
counseling

i

Wellness counseling

WHY IT WORKS

Deloitte is the largest professional services
network in the world, with roughly $40 billion
in annual revenue. Its expertise in consulting
business leaders and advising enterprises is
put on display on LinkedIn, which is precisely
the platform to do so.

When your primary offering to customers is a
somewhat nebulous service like “consulting,”
it can be difficult to speak plainly, to show
results, to convince others of your inherent

35%
value. But Deloitte — irrespective of its
Health menitering or 59% Lo . "
cessation programs 24%, eX|st|ng brand image and name recognltlon
— uses LinkedIn as a tool for fleshing out its
WE":T'"‘E T el L A5ty D messaging and reinforcing what it brings to
Wiwe.QelItie.com
the table.
.'/,
Z
By scanning the company’s LinkedIn content, you immediately get the idea that it is abreast of “ -

business trends, has predictions for the future and employs experts who have something to offer
customers of all stripes. Moreover, because senior executives and decision-makers prefer quick,

visual content, Deloitte formats its posts to cater specifically to this audience.
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CONCLUSION

In many ways, LinkedIn is a more precise
platform than other social channels. Its
demographic user base and intent is more
homogenous, meaning its users — who on
average spend only 17 minutes a month on
Linkedln — log on with more commercial intent
relative to other social platforms.

Even if the initial goal of a user is networking,
information-gathering or engaging with
content, the underlying motive is to advance
professional and organizational objectives,
either now or at some point in the future.

What can be learned from the above content
strategies, and how will your team refine your
LinkedIln marketing moving forward?




BRAFTON
FUEL YOUR B
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business.linkedin.com/markej
business.linkedin.com/c


https://www.facebook.com/Brafton
https://twitter.com/Brafton
https://www.linkedin.com/company/brafton/
http://www.brafton.com
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