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Contents 
Plan it out day-by-day or all at once.
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Whether you’re looking to raise your brand 
awareness, build professional relationships, 
or drive leads on social, using LinkedIn 
Sponsored Content is a must. LinkedIn 
is the #1 B2B social media platform for 
content distribution, making it invaluable 
as a B2B ad platform.

Whether you’ve dabbled in Sponsored Content 
before or not, it’s easy to see the value of using 
paid ads to reach LinkedIn members. But what 
you may not know is how to create an effective 
Sponsored Content strategy to reach the right 
members, at the right time, with the right content. 

Luckily, in just two weeks or less, you could be off 
and running with a Sponsored Content strategy 
tailored to reach the audience that matters most 
to your business.

In this 2-week planner, we’ll take you through 
the steps to develop a strategic, fine-tuned ad 
strategy for Linkedin. By the end of this 14-day 
guide, you’ll know how to effectively engage 
users, build relationships, and drive higher quality 
leads from Linkedin. 

Ready to dive in? Let’s get started with the basics. 

Foreword

http://contentmarketinginstitute.com/wp-content/uploads/2015/09/2016_B2B_Report_Final.pdf
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Make sure your LinkedIn Company Page is well-
optimized and includes relevant and up-to-date 
information. Because Google ranks LinkedIn pages 
in search engines, optimizing your Company Page 
should be a key piece of your marketing strategy 
both for developing a paid strategy and for your 
overall marketing efforts. 

Create a LinkedIn Company Page

Day 1
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COMPANY LOGO
Your company logo is the first visual representation a user sees of your brand. Make sure you’re 
using a recognizable brand image (like your logo) so followers can easily recognize your brand when 
you post content and when they’re viewing your Company Page. The optimal size for a LinkedIn 
Company Page logo is 300x300 pixels.

SUMMARY: 
The summary is your chance to tell the world who your brand is, what you do and care about, and 
how you can help them. Make sure to provide links to your website, blog, etc. to keep moving 
people through your content ecosystem. Keep this section up-to-date with relevant information to 
maintain your page’s credibility. 

HEADER PHOTO
Your header photo shows up right beneath your company logo on your Company Page, which 
gives you a prime visual spot to showcase your brand or promote a special event happening at 
your company. Because your company profile is meant to showcase your brand both as a product 
and for job searchers, make sure you’re tailoring your header photo for both audiences -- people 
looking to work from you and potential leads/customers. The optimal header photo image should 
be 646x220 pixels.

Don’t forget! Having a Company Page is required if you want to set up Sponsored Content 
campaigns! Make sure yours is well-optimized before you start running ad campaigns. 
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RECENT UPDATES
While your followers will see your content updates in your own feeds, 
your recent updates section is the timeline where all of your company 
content updates live. Make sure you’re regularly posting content to 
drive traffic to your blog posts, promoting offers, etc. 

COMPANY INFORMATION
Sitting right under your summary section, 
your company information section is the 
area where you list relevant information 
like your company size, headquarters, 
industry, etc. Not only is this section 
essential for users looking at your 
company to understand who you are (both 
prospects and job applicants), it’s also the 
section that tells marketers like you about 
the company your employees work for. 

SHOWCASE PAGES
Have specific business lines, brands, or products you wish could have their own 
Company Page? Showcase Pages allow you to build sub-pages that can highlight 
relevant content for a specific part of your business or portion of your audience. 
For instance, LinkedIn uses Showcase Pages like the Linkedin Marketing Solutions 
page to focus on relevant content for marketers, by marketers. Members can 
follow your Showcase Page without also having to follow your main Company 
Page and you can manage these pages separately, but every Showcase Page 
ultimately must have a Company Page as its parent. 

CAREERS
Don’t forget! Linkedin isn’t just for marketers trying to expand their reach, it’s a network for professionals looking to build 
connections, for job-seekers looking for potential new workplaces, and for recruiters to find talented candidates. That’s 
why optimizing your Career Page is essential. Don’t just think about LinkedIn as a place for you to target content towards 
people -- think of it as a place to expand your network for your marketing and recruiting. 

https://www.linkedin.com/company/linkedin-marketing-solutions
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Get Familiar with LinkedIn

Day 2

Once your Company Page is set up, you’re ready 
to start using LinkedIn to grow your following and 
expand your reach both organically and through 
Sponsored Content. But rather than using the 
spray and pray approach to ads, it’s important to 
first make sure you understand how LinkedIn works 
and how to best leverage it in your own content 
strategy. 
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The first thing LinkedIn members see 
when they log in is a feed containing 
shared content and job updates from their 
network...

Now that you’ve set up your Company Page, this 
feed is prime real estate for your followers to see 
your content updates.

It’s in this same feed that your Sponsored 
Content will appear to users. While organic 
content shows up in your Company Page 
followers’ feeds, Sponsored Content targets 
beyond your LinkedIn Company Page followers  
based on how you set up, target, and pay for 
advertising. 

This enables you to take that awesome piece of 
content that’s already performing well organically 
and get in front of new prospects that are now  
interacting with your brand on LinkedIn.

After you’ve familiarized yourself with the overall 
platform, login to LinkedIn’s Campaign Manager 
-- where you’ll set up your Sponsored Content 
campaigns -- to start looking at targeting 
features and options. 

https://www.linkedin.com/uas/login?session_redirect=https%3A%2F%2Fwww.linkedin.com%2Fad%2Faccounts%3Fsrc%3Dre-other%26veh%3Dwww.hubspot.com%257Cre-other%26trk%3Dsem_lms_gaw
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Identify a Target Audience

Day 3
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When it comes to generating leads from your LinkedIn Sponsored 
Content, it helps to have an idea of who your target audience is. 

It’s a firm content marketing  best practice to have an idea of who your 
buyer persona is -- fictionalized, generalized representations of your ideal 
customer. Who are you creating content for and what do they need help 
with? 

But when it comes to your Sponsored Content strategy, you may want to 
segment your content toward an even more specific target audience, based 
on their qualifications, interests, geographic, region, etc. 

So, how do you identify a target audience? Try and answer the overarching 
question, “Who are you trying to reach?” Answer these types of questions 
for each Sponsored Content campaign your produce:

• What is their job function or title?
• Where are they located?
• What industry do they work in?
• What is their seniority?
• What are they interested in?
• What kinds of content do they like?
• What kinds of questions do they have?
• What are their pain points?

Honing in on your target audience helps you tailor your content strategy 
towards the right people using LinkedIn’s targeting features. 

http://blog.hubspot.com/blog/tabid/6307/bid/33491/Everything-Marketers-Need-to-Research-Create-Detailed-Buyer-Personas-Template.aspx
https://www.linkedin.com/help/linkedin/answer/722/targeting-options-and-best-practices-for-linkedin-advertisements?lang=en
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Build an Organic Following: 
Tips and Tricks

Day 4

Before you start creating Sponsored Content 
campaigns, it’s important to grow your organic 
following to build credibility and find out what type 
of content resonates with your followers.

Building a following doesn’t happen overnight. 
If you’re just starting out on Linkedin, consider 
holding off on Sponsored Content until you build 
up a large enough audience. If your Company Page 
or Showcase Page doesn’t have much content or 
followers, and a member visits your page after seeing 
one of your ads, they’re less likely to trust your brand.
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How do you start (or continue) building your organic 
following on Linkedin? Here are a few tips and tricks: 

• Post updates regularly -- the easiest way to grow your audience 
organically is to share updates that your followers can like, share, and 
comment on. When they do so, their followers will see you updates, too! 
The highest-performing companies on LinkedIn post several pieces of 
content each week, and some even post daily. They will often publish and 
repurpose images, infographics, posts from their company blog,  or links 
to events, webinars, ebooks, and other content. Want to see examples of 
top-performing content? Click here. 

• Add social sharing icons and links to your Company Page on your 
website and other social media outlets. Adding social sharing buttons on 
all of your blog posts and website content allows users to quickly share 
content as updates.

• Encourage your employees to add your company to their Linkedin 
Profiles and follow your Company Page. Leveraging your employee 
networks will help you grow your following quickly.

• Update your career section frequently with job postings -- people 
looking for jobs will find your page in search features or through 
connection suggestions.

• Keep your Company Page up-to-date -- updates will get shared on 
followers feeds, allowing them to share it to their own networks. 

• Share rich media: videos, graphics, and visuals to capture users’ 
attention. Research by LinkedIn has shown that adding rich media to your 
LinkedIn Sponsored Content can increase CTRs by as much as 38%.

• Engage with your network by responding to comments, liking or sharing 
other posts, and engaging in relevant groups for your industry. 

• Have your executives and employees publish long-form posts to 
LinkedIn  and encourage likes, comments and shares. 

• Follow other businesses and influencers in your industry and engage with 
them to use their reach to grow your following. 
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https://business.linkedin.com/marketing-solutions/blog/best-practices--content-marketing/2016/our-journey-to-100k--how-we-built-an-always-on-content-strategy-
http://www.slideshare.net/LImarketingsolutions/creating-linkedin-sponsored-content-that-earns-engagement-65562457
https://www.linkedin.com/help/linkedin/answer/47445/long-form-posts-on-linkedin-overview?lang=en
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Identify Content to Sponsor

Day 5

Paying for Sponsored Content shouldn’t be the only content marketing strategy you utilize on LinkedIn. 
If you’re trying to increase traffic to your content pages through paid strategies, you should also be 
trying to use organic content to reach the right users. 

But when it comes to designing effective Sponsored Content campaigns, identifying the right content 
isn’t JUST about targeting the right audience. It’s also about making sure you’re getting a return on 
investment by generating the right results from your content. 

Figuring out what results you need to drive starts with determining the goal of your Sponsored Content 
campaign, and the goals of the campaign will help you decide what content to use.
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Is your campaign focused on generating 
brand awareness or buzz about certain 
events or spotlights your company is 
promoting? The kind of content you 
promote for awareness campaigns should 
look different and drive different results 
than your lead generation campaigns. 

What kinds of content to use: 
• Company Blog Posts
• Press Releases
• Long-form posts on LinkedIn
• Visuals
• Videos
• Showcase Pages
• Product Announcements

What metrics to analyze:
• Engagement Rate
• # of Impressions
• New Company or Showcase Page Followers

Brand Awareness

• Make it visual! Use a 1200x627 pixel image
• Use catchy headlines and descriptions.  We 

recommend keeping it to 150 characters or 
less; using stats also boosts engagement

• Stay on-brand
• Gear your language at shaping the 

perception of your brand

Pro Tips:

https://www.linkedin.com/help/linkedin/answer/47445/long-form-posts-on-linkedin-overview?lang=en
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• Invite engagement: make it clear in your 
language that you want people to comment 
and share

• Make it visual
• Ask employees to share for organic boosts
• Thought leadership shouldn’t be the goal. It 

should be the icing on the cake of creating 
something truly innovative. Present a unique 
point of view on a hot topic and create 
compelling, timely content

Are you trying to stand out as a thought 
leader and build credibility for your 
brand? Create content that stands out 
from the crowd. Whether it’s establishing 
a position of authority or using humor, be 
consistent in your voice.

What kinds of content to use: 
• Pillar pieces of content 
• Podcasts
• Posts about relevant content in your industry
• Long-form posts on LinkedIn
• Guest posts on other blogs 
• Industry Trends or Data
• Slideshares

What metrics to analyze:
• Engagement Rate
• # of Impressions
• New Company or Showcase Page Followers

Pro Tips: 

Thought Leadership

http://marketeer.kapost.com/content-pillar-definition/
http://blog.hubspot.com/marketing/what-is-thought-leadership#sm.00001uxho5uugbdelzi3126a4svzc
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Are you trying to drive traffic to a landing 
page and drive form submissions? Make 
sure your campaigns are tailored towards 
users who are looking for the kind of 
content you’re providing. 

What kinds of content to use: 
• Ebooks
• Webinars/live streamed content
• How-to-Guides
• Blog posts with offer CTAs in them 
• Freemium downloads
• Industry-related reports

What metrics to analyze:
• Form submissions
• Marketing Qualified Leads and cost per 

qualified lead
• Inquiries
• Conversion rates from views > form 

submissions

Hopefully, you already have a killer content 
marketing strategy for Linkedin. But if you 
don’t, check out this guide to creating a tactical 
content marketing plan by Linkedin and this 
content marketing template from HubSpot. 

If you’re like most marketers, you’re likely to 
use Sponsored Content to generate leads at 
some point (whether it’s today or next week)! 
Remember to target your content so that it casts 
a wide net while still making it relevant to your 
target audience. 

• Make it visual - always include an image with 
every post that’s optimized for the right size

• Try testing blog posts vs. landing pages with 
CTAs to your download forms

• A/B test everything -- try testing your visuals, 
format, messaging, etc

Pro Tips: 

Lead Generation

http://blog.hubspot.com/marketing/conversion-rate-optimization-tips-unbounce#sm.001v4rrhe1137ecltc92hdt00547x
http://blog.hubspot.com/marketing/conversion-rate-optimization-tips-unbounce#sm.001v4rrhe1137ecltc92hdt00547x
https://business.linkedin.com/content/dam/business/marketing-solutions/global/en_US/campaigns/pdfs/lms-tactical-plan-ebook.pdf
https://business.linkedin.com/content/dam/business/marketing-solutions/global/en_US/campaigns/pdfs/lms-tactical-plan-ebook.pdf
http://offers.hubspot.com/content-planning-template?__hstc=20629287.4417e2949f12a2682dd7e9f4b7334800.1469035412508.1475550019714.1475587007653.183&__hssc=20629287.1.1475597102529&__hsfp=1945213963&hsCtaTracking=870b6a31-0a25-444f-b61e-ff427ef5d5e9%7C4f0924a7-644d-40f1-88e6-0e63a0d0b6c9
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Build an Effective Editorial Calendar

Day 6

We’ve covered how you can use Sponsored Content 
campaigns for all sorts of purposes -- from lead 
generation to brand awareness -- but when it comes 
to actually designing the flow of your campaigns, you 
have to think about the balance of content you’ll be 
exposing your new audiences to. 
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Think about your blog or other content offerings. If you write or create the same 
type of content every time, what happens to conversions from the first post to the 
thirtieth? More than likely, engagement goes down as you saturate your audience 
with the same type of content. 

The same is true for your Sponsored Content strategy -- in order to effectively get users to 
engage and be interested in your content, you have to provide users with new, relevant, helpful 
content, which means adding variety to the content that’s being promoted. 

The best to way to ensure variety in your organic and paid strategies is to build an editorial 
calendar that tracks and organizes the types of content you’re posting. 

Luckily, HubSpot created this free social media content calendar to help you get started. 

What factors should you consider when customizing your own content calendar?
• What days of the week see the highest engagements for your audience
• How often you should be posting new content 
• Vary the type of content you’re posting (how-to posts, list posts, templates, kits, etc.)
• Vary the format of content (ebooks, interactive sitepages, webinars, live events, etc.)
• Vary the goal of the content (brand awareness vs. lead generation vs. thought leadership)
• Quality vs. quantity of posts - try an experiment like the HubSpot blog editor did

Remember to always test and optimize your content strategy over time based on what’s 
working and what’s not.

http://offers.hubspot.com/social-media-content-calendar
https://business.linkedin.com/marketing-solutions/blog/t/the-blogging-food-groups-a-well-balanced-diet-of-content-infographic
http://blog.hubspot.com/marketing/blog-strategy-quality-quantity#sm.00001uxho5uugbdelzi3126a4svzc
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Select Compelling Assets

Day 7

The success of every Sponsored Content campaign is 
based on many factors. It starts with the actual content 
you’ve created -- is it high-quality and relevant for your 
audience? 
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The next part of setting your campaign up 
for success is the assets and messaging 
you use to promote that content. Does 
it accurately describe the content you’re 
promoting? Does the messaging make 
the reader want to click on the content? 
Do the visuals accompanying the content 
stand out on a user’s’ feed? 

The promotional strategy you use is key to 
generating the results you want from your clicks. 
So think carefully about the assets you choose to 
promote and test wisely. 

Visual Assets
There are limitless ways to create visual content 
that stands out to your audience, it just takes 
a little creativity, a lot of testing, and the right 
tools to make it successful. Whether you’re using 
a graphic or video, make sure you’re designing 
and finding images that set context for your 
content, capture users’ attention, and aligns with 
your brand. 

Messaging Best Practices:

Visual Pro Tips: 
• Make sure you’re using rich media: 1200x627 

pixels. (Rich media images have up to 38% higher 
CTR than linkshare updates with a thumbnail 
image preview.)

• Use Canva to create unique, branded social 
media images

• Vary your image types -- try using icons, gifs, stock 
photos, graphics, etc. 

• Use colors that stand out from the page -- stay 
away from lighter backgrounds like white or gray.

• Create graphics that are designed for conversions
• Include CTAs to encourage clicking 

https://www.canva.com/
http://offers.hubspot.com/designing-graphics-that-convert


How to Run Successful Linkedin Ads: 2 Week Sponsored Content Planner HubSpot & LinkedIn     21

• Write catchy, actionable headlines focused on 
setting context and making the user interested in 
the content

• Include compelling statistics or quotes lifted out 
of a larger piece of content

• Keep it short and sweet, or 150 characters or less
• Include shortened URLs to clean up the copy 
• Include a CTA. Check out these best practices

Check out this infographic on copywriting for 
conversions.

Don’t just select one asset or messaging technique 
for each campaign, run A/B tests so that you can 
tailor your strategy to what works over time. 

Video Pro Tips: 
• Make sure the video thumbnail is compelling 

enough to make the user click “play”
• Use your video platform of choice to test different 

types of video -- like animated, human-centered, 
word-focused, etc. -- to see what your audience 
responds best to 

• Add text to your videos so people can watch the 
video silently and still tell what the audience is 
saying

• Want more video tips? Check out this blog post. 

https://knowledge.hubspot.com/cta-user-guide-v2/call-to-action-best-practices
http://blog.hubspot.com/marketing/copywriting-conversion-infographic#sm.00001uxho5uugbdelzi3126a4svzc
http://blog.hubspot.com/marketing/copywriting-conversion-infographic#sm.00001uxho5uugbdelzi3126a4svzc
http://blog.hubspot.com/marketing/make-a-marketing-video
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Create an A/B Testing Strategy

Day 8

A true A/B test is a test that changes one 
variable at a time to see if it increases your 
metrics. With Linkedin’s Campaign Manager 
tool, you can learn how to reach the right 
audience by promoting the same posts against 
different audiences. 
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If you want to test your targeting strategy, set 
up two campaigns that are exactly the same 
in every way except for the target audience 
selected. Want to see if your content performs 
better for senior-level professionals vs. junior-
level? Run an A/B test with all other variables 
equal except job level. 

First, create a campaign that you want to promote. 
Customize the creative, bidding, budget, etc. then 
create an exact replica of that campaign as a second 
campaign. 

Once you have two campaigns that are exactly alike 
in every way, change one variable - for example, the 
targeting, the image or the image caption - and let the 
post run against the two different audiences. 

LinkedIn recommends letting the two campaigns run 
for at least two weeks before calling the test. After 
two weeks, use an A/B significance test to monitor the 
results. 

Make sure to keep track of your A/B tests over time. 
Glean the results from all of your tests (or design a long-
term experiment) to gain insights about your target 
audience and the success of your campaigns. 

SPONSORED CONTENT
Content campaigns that are promoted through 
paid channels based on posts you have also 
made directly on your Company Page. 

DIRECT SPONSORED CONTENT 
This allows you to post content directly in the 
LinkedIn feed without the content originating 
on your LinkedIn Company Page.  Direct 
Sponsored Content is a great way to A/B test 
whether or not your content works better for 
your followers or for new audiences. Skip the 
company post and instead sponsor the content 
directly to your audience through LinkedIn’s 
Campaign Manager. Simply click “create new 
Sponsored Content” when setting up your 
creative assets in the Campaign Manager. 

http://getdatadriven.com/ab-significance-test
http://offers.hubspot.com/an-introduction-to-ab-testing
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Implement Conversion Tracking

Day 9



How to Run Successful Linkedin Ads

Using Sponsored Content is a great way 
to generate leads, but in order to see the 
full value of your Sponsored Content, it’s 
important to actually see the data about 
who’s converting on what content. 

LinkedIn’s Insight Tag allows you to track 
conversions and see what audiences are 
converting best for any piece of Sponsored 
Content. This helps you see how see how 
many leads you’re getting from each of your 
campaigns, ads, and even target audiences; 
understand the return on investment from 
campaigns; and optimize future campaigns for 
better results. 

If you’re a HubSpot customer, you can also 
use tracking URL’s to see where your leads are 
coming from in the Reporting tool. 

Want to learn how to how to download and 
install the Linkedin’s Insight Tag to start tracking 
conversions? Check out these instructions. 

Log into Campaign Manager using your 
email address associated with your Company 
Page (make sure you use the business email 
associated with your LinkedIn profile and 
Company Page.  It’s easy to add a business 
email address to your Company Page).

Choose where you want to track conversions

Add the LinkedIn Insight Tag to your website

Create a conversion action

Add your conversion action to a campaign

Measure your performance with analytics

1 

2 
3 
4 
5 
6 

How to implement Conversion Tracking

25

https://business.linkedin.com/marketing-solutions/conversion-tracking
https://knowledge.hubspot.com/sources-user-guide-v2/how-to-create-and-implement-tracking-urls
https://business.linkedin.com/marketing-solutions/conversion-tracking
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Identify a Campaign Naming Structure

Day 10

When it comes to developing your advertising 
strategy, you want to keep in mind how you’ll be 
reporting and monitoring your ads over time. 
That’s why creating a naming structure for you ad 
campaigns can be incredibly valuable. 
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Having a naming structure helps you organize campaigns, making 
it easier to find, search, and repeat or update campaigns in the 
future. 

LinkedIn recommends using some or all of the following attributes in your 
naming structure: 

• Business line/product 
• Reference to the marketing campaign title 
• Campaign type (i.e. Webinar, whitepaper etc.) 
• Targeting criteria: geo/region Industry/function if the campaign is vertical 

specific 
• A unique campaign ID that matches with other channels
• A date range for the campaign timeframe 

A standardized naming structure also helps your fellow teammates in other 
regions or departments identify useful campaigns cross-company. 

The LinkedIn Campaign Manager tool supports a maximum of 50 characters, 
so plan accordingly!

Want more best practices from the LinkedIn team? Check out this spotlight 
on campaign best practices. 

https://business.linkedin.com/marketing-solutions/strategy-guides/an-insiders-guide-to-linkedin-advertising-a?
https://business.linkedin.com/marketing-solutions/strategy-guides/an-insiders-guide-to-linkedin-advertising-a?
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Develop an Effective Targeting Strategy

Day 11

LinkedIn is incredibly valuable for lead 
generation mostly because it’s a professional 
network, making it easy for B2B marketers 
to leverage professional targeting to their 
advantage. That’s why 80% of B2B leads 
generated from social media come from 
LinkedIn.

https://business.linkedin.com/marketing-solutions/blog/linkedin-b2b-marketing/2016/linkedin-advertising-101--targeting
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How do you Identify a Target Audience for Sponsored Content? 

Choose from LinkedIn’s wide variety of targeting criteria, such as:
• Rich demographic data (Job function, seniority, company name, geographic 

region, industry
• Interest-based targeting (group membership, skills, fields of study)
• Persona Targeting (Job searchers, Opinion leaders, Mass Affluent, Business 

travelers, etc. -- available when you work with a LinkedIn rep)
• Your own audience data (target account lists your sales team is using)

Hone in on an audience by combining targeting features. To effectively target 
your content, steer clear of promoting content to every marketer (or other job 
function) worldwide. Instead, make sure you’re combining targeting features (such as 
geographic region, company size, and seniority level or geography, industry, and job 
title) to maximize the results.

Avoid hyper targeting. If you’re using LinkedIn demographic targeting, try keeping 
your campaign target audience to a minimum of 500,000 people. Another rule of 
thumb: your targeting audience should be based on a geo or location, plus no more 
than one or two demographic facets on top of that. While combining your targeting 
features to really optimize the audience you’re trying to reach is a must, be mindful 
of hypertargeting. It’s tempting to try and get your content in EXACTLY the right 
eyes by using every targeting feature possible, however remember the goal with 
Sponsored Content is to cast a wide net to expand your audience. 
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A/B Test. One great way to avoid hyper 
targeting is to A/B test your combinations to see 
what works best. A true A/B test changes only 
one variable in order to see what’s affecting your 
different results. Instead of using geography and 
industry in one of your targeted ads, try adding 
in seniority level to your A/B test to see if that 
targeting feature maximizes your results. 

Monitor and Analyze Every Targeting Test 
You Run. Using Sponsored Content to generate 
leads is both a short-term and long-term game. 
In the short term, using Sponsored Content helps 
you cast a wide net and get your content in front 
of new eyes. But in the long term, it takes testing, 
analysis, and new content to figure out how to 
consistently reach new audiences and generate 
leads. Make sure you’re always monitoring and 
analyzing every piece of content or test you run 
to continue improving your Sponsored Content 
strategy in the future. 

Here are three examples of creative assets 
LinkedIn used to A/B test one of their Sponsored 
Content campaigns.
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Establish a Bidding/Budgeting Strategy

Day 12

Now that you’ve set up your content campaigns, 
established your targeting strategy, and have 
everything lined up, it’s time to cover how paying 
for your ads (and more importantly, how much you 
get for what you pay for) works. 
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LinkedIn ads work on a second-price auction system. This mean that when you 
setup a campaign, you set a bid for how much you’re willing to pay to show an ad 
to users. LinkedIn decides whose ad to place based on the highest bid and past 
campaign performance (meaning if you’ve advertised with LinkedIn before, it takes 
your campaign performance into account). 

Once LinkedIn decides who wins the bid, you only pay the amount needed to beat the second-
highest bidder. Want help deciding how much to spend bid on your ads? Check out this free ad 
calculator.

Specific target audiences cost more or less depending on the popularity of the criteria you’ve 
selected, so optimizing your bidding strategy is key. Luckily, LinkedIn has some tips for creating a 
stellar budgeting strategy that gets the results you need: 

• Limit your targeting feature to the ones you need. If you have a lower budget, zero in on your 
targeting criteria to get a smaller pool of users. 

• Set a competitive bid: bid ambitiously at the high end of the suggested range in your ads 
interface to improve your chances of winning at auction and delivering your budget. 

• Don’t set your budget caps too low. When you set a bid, you also set how much budget 
you’re willing to pay for the ads. Set a generous daily budget to start -- doing so will help you 
reach more of your audience. 

• Ditch the daily budget: If you’re having trouble delivering impressions, avoid capping your 
budget at a certain dollar amount each day, try setting a total budget that gets spent over 
time. This will maximize the reach of your ads.
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https://www.youtube.com/watch?v=XgXCYR6gUjg
http://www.hubspot.com/ads-calculator?ads-budget=2000&cpc=2.50&conversion-rate=3.00&average-price=2500&ltc=10
http://www.hubspot.com/ads-calculator?ads-budget=2000&cpc=2.50&conversion-rate=3.00&average-price=2500&ltc=10
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Create and Upload 3-4 Pieces 
of Creative Content to Test

Day 13

While you should absolutely be A/B testing your 
targeting strategy, you should also be testing 
your creative assets on each campaign. 
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Conducting an image test within one 
campaign is a great way to figure out 
what visuals are resonating most with your 
audience.

In the LinkedIn Campaign Manager, you can select 
more than one creative asset for any one campaign, 
making it easy to test out different types of visuals 
with the same messaging. LinkedIn recommends 
testing at least 4 different visuals and selecting 
the option “rotate variations evenly” in the tool to 
make sure you’re running the test properly. 

When you choose the “rotate variations evenly” 
option, Campaign Manager will take a sample 
of impressions at the beginning of the campaign 
and use that to determine which creatives perform 
the best for your campaign. After the initial batch, 
Campaign Manager will switch to display only the 
best performing creative to optimize your campaign 
results.

Make sure to keep track of which A/B tests 
you’re running and what the results are. See what 
conclusions you can draw from the data over-time, 
and use the tests to tailor your strategy for long-
term gains. 

Image Display Size:
• 1.91:1 ratio (1200x627px)
• Image must be above 200px in width.
• Images on mobile will not be 

cropped. Images of other ratios 
will show in full with subtle white 
padding.

Max Weight:
• 100MB
• Recommended PPI (pixels per inch) is 

72

Supported types:
• JPG, GIF, PNG, PDF, PPT, PPS, PPTX, 

PPSC, POT, POTX, DOC, DOCX, RTF 
(MSOFFICE), Apple iWork Pages, 
ODT, ODP

• Animated GIFs are not accepted.

Image Size: 
• 1.91:1 ratio (1200x627px) Industry 

Standard
• Introductory Text: 150 characters or 

less, including the landing page URL

Image Spec Requirements

https://www.linkedin.com/help/lms/topics/8154/8155/68894
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Monitor, Report, and Optimize 
Your Sponsored Content

Day 14

When it comes to advertising on LinkedIn, the 
whole point of setting up your campaigns for 
success -- and the whole reason you’re reading 
this guide -- is to get as much return on your 
investment (ROI) as possible. 
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What’s the point of optimizing your Sponsored 
Content if you’re not sure what results you’re 
getting? That’s why monitoring your campaign, 
understanding what’s working and what’s not, 
and optimizing your future campaigns based 
on the data you’ve uncovered is essential. 

When it comes to monitoring the success of your 
campaigns, keep track of the same metrics for all of 
your campaigns so you can compare metrics. Not sure 
what metrics to track? Here are a few ideas to get you 
started:

• Website traffic
• Conversions
• Cost per Conversion
• Conversion Rate
• Form Submissions
• Net New Leads/Contacts
• Engagements
• Cost Per Click 
• New Followers (Brand awareness)
• Engagements
• Impressions
• A/B Test Results

HubSpot & LinkedIn     36

https://docs.google.com/document/d/1JBJbqSqngGdByA0OVWPT0Eqkmw_s5KsUfJYQE9CG-yo/edit
https://docs.google.com/document/d/1JBJbqSqngGdByA0OVWPT0Eqkmw_s5KsUfJYQE9CG-yo/edit


How to Run Successful Linkedin Ads: 2 Week Sponsored Content Planner     37

Remember that not all companies use the same metrics in the same way, so 
use what makes the most sense for your brand. Make sure you’re tracking the 
same information for all of your campaigns so you have data to compare. 

Whether you’re reporting your campaign performance to the owner of your company or 
team manager, it’s important to be able analyze and report the success of your campaigns 
based on these metrics. Use the metrics discussed above to determine the: 

Lead Quality - How good of a fit are the leads generated for your product or service?

The ROI for your campaigns - How is the money spent on these campaigns benefiting 
the company?

CPC over time -- How much do the leads (or any metric) cost over time?

A/B Test Results & Experiments - What are you learning from the A/B tests you’re 
running?

Optimizing - Monitoring and reporting on the success of your campaigns is useful for 
proving the value of the work you’re doing for your company, but it’s also valuable for 
continuing to improve your campaigns. Was a campaign a success or a failure -- what 
made it so? There’s no silver bullet to running perfect ads; keep testing multiple topics 
and formats for your audience. Use this information to tailor your posting strategy both 
organically and through Sponsored Content in the future. 
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Whether you breezed through this planner 
all in one day or used each day to plan your 
strategy to its fullest, we’ve reached the 
end of his 2-week guide to creating your 
Sponsored Content strategy. 

From here on out, remember: 
• Always tailor your content to your target audience.
• Don’t just create content for paid ads; create a 

sponsored strategy in tandem with your organic 
content strategy. 

• Consistently evaluate and update your targeting 
strategy toward the audiences that you’re trying 
to reach. Don’t spray and pray;  be as specific as 
possible to ensure the right content is reaching the 
right audience. 

• Test all of your Sponsored Content! There are 
always new insights to learn from testing. Use 
Sponsored Content as a tool to learn new insights 
about what converts for your target audience. Pro 
tip: have drafts ready to rotate once you find out 
which ads aren’t resonating with your audience.

• Always remember to monitor your results to 
continue tailoring your strategy over time. What 
works now may not work forever -- it’s a long-
tail game that takes optimizing, updating, and 
trying new types of content with different types of 
messaging. 

Final Thoughts and 
Resources
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Tie Sponsored Content into 
your inbound campaigns.

Check out the HubSpot Ads Add On

Ready to start creating your 
first campaign?

Go to the LinkedIn Campaign Manager

http://www.hubspot.com/products/ads
https://www.linkedin.com/ad/accounts
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