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LinkedIn’s role
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Increasingly, professionals discover content on LinkedIn
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9 billion content impressions 
are served on LinkedIn each 

week

9 billion 7x 60%
Members engage with 

content 7 times more than 
with job postings

60% of engagement happens 
on mobile device



“We’ve started to pitch editors in the newsroom with 
ideas we think would work well for LinkedIn.” 

S H A U N A G L E A S O N ,  D I R E C T O R  O F  S O C I A L M E D I A ,  F O R B E S
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The content that resonates on LinkedIn
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Why do LinkedIn members engage with content?
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What topics drive the most engagement on LinkedIn?
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All of your content should pass at least one of 3 litmus tests
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Will it make your 
audience more 

informed, productive, 
or successful?

Is it helpful?

Does it tap into the 
inspirational mindset 
of the socially active 

professional?

Is it inspiring?

Is it human? Does it 
create an emotional 

connection?

Is it entertaining?



Helpful
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Inspiring
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Entertaining
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Finding an audience for your 
content on LinkedIn
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It all starts with your LinkedIn Company Page
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There are 3 flavors of Company Page content

Appears on the 
Company Page and 
reaches followers

Organic Content

Appears on the 
Company Page and 

reaches targeted 
audiences

Sponsored Content

Does not appear on the 
Company Page and 

reaches targeted 
audiences

Direct Sponsored Content
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Packaging is a critical part of branding
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The same is true for content
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Leading brands create distinct visual identities on LinkedIn
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A/B testing via Direct Sponsored Content is critical

Version A: Image featuring device Version B: Image featuring person

160% Higher CTR
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Follow the scientific method: test one variable at a time

Version A: “Guide” Version B: “eBook”

95% Higher CTR
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Your employees are also a critical distribution channel

Employee Sharing
Share articles, images,

and other content with your network
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Your employees are also a critical distribution channel

Employee Publishing
Dive deep on topics that matter to you and your 

network
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Key Takeaways
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• LinkedIn is now primarily a content 
platform.

• Share inspirational, relevant content that 
either makes your audience smarter or 
helps them perform better at their jobs.

• Followers are already advocates. Other 
members are not. Tailor content 
accordingly.

• Imagery is critical. Create a distinct 
visual brand for your content.



Key Takeaways
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• A/B test via Direct Sponsored Content.
• Employees are a critical distribution 

channel. Consider:
o An employee activation program.
o A thought leadership program via 

publishing.



Thank you


