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LinkedlIn’s Vision:

To create economic opportunity for
every member of the globalworkforce



Fconomic growth
IS fundamental 1o
NUMan progress
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Source: World Bank, World Happiness Report (2019)



4490 Child mortality rate

When economies
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become healthler
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When economies
grow, people
become smarter

109% Literacy rate

86%

2016



FCconomic
growth makes
the worlao

a pbeftter place



Growing businesses are
the heartbeat of the economy.

Increase quality of lite tfor billions of people



How do businesses growe



MARKETING



Marketing contributes to
almost all the ways a company grows

Shareholder Value / Profitability

Source: Fran Cassidy, IPA



This Is why marketing matters

Marketing grows businesses

Economies grow societies



Currently, marketing is not
Iiving up to Its potential.
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' ’ Kraft Heinz Couldn’t Stomach
Mle rke Tin g eﬁce C T VENEess 3G’s Relentless Cost-Cutting

IS In long-term decline.

Decline In ad effectiveness

Average # of “very large business etfects”

2006 2012 2019

Source: "Media Effectiveness In The Digital Era,” IPA



We need 1o find
a beftter framework for growth



SO we've analysed the
best econometric data in B2B

Institute of Practitioners in Peter Field Les Binet
Advertising



To identity a balanced framework
fhat can help marketers maximize growth

Bong Term
P&V OB3rTEss
Rexascom

Maood Goggdingg



Short ferm Long ferm
growtn growth



Demand generation delivers short-term growth

Sales uplift over base

Time

Source : Binet & Field 2013



Brand building delivers long-term growth

Sales uplift over base

Time

Source : Binet & Field 2013



Marketers need to balance
long-tferm brand and short-term demand

Sales uplift over base

Short-term effects dominate ~6 months

Time

Source : Binet & Field 2013



N B2B, the investment weighting i1s more
balanced, as sales are more complex

< <

60 Brand <46>
4>
40 54
Demand
> D

B2C B2B

Source: IPA Databank, 1998-2018 B2B cases



Perception Awareness



Let's distinguish between two concepts:
awareness vs. perception

Have you heard of the brand? What do you think about the brande



Marketers tend to
over-emphasize perception

Awareness Percepftion



But In B2B, Increasing awareness
IS what really drives growth

Primary campaign objectives

2 1.6

# of very ]
large biz tx

Awareness Percepftion*

*Differentiafion, Image, Esteem, Trust, Commitment
Source: IPA Databank, 1998-2018 B2B cases



Reason EFmotion



We often overestimate how rationadl
B2B purchases are



B2B buying Is more emotional than we think.
That's why emotive advertising works in B2B.

B2B campaigns

1.4

# of very 1 d
large biz fx

0.2

Nelile]glel Emotional

Source: IPA Databank, 1998-2018 B2B cases



There are different emotions at play in B2B,
choose the emotions that work for your business

NO one ever
got fired for...

Fear of
Missing
out
Champion
of the

entrepreneur

Source: IPA Databank, 1998-2018 B2B cases



For out-of-market customers, be emotional.

For In-market customers, be rational.

Activation effects

209%

1596

10%

5%

0%

Nelile]gle!

Source: IPA Databank, 1998-2018 B2B
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Villeige Macro
Targeting Targeting



Big brands get
big by selling
TO s many

customers
as possible




Broad reach sfrategies are more effective at
driving growth than micro-targeting

AvQg. # of VL biz effects

1.6

0.0
Loyalty strategy, Acquisitions strategy, Broad reach strategy,
existing customers new customers all in the category

Source - IPA Databank, 1998-2018 cases



The New Framework for B2B Growth

Demand Brand

549 Target all 46% Target all future
current buyers buyers to build

to capture sales awareness

- 20000 @©




This Is an opporfunity fo take a step
closer to reaching our growth potential



You've seen our new framework for growth
that brings balance to marketing

Long Term Short Term
Awareness Perception
Emotion Reason

Macro Targeting Micro Targeting



We believe our new framework can create
fthe opportunity for new markefing growth













e

et

A R BT S

v

\
»




N Eelin



