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Our Trends Are Contrarian By Design
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2Source: Howard Marks

Presenter
Presentation Notes
Before we dive in to the trends, I’d like to share our approach to taking this on. At LinkedIn we love 2x2 matrices. Our ideas are contrarian by design but not for the sake of being contrarian. You have contrarian and consensus, wrong and rightThere’s never any advantage to being wrong When you are consensus and right -doing what everyone else does doesn’t give an advantage b/c everyone is doing the same thing. The advantage gets competed awayWhat you want to do is what other people are not doing and be right - then you have the entire opportunity to yourselfThat’s why we want to bring ideas that aren’t as well known and right – that way there’s an advantage for you and your clients to practice them.



Our Trends Are
Actionable Today

“The future is already here —
it's just not very evenly 
distributed.”
– William Gibson

3Source: William Gibson

Presenter
Presentation Notes
Trends often implies some far off future state. That is not these trends These are actionable you can do today and many of you aren’t doing them, yetsci fi fans? William Gibson is the author of Neuromancer – it’s like he said [say quote]



START WITH WHO

1

(Death of Personas)

Presenter
Presentation Notes
Let’s get started – this trend is Start with Who



Most Marketing Today Is 
Not Customer-Centric

of buyers say 
advertising is relevant

to them3%

5Source: Infolinks Study On “Banner Blindness”

Presenter
Presentation Notes
The idea behind this trend is that marketers talk a lot about customer centricity but are they really customer centric ??The promise of digital was that we’d be able to use data to deliver the right message to the right person at the right timeBut it doesn’t seem to actually be happening – so that’s why if you ask buyers only 3% feel like advertising is relevant to them



Actual Customer-Centric Marketing Is
Radically Individualistic

6Source: Netflix Blog On “Artwork Personalization

Presenter
Presentation Notes
If you want to see true customer centricity, true relevance, look at a company like Netflix that essentially treats every user as an individualEvery feed looks different when you log inSo There is no one Netflix, there are 160M discreet Netflix And it might even blow your mind to know how personalized it really isUltra individualistic



That Means Every Little Detail Is 
Driven By Data
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ROMANTIC

COMEDIC

Source: Netflix Blog On “Artwork Personalization”

Presenter
Presentation Notes
It’s so personalized that every detail is driven by dataSo if you go to watch GoodWillHunting and like rom-coms, thumbnail you see is Matt Damon/Minnie Driver kissingIf you like comedies, you’ll see Robin Williams. Netflix personalizes almost every detail of your experience down to thumbnailSo, on the one hand you have a company like Netflix which knows it’s customers so intimately, it can create these highly customized experiences…



Conversely, Most B2B Personas Are 
Informed By Guesswork  

Rachel
From Research

Sarah
From Sales

Peter
From Procurement
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Presenter
Presentation Notes
On the flip side… you have many marketers, who are in stone age when it comes to understanding customersSo how do marketers try to understand their customers today? They sit in a room with other marketers, they come up with these imaginary personas. Creatures like Sarah from Sales, Peter from procurement etc. So marketers create these personas - they’re first of all static and they never really change, and they’re also not really based on data maybe they talk to a sales person, maybe they talk to a client. On the off chance they are based on data it’s usually a bunch of random third party data on who they think their buyers areSo the question is, is there any surprise that most advertising is seen as irrelevant if this is what marketers do to understand their customers



Artificial Intelligence

Engagement

Machine Learning

Malware

Phishing

Security Hacker

Risk Management
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The First Step Towards Netflix style Relevance  
Starts With Data-Driven Personas

TRENDING CONTENTWEBSITE DEMOGRAPHICS
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Presenter
Presentation Notes
The good news is that this is evolving. Marketers we work with are starting to take a more data-driven, Netflix style, approach to being relevantAnd what that means very tactically is, first, putting this LinkedIn insights pixel on their page, so they can understand not who they think their customers are but who they actually are based on our demographic dataOnce they  have a good understanding of who their customers are, then then can also figure out what their customers actually care about to be relevant from a creative standpoint. We can tell you what the top topics are that they your customers/potential customers care aboutSo, We’re not saying that you should be Netflix, it might not make sense to be Netflix. Taking a baby step towards being Netflix by having a deeper understanding of who your customers are….and starting with that understanding before you create any content will ultimately help increase relevancy across the industry Trend 1 - Most companies claim to be customer-centric, but they're not -- they just talk about themselves -- and that needs to change.



THE WAR ON BRAND

2

Presenter
Presentation Notes
War on Brand, or a War for Money, a War for Marketing Budget more specifically



Brand Marketers Are 
Losing The Budget Battle 

2007

47%

2016

72%

11Source: IPA Study, Marketing Effectiveness In The Digital Era

LEAD 
GENERATION

LEAD 
GENERATION

Presenter
Presentation Notes
How is your company’s marketing budget divided up? In a lot of marketing depts, when it comes to budget, there’s a war being waged between brand & lead gen marketers. And it seems that brand marketers are very much losing In 2007, 47% of marketing funds were going toward lead generation. Today, that number has increased to 72%.



Leads Win In The Short-Run, 
But Brand Wins In The Long-Run

Source: IPA Study, Marketing Effectiveness In The Digital Era
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% REPORTING VERY 
LARGE BUSINESS 

EFFECTS

Presenter
Presentation Notes
Why lead gen so successful? their ability to show short-term sales impact. A study from the IPA on marketing effectiveness in the digital era shows that direct response yields quick results However becomes gradually less effective over time. A case of Short-termism. Brand marketing works on a very different time horizon. It takes longer to ramp up, but it delivers better returns in the long run. A year later, when the fruits of lead generation have long since fallen by the wayside, the results of successful branding are still going strong. That is, as long as a company has the patience to stick around and see their branding efforts’ success blossom.



This Isn’t A War Worth Fighting, 
Negotiate A Truce With The “60:40 Rule“

% BUDGET –
LEAD GENERATION
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13Source: IPA Study, Marketing Effectiveness In The Digital Era

Presenter
Presentation Notes
So which should you focus on? Quick results, or long-term ones? Ideally, both. 60:40 Split Delivers Maximum Effectiveness - pricing power, awareness, sales. While lead gen may be winning the war against branding, best results happen when the two become allies, working together.�The same IPA study shows that the optimal balance of brand and demand is a 60/40 split - 60% branding, 40% direct response, in both digital and traditional marketing. If your ratio is skewed too much one way or the other, you’re going to get suboptimal results. If you aren’t actively engaged in branding, then how do you show potential customers who you are and what you stand for? Too many companies focus on lead generation as a goal in and of itself, however, it’s only a means to an end. You may have generated plenty of leads, but without brand equity, there’s no motivation for those leads to convert to sales.�-On the other hand, if you just have brand marketing without lead generation, you can’t move potential customers through the sales funnel. They may know your brand, but they’re not actually connected with your company. You can’t drive sales if there are no leads to convert.



LEADS
ONLY

0.2%

Source: LinkedIn Data
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Synchronize Brand And Demand
To Optimize Performance
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Presenter
Presentation Notes
We’ve started to see the 60/40 rule in action ourselves. When our clients blend brand and demand they get much better results. The chart below shows the results of a recent client campaign. The client ran pure acquisition marketing for a time and drove a 0.2% conversion rate. But when the client blended brand messaging into the campaign, the conversation rate jumpedIn the end, the war on brand isn’t a war worth fighting. Remember that it’s not a competition. You all have the same goal, and you all play a role in reaching that goal. So, negotiate a truce, with a 60/40 split of the budget between branding and lead generation. By finding ways to get your clients to invest in both tactics together, you increase the success rate for everyone



THE ORIGINALITY 
DELUSION

3

Presenter
Presentation Notes
So why aren’t most marketers creating good thought leadership even though they know it’s valuable It’s because they’re obsessed with newnessWhich leads us to our next trend – the Originality Delusion 



Marketers Are Obsessed With Newness
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NEVER BEEN
DONE BEFORE

NEVER BEEN
DONE BEFORE

NEVER BEEN
DONE BEFORE

NEVER BEEN
DONE BEFORE

NEVER BEEN
DONE BEFORE

NEVER BEEN
DONE BEFORE

NEVER BEEN
DONE BEFORE

NEVER BEEN
DONE BEFORE

NEVER BEEN
DONE BEFORE

NEVER BEEN
DONE BEFORE

16

Presenter
Presentation Notes
Marketers are obsessed with newness. Every marketer wants a never been done before idea but with guaranteed performance How can you get guaranteed performance if it’s never been done? It is regularly on every creative brief And in fact people seem to prioritize newness so much that it’s the only thing that matters when you present an idea to them If it’s not new, if its never been done before they don’t care about it



But New Isn’t What Sells

2009

17Source: The Drum, “Why Research Shows You’re Better Off With Your Existing Ad Campaign”Source: The Branding Journal, ”What To Learn From Tropicana’s Redesign Failure”

new ad campaigns 
outperform old campaigns

1  5 
only

in

Presenter
Presentation Notes
But the truth is new, isn’t what sells. Here’s an example for you… Tropicana made what seemed to be a very immaterial change They took the paper cartoon on the left with an Orange and red and white straw In it – they changed it to a glass of orange juice with a different font on the sideThey felt it wasn’t a big change but…After they made this change in 2009 their sales were down 30% and within 6 weeks they had to go back to their old packaging because they saw such a crash in sales cost them 100s millions



What Sells Is Relevance + Familiarity 

63%

34%
preference

for relevance

RELEVANCE

ORIGINALITY

What Do CXOs Want From 
Thought Leadership?
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2x
Source: LinkedIn + Edelman Research: “How Thought Leadership Impacts B2B Demand Generation”

Presenter
Presentation Notes
New isn’t actually what sells, what really sells is familiarity and relevanceIn research we did with Edelman we asked CXOs what do you actually want in thought leadership, what makes it goodWhat the majority of them said was they wanted relevance –that actually helps them do something betterYou had to go pretty far down the list to find originality , They had a 2x preference for relevance over originality Buyers don’t actually care about new they really want is just good information, they don’t care if it’s old information 



Don’t Sell “Original,” Sell “MAYA”

19Source: Raymond Loewy, “MAYA Principle”

MOST ADVANCED, YET ACCEPTABLE

Presenter
Presentation Notes
BUT There is though a way to thread the needle between new and old which is this idea called MAYAIt’s a principle developed by Raymond Loewy who is one of the greatest industrial designers of all timeAnd MAYA means most advance, yet acceptable, In other words, sort of old and sort of newThe way to understand this through the last example is-Tropicana went from the carton on the left to the carton in the middle and we know that that was a disaster. What they ultimately ended up doing was the carton on the right, which is sort of old in it that it retains a lot of the existing brand elementsBut it’s also new in it that it’s new packaging. Sort of old and sort of new – that’s what people actually like



In B2B If You Want Big Returns,
That Means Investing in Familiar Franchises

20Source: Salesforce

Presenter
Presentation Notes
In a B2B context, this means that you invest in your old things that were working, your franchises or blockbustersTake Salesforce… State of…



In B2B, That Means 
Investing In A Familiar Franchise

21

Presenter
Presentation Notes
Last year for instance we did a B2B marketer trends report, we took it to a ton of events, we told everyone about the trends, people liked it So what are we doing this year… we’re doing the next iteration of trends. A lot of packaging stays the same, we know it worked then and it’s working well nowMarketers think things need to be new but customers want things to be oldSo, The truth is that marketers and agencies get tired of their brand well before consumers do, so change at your own cost (and if you do, apply the MAYA principle).



4
REPLICATE
OR DIE

Presenter
Presentation Notes
There’s a replication crisis in social sciences And marketing being a social science is no exception



Right Now, There’s A Replication Crisis 
In The Social Sciences
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Presenter
Presentation Notes
Half of scientific studies can’t reproduce the results from the original study, research



Replication Is Fundamental To Science

There is no more fundamental 
requirement in science than the 
replication of findings.

– Seymour Epstein, Cognitive Scientist
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Presenter
Presentation Notes
So why does replication matter? An idea can only be considered science if it replicates by other scientists in other studies. Simply put, ideas that replicate are science, those that don’t are NOT. They are either noise or just dumb luck. 



We Actually Think There’s A Much Bigger Replication 
Crisis In Marketing

26

Presenter
Presentation Notes
Marketing may not realize this, but its in the midst of a replication crisis of its own. In marketing we celebrate one off stunts, like OREO, that can never be recreated..On one marketing tries to position itself as scientific, especially with regards to measurement. On the other, marketing is celebrating ideas with no scientific rigour in process or measurement. We feel marketing cant be taken seriously unless it takes the process for generating results more seriously. Don’t focus on tactics like OREO, but instead focus on strategies that have worked and replicated for different brands, in diff industries in diff times



Invest In Strategies That Replicate 
For Thousands of Brands

27Source: Les Binet and Peter Field, Media in Focus: Marketing Effectiveness in the Digital Era, IPA, (Figure 02)
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Presenter
Presentation Notes
One of our favs is the 60/40 rule. 



Invest In Tactics That Replicate
Across Industries, Markets, And Years

28

Presenter
Presentation Notes
Mary Meeker’s internet report is a franchise that is the most popular slideshare every year. Edelman Trust Barometer 2001. Debeers 1947Nike Just Do It 1988Mastercard 1997So, Replicating an idea over time is an underappreciated tactic as evidenced by the prominent examples of its success in our broader global culture.



5
THE CLICK-THROUGH 
CONSPIRACY

29

Presenter
Presentation Notes
Its about the great big lie at the HEART of the digital advertising industry. Every day I hear about another fancy measurement technique – multi-touch algorithmic attribution… eye tracking studies… scanning people’s brains with MRI machines ..…



The Entire Digital Marketing Industry 
Still Runs On Clicks

Cost per Acquisition 20%

Cost per Click 19%

CPCV (cost per completed view) 19%

Clickthrough rate (CTR) 18%

Cost per Engagement (CPE) 14%

Viewability 6%

None 4%

Most Commonly Used Metrics

30Source: Xaxis, 2018 Outcomes: Driven Media Survey, Senior Marketers

Presenter
Presentation Notes
Yet, despite all the talk, the most used metric in digital marketing continues to be CLICKSMost marketers consider a campaign to be a success if it generates a lot of clicks, ideally at the lowest possible cost.



Smart Marketers Have Long Argued That
Clicks Don’t Correlate With Success

Source: Nielson BrandEffect meta – analysis of 478 online global campaigns that ran between Oct 2014 – April 2015

No Strong Correlations Emerge Between CTR and Any of the Nielsen BrandEffect Metrics

Ad Recall Brand Awareness Purchase Intent
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Presenter
Presentation Notes
For about 20 yrs researchers have been trying to point about CTR is meaningless metric, especially for brand. Here research from Neilson what it shows is that the ad that gets the most clicks does not get the most recall, awareness or intentThe fact is that its been proven that CTR does NOT correlate to any brand success metric 
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Presenter
Presentation Notes
A buyer can see an ad in the newsfeed, just an imp and be affected by it…without ever clickingThat’s how brands get built in both digital and traditional media through EXPOSURE, Not INTERACTION But we still focus on CTR despite all the research. The Neilson research has been replicated many times, by many diff vendors and reach same conclusion - CTR just doesn’t matter
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Presenter
Presentation Notes
So, researchers have been saying this forever, but nobody in the industry seems to be listening, we keep measuring clicks despite all of it. So this got us thinking, maybe we’ve been too soft on CTRs, maybe the industry hasn’t been aggressive in prosecuting the case against clicks, maybe we need to take the criticism up a notch (to like 10) 



We Have A More Extreme Opinion –
Optimizing For Clicks Will Kill Your Brand

34

Bad 
Creative

Bad 
Audiences

Bad 
Frequency

Presenter
Presentation Notes
I think having a high CTR is actually a negative indicator. In other words, if you have a high CTR, you might be doing something horrifically wrong.These days when a client asks me what I can do to increase their CTR, its simple. Use bad creative, run it on garbage media channels and set super low freqThat’s the magic recipe for a good CTR.Let’s look at this a little deeper, shall we…First, Lets talk about creative. 



Bad Creative:
Clickbait Is Bad For Your Brand

3535

Presenter
Presentation Notes
There is a word in English language for something that gets clicked on a lot. Its called click bait. Is clickbait a compliment or insult? Have you ever said, hey man, have you ever seen this awesome clickbait…Usually clickbait is pretty badIts stuff like …Brad Pitt…



Bad Creative:
Clickbait Is Bad For Your Brand

3636

CLICK

5 Tips To Being A Better 
Manager

Presenter
Presentation Notes
LinkedIn version of click bait



Bad Audiences:
Robots Are Bad For Your Brand

37Source: Wall Street Journal

Presenter
Presentation Notes
Now lets talk about audiences – the people who click on ads the most aren’t usually people at all, they are usually robots, I know programmatic vendors that optimize out of high clicks, because its a leading indicator of ad fraudReal People dont click on ads, if they do its 80 year olds whove never seen an ad before. Its not ITDMs or CEOs and that is generally who B2B marketers are trying to reach.So if you want to boost your CTR find a shady site with lots of robots



Bad Frequency: 
Low Frequency Is Bad For Your Brand
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38Source: Nielsen

Presenter
Presentation Notes
Finally, lets talk about freq. A bit of technical one, but important one. If you want someone to remember your ad, show it over/overEvery brand impact study I have ever run is same, A buyer needs to see an ad at least 5+ times to have any recall Recall need high freq, Clicks happen at low freq, You cant optimize for brand and clicks at same timeThat’s the case against clicks – sorry, don’t mean to make you feel bad… we call it a conspiracy because it is a conspiracy…we are all complicit, plenty of blame to go round…Its time for us all to move on from clicks, as a family…



Instead, Let’s Track Impressions + SOV 

39

Presenter
Presentation Notes
But there are metrics you can track that actually do correlate with success. Biggest, Most important metric is REACH. 



Instead, Let’s Track Impressions + SOV 

40

REACH = GROWTH

Presenter
Presentation Notes
Massive econometric studies have proven time and again that reach is correlated to GROWTH, 



Instead, Let’s Track Impressions + SOV 
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GROWTH
IN

PROFITABILITY
+ MARKET SHARE



Instead, Let’s Track Impressions + SOV 

42

IMPRESSIONS
+ SHARE OF VOICE

Presenter
Presentation Notes
That means we really need to measure imps and SOV, not clicksNow I know that SOV is not perfect metricBut, Id rather track an imperfect metric that actually means something over a perfect metric (clicks) that mean nothingSOV is imprecise but right, CTR is precise but wrong



MEDIA VALUE INVESTING

6

Presenter
Presentation Notes
The world of media buying borrows a lot of terminology from the world of finance. At many agencies, for instance, the Media Buying Teams have rebranded themselves as “Digital Investment Teams.” And this got us thinking – if we’re going to borrow vocabulary from the bankers, maybe we should also borrow some of their ideas. After all, for better or for worse, many of the smartest people on our fair planet work in financial services.
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Who is the smartest 
investor of all-time?



The Most Savvy Investors 
Look For Undervalued Assets

“Price is what you pay; value is what 
you get. Whether we’re talking about 
socks or stocks, 
I like buying quality merchandise when 
it is marked down.”

— Warren Buffett

45

Presenter
Presentation Notes
Have you ever wondered how Mr. Buffet has gotten so fantastically rich? Warren Buffet earned $81 billion dollars with a very simple idea called “value investing.” Value investing means buying assets that are undervalued by the market. Warren Buffet buys companies or stocks that he believes are underpriced according to his analysis, and then he waits for the market to realize its mistake, sells at a higher price, and makes oodles of money.He’s all about finding under-valued assets…
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So, what are the 
undervalued assets in 

B2B marketing?

Presenter
Presentation Notes
In the world of advertising, we don’t buy companies or stocks --- we buy audiences. So if Warren Buffet were a media buyer, he’d be asking himself: Are there are any under-valued audiences? We’re so glad you asked, Warren, because the answer is YES.�



47Source: LinkedIn Internal Data

Individual Contributors (ICs) 
Are An Undervalued Asset Today

Of Impressions Reach 
Individual Contributors 

24%

Presenter
Presentation Notes
Individual Contributors (aka ICs) are the most under-valued audience in all of media. By Individual Contributors, we mean “junior” professionals in an organization. Think IT Specialists, Account Executives, Software Engineers. These are the foot soldiers of Corporate Canada, the ones who don’t manage big teams but end up doing a lot of the actual work. The vast majority of B2B marketers are hell-bent on never reaching Individual Contributors. Among all the impressions served by our enterprise technology clients, for example, only 24% of ads are served to ICs.But this relentless focus on senior professionals is a catastrophic mistake.
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Presenter
Presentation Notes
Junior professionals are hugely undervalued, for two reasons.�First, ICs influence buying decisions today



Undervalued Because ICs 
*Do* Influence Today’s Buying Decisions

55%

Of Current Buyers Are ICs

Source: LinkedIn/IDG Buying Committee Research

Presenter
Presentation Notes
If you look at the latest research on “buying committees,” you’ll find that junior professionals actually play a critical role in most buying decisions. In IT, for instance, 55% of the professionals on the buying committee are Individual Contributors. And if you don’t believe the research, just think of your own every-day experience in advertising. Junior media buyers might not write the final check, but they’re the ones meeting with all the vendors, putting together the original draft of the media plan, and handling the implementation post-purchase.
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Presenter
Presentation Notes
.And if ICs are valuable today, they’ll be even more valuable tomorrow. 



IC

And ICs 
Make Tomorrow’s Buying Decisions

Manager

Deal Begins Deal Ends

3yrs

3yrs

Source: LinkedIn Internal Data

Presenter
Presentation Notes
Because guess what? Today’s “useless” junior professionals are tomorrow’s “useful” senior professionals, and they become so much faster than you might actually think. As you can imagine, LinkedIn has the most reliable data on career development, and this is what our data shows us: It takes only three years for a junior professional to become a senior manager. The number of years varies by industry, but it's never far from three – in IT, it takes three years; in finance, it takes four years; in HR, five. How’s this for a revolutionary consumer insight: Young people eventually become old people.�Amazing, right?



Broader Reach Is An Investment 
In Higher Lifetime Customer Value

Presenter
Presentation Notes
As an added bonus, junior professionals have “impressionable minds” and higher lifetime customer value. That’s why in B2C, 18-25 year-olds are the most in-demand audience segment. Junior procurement specialists don’t know if they should buy wind turbines from General Electric or Siemens. These folks are open-minded and willing to consider new vendors. All we’re really saying is this: Consider making a “value investment” in Individual Contributors. So, what we’re asking is for you to Broaden your time horizons… to think not just about who today’s buyers are, but who tomorrow’s buyers will be. That’s how you build sustainable business over the long term.  



53

TRUE VALUE OF 
THOUGHT LEADERSHIP

7

Presenter
Presentation Notes
Our next trend is around the True Value of Thought Leadership, and the key here is ‘True Value’.Marketers are starting to appreciate how impactful thought leadership can be on their business



Jon Miller
CEO & Co-Founder at Engagio

“It’s not a big deal if you 
buy the wrong can of soda.”

Don Draper
Creative Director at Sterling Cooper

“Nobody ever got fired 
for buying IBM.”

The B2B Buying Process Is Especially Emotional

Presenter
Presentation Notes
So, why is thought leadership valuable? B2B marketers are scared. There’s a common misperception in the market that B2B is hyper rational, whereas B2C is purely emotional. You buy IBM after years of research… as opposed to a can of Coke, which you buy on a whim… Actually, you could argue that B2B buying is much more emotional than B2C buying, and that’s because if you make a bad decision in B2B, it can be a lot more devastatingThat’s why B2B buyers are scared.Hence, this classic quote from Don Draper. “Nobody ever got fired for buying IBM.”  The insight there is that people are fundamentally risk-adverse but Thought leadership, removes risk from the process.Buyers want to buy from someone who can solve their problems, give them an end-to-end vision, give them confidence that they are buying from the smartest/most trust-worthy vendor in the space. 



…believe TL increases trust 

49%

…believe TL increases trust

83%
Business
Decision Makers

81%
C-Suite 
Executives

B2B Marketers B2B Buyers

B2B Buyers Trust Thought Leaders

Edelman + LinkedIn Study: How Thought Leadership Impacts B2B Demand Generation

Presenter
Presentation Notes
The point is, thought leadership de-risk the buying process by building trustWe’ve done some research to quantify value of thought leadership – talked to both marketers and buyersThe First thing we asked about was trust. To what degree do you think thought leadership builds trust in an organization Among B2B marketers, 50% believe that their thought leadership builds trust in their organization.  Among actual buyers ,that number is more like 80%So what you start to see is the disconnect between how valuable marketers think thought leadership and how valuable their actual buyers think 



…believe TL wins more RFPs

17%

…believe TL wins more RFPs

63%
Business
Decision Makers

64%
C-Suite 
Executives

B2B Marketers B2B Buyers

B2B Buyers RFP Thought Leaders

Edelman + LinkedIn Study: How Thought Leadership Impacts B2B Demand Generation

Presenter
Presentation Notes
TL actually drives business too. Among B2B marketers, less than 1 in 5 believe their thought leadership actually gets their company on more RFPs. But among actual buyers that number is more like 3 in 5 or 60% Buyers tell us that they RFP people who have established themselves as thought leaders through good thought leadership content. So what you see here is … the people who are paid to create thought leadership are massively underestimating how much value thought leadership delivers to their organization; hence, the true value of though leadership.  



…helps me charge premium pricing

10%

…I am willing to pay premium pricing

49%
Business
Decision Makers

47%
C-Suite 
Executives

B2B Marketers B2B Buyers

B2B Buyers Pay Premium Pricing To Work 
With Thought Leaders

Edelman + LinkedIn Study: How Thought Leadership Impacts B2B Demand Generation

Presenter
Presentation Notes
What thought leadership also does is give companies pricing power We asked marketers if they think good thought leadership allows them to raise their prices. A very low percent said yesBut buyers say they are willing to pay more to work with a thought leader



What % of the time do you get value from thought leadership?

44%

B2B Buyers

But Despite All That, B2B Buyers 
Aren’t Getting What They Need

Edelman + LinkedIn Study: How Thought Leadership Impacts B2B Demand Generation

Presenter
Presentation Notes
Point is, TL is a huge opportunity - This should be a clear call to action for companies to do what it takes to create thought leadership content that meets the standards of quality that executives expect and value. 



How Can I Apply 
These Trends?



1 Build dynamic personas using 1st part data. 

2 Forget About “Never-Been-Before” And Invest In Old Ideas

3 Lead Gen Alone Delivers Worse Results Than Brand + Demand

4 Look for ideas that replicate. 

5 Measure reach, not clicks. 

60

6 Make a value investment in individual contributors. 

7 Thought leadership is what sells. 



That’s
The Show.



bit.ly/linkedin-iab
Jeff Lancaster

Agency Lead, North America
jelancaster@linkedin.com



Connect via LinkedIn Find Nearby

1. Activate Bluetooth on your mobile device.

2.In the LinkedIn mobile app, tap the My Network tab.

3.Tap Find nearby at the top of the screen.

4.Follow the prompts to settings to allow LinkedIn to 

connect to your device. 

5. You can now discover others nearby while viewing 

the Find Nearby screen.

6.You'll see a list of people currently on Find Nearby. 

7.Tap the name of the member's profile you want to 

connect with!
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