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Paid LinkedIn Adver�sing 101
How do you run a successful paid campaign on LinkedIn? Lead
gen expert Will Wang delivers the essen�al components and
some informed pointers. 
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 Will Wang

James: James Schramko here. Welcome back to SuperFastBusiness.com. This is
Episode 776. I’m cha�ng to my good friend Will Wang. Welcome back.

Will: Thanks for having me back, James.

James: You’re always on this podcast , Will. You’ve got a popular audience now, I think,
with the SuperFastBusiness crowd, because you always deliver really interes�ng
topics. So thank you for your con�nued dedica�on to our paid traffic educa�on.

And today, you’re going to be talking about LinkedIn ads. So I’m really curious about
this, because you’ve been on previous episodes talking about cold approaches. I know
you’re a huge advocate of LinkedIn, in a business strategy for the right business.

https://www.superfastbusiness.com/business/776-paid-linkedin-advertising-101/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=LinkedIn-Advertising-101&utm_term=SFB-site-visitor
https://www.superfastbusiness.com/tag/Will-Wang/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Website&utm_content=LinkedIn-Advertising-101&utm_term=SFB-site-visitor
https://www.superfastbusiness.com/popular-podcast-series/the-get-clients-series/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Website&utm_content=LinkedIn-Advertising-101&utm_term=SFB-site-visitor


/

Who LinkedIn campaigns are ideally for

Why don’t we just set the scene here? Who is going to be using LinkedIn, firstly, and
secondly, who’s going to be using it for organic type campaigns versus cold outreach
campaigns versus paid campaigns? Give us a li�le bit of a view on this.

Will: Yeah, that’s a great ques�on, James. With LinkedIn, it is a li�le bit of a different
pla�orm. It’s a very B2B specific pla�orm. So if you’re selling low-�cket B2C stuff,
ecommerce stuff, probably not the best play for you.

That being said, you know, if you are in the B2B space, and you help other businesses
with services or products, LinkedIn in one form or another could be the best pla�orm,
or one of the strongest strategies that you can use or channels you can use in your
marke�ng mix.

So the way that I look at it is, if you’ve got a course you can do, if you’re a consultant, a
freelancer, or even a really big enterprise, you know, we work with clients from all
across the gamut, from startups all the way to massive funded beasts of companies.
And they all use LinkedIn in one way or another to kind of get in front of the right
audience.

So as you were saying, there’s so many different ways to approach it. If you’re low on
budget, you can use LinkedIn to approach or to do a really good cold approach to
people to start conversa�ons. If you have a bit more of a budget, and if you want it to
be a li�le more leveraged, you can use it to run adver�sing similar to other networks
like Facebook, or also Google ads.

James: We don’t hear much about LinkedIn paid ads. I know I’ve dabbled with it before
when I had the SEO business. I’m probably talking 7 years ago, whenever the pla�orm
started with ads, I think I was on it, then. It wasn’t very effec�ve for me. But that being
said, I may not have been effec�ve at adver�sing. At the �me, it seemed like I was
paying a lot and I wasn’t ge�ng many bites.

Certainly lately in my business with the coaching side of things and informa�on
products, LinkedIn has been great for us when we publish short videos , and we
educate people. And we’ve been able to build up connec�ons. I s�ll get a lot of people
trying to connect with me and just cold pitch me stuff the wrong way. And that’s a bit
annoying.
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The current state of LinkedIn ads

But let’s talk about LinkedIn ads. Do they work now? And are they s�ll expensive? Or
has that changed?

Will: Yeah. So with the numbers that we’re seeing, and now I’m in a pre�y fortunate
posi�on where I get to work across different accounts, and you know, we’ve some
fairly big budgets every now and again. So I do get to see some of the numbers on the
back end.

And LinkedIn was one of those pla�orms which spiked a lot. So some months, it would
be great, some months, not so much. When it got bought by Microso�, the data kind of
went haywire and things stopped working for a li�le bit. But overall, across the
accounts that we’re managing, I’m s�ll seeing some really good results in the
conversion and lead quality.

Now, upfront, clicks on LinkedIn going through, it’s going to look like it’s actually more
expensive than something like Facebook. But you’ve got to also take into account the
en�re sales process and also nurture process.

Now what we see is the leads from LinkedIn are typically in terms of quality-wise, two
to three �mes be�er than from Facebook, for example. So it might be paying a li�le bit
more for the leads, but they’ve got a bigger chance of conver�ng. And that’s, you
know, how we kind of track the sales process and sales cycle.

And if you know that you can pay less for a conversion to a customer, well, in that case,
it makes a lot more sense. So it definitely does work now. You’ve just got to test a lot.
It’s a different mentality coming into LinkedIn ads, versus something that’s more
established, like a Facebook or a Google pla�orm.

Business types that the channel works for

James: So it sounds like it’s a li�le more high-end program for serious players. Could
you give me sort of an example of the type of business? You don’t have to name
names. Of course you can’t, with being an agency anyway. But who do LinkedIn ads
actually work for? Like, what type? Are we talking about service businesses, or some
other kind of business?
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Will: Yeah, so service and product businesses both, and we’ve seen some pre�y good
success. So, for example, one of our clients sells courses to other entrepreneurs, to
other business owners. And they’ve used LinkedIn ads to get in front of the right
audience in a more effec�ve way than in Facebook.

So what we’ve actually found was, in terms of Facebook adver�sing, they were paying
around $200 to acquire a new customer. But that customer wouldn’t necessarily go on
and actually buy more products. So the life�me value of a customer was, you know,
around $250 or so.

Now, we went to LinkedIn and ran a similar kind of campaign, obviously a li�le bit
different, because you’re going to adjust it to the pla�orm. But we were able to acquire
customers for about $300 to $350. So on the front end, it actually looked like it was
more expensive. But those customers that came through had bigger budgets. The
life�me value was actually a lot more than with Facebook customers. So that’s one
example of a product being sold on LinkedIn.

James: And what type of businesses are they selling the courses to?

Will: They’re selling it to freelancers, and also consultants. So freelancers, coaches,
consultants.

James: And what sort of price points are we talking about?

Will: It’s a range of products. So star�ng from $200 all the way up to about $7,000, or
$10,000, on the high end. So they’ve got a really good process in the back end. But you
know, in acquisi�on, it was a $200 product.

The Linkedin pathway versus other pla�orms

James: And have you found any differences between LinkedIn and other pla�orms,
where you might have a different pathway? For example, on Facebook, it’s typical that
people lead to something that ends up in an applica�on call, that then gets sold over
the phone. Are you finding with LinkedIn, for example, that you might be able to go
directly to a high-�cket order without the applica�on step? I’m just being a bit crea�ve
here.
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Will: Yeah, you definitely can. So one of our clients is actually a big player in the
so�ware space. So they’re a B2B so�ware provider, financial so�ware provider, let’s
just say. And what they do is, obviously there’s no products that they can sell on the
front end, because it’s all about how their service really helps the business owners and
the businesses.

So with them, we go through, and we have a process of ge�ng them straight on to, it’s
more applica�on form, that the salesman then takes and actually, you know, does the
sales process with. So you definitely can go from ad spread to applica�on on LinkedIn.
And I almost think that it’s easier doing it that way, rather than using Facebook and
trying the same funnel via Facebook.

James: Nice. Okay. So you talked about a change in mindset. I guess, like, we probably
want to clean sheet this and forget what we know about other pla�orms and how
we’ve been running our ads. How would we approach this from the start?

Will: Yep, so I’ve looked at it, like, looking at the audience on LinkedIn, who’s using
LinkedIn, why are they on LinkedIn? And it kind of gives you a different picture. So if
people are on LinkedIn, they’ve more or less, they’re professionals, they’ve got a
business, they run the pla�orm to either learn or to network and grow their
businesses.

So for me, if they’re on there with a serious inten�on of growing their businesses and
learning and growing their networks, poten�ally finding jobs, it’s so much easier to go
through to them with a direct message that talks about the benefits. So whereas on
Facebook, people are kind of browsing cat photos and dog pictures, and you’ve got to
really tell the story and suck them in and really try to break down their defenses or try
to get around their defenses.

A place for a more direct approach

On LinkedIn, people understand that it’s a pla�orm to do business on. So it’s actually a
lot be�er just to go direct, rather than trying to tell this big, huge, long personal story.
And you can actually go direct and speak about what you help them with.

James: Right. So in summary, people go onto Facebook to be entertained, and you
need interrup�on marke�ng to move them back onto the business track, whereas
they’re already at that point, when they start on LinkedIn, they’re on there for business.
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And it’s nice to hear that there’s people on LinkedIn who aren’t just there to sell
something to you in your inbox. I do know, lots of professionals get jobs and also find
the right key rela�onships on LinkedIn. So it seems to be ge�ng be�er at that.

So skip step one, the interrup�on decoy. Now, just go straight to the direct talk. Now
that you say that, and I’ve never thought about this before, Will, I suspect this is why
LinkedIn works well for me. Because I usually get straight to the point, and I’m very
direct in business, even on my Facebook.

It makes me think for Facebook, I need to put a step in front of whatever I do to make
it more effec�ve. But LinkedIn has been good for us because we’re just straight into
the meat and potatoes.

Will: Yeah, exactly. There’s no need to wrap your offer in a story about how you were
broke and living on a friend’s couch.

James: I’ve never really been broke, so that’s a fail. And I really don’t like sleeping on
other people’s couches. I always prefer to find my own accommoda�on if possible.

So you’re talking about the offer, and you’re going direct now, like, straight up, what do
they actually want, hit them between the eyeballs. I don’t know how the pla�orm
works in terms of targe�ng, but I imagine you’ve got some kind of choice there. It’s not
a run of network.

Three key elements of a LinkedIn campaign

Will: Yeah, exactly. So I mean, I guess at this stage, it’s probably good to go into the
three key things that we look at when we put together campaigns and when we plan it.

The number one thing, as you said, was definitely the offer. So knowing that you’ve got
something the market wants, knowing that you’ve got something that’s going to provide
value to people, that’s key. If someone doesn’t want or the market doesn’t want what
you’re trying to sell, there’s no amount of good marke�ng that you can do to kind of
reverse that.
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So number one is offer. And that kind of takes it beyond the LinkedIn channel or
pla�orm. So we might just say, have a good offer, know what the value or the benefits
are, and use that to kind of inform the core of your marke�ng strategy.

Number two is targe�ng. And targe�ng on LinkedIn, for me, from a B2B perspec�ve, is
so much more powerful than Facebook, because we can go directly to the right people
that we want to speak to.

On Facebook, if I want to target CEOs of companies, I’ve got to do all these tricky stuff
in the back end, look at all these different targe�ng interests, you know, mixing and
matching. And a lot of the �mes, it’s very miss rather than hit. Whereas on LinkedIn, I
can actually go to LinkedIn and say, Look, I want to target companies of this size in this
industry in this area. And I only want to show the ads to the CEO, for example.

So you can get so specific, and LinkedIn is just this goldmine of good data that you can
use to both do the outreach, and also the same fields, and you know, the same data
source is available to you for adver�sing. So it’s just this extremely powerful network.

We’ve tested a whole bunch of things in terms of targe�ng on LinkedIn as well. And by
and large, the one placement that’s working now – so placement is where your ads get
shown – is on that newsfeed. So if you get the right targe�ng, show the ads in a very
obvious way in the newsfeed, chances are, you’re going to be ge�ng in front of your
ideal audience.
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James: Nice. Okay. And then what?

Will: Yep. And so we then plan out what actually happens a�er. Now, given that
LinkedIn as a front end channel is so much more expensive, you know, it can be a lot
more expensive than other pla�orms, you really want to maximize every single click
and every single lead.

So before we build a single ad, or write a single word of copy, we look at what the flow
is for the lead coming through. So once they click on the ad, what happens? What’s the
messaging? From that point, what do they do? Do we ask them for informa�on, like a
name and email? Do we ask them to fill out a form? What actually happens a�erwards?

And then once I’ve done that, how do we get them on to a phone call? Is it a sequence
of emails that we send them? Do we just pick up the phone and call them? Planning
out the actual flow and sales flow and user flow is actually super important, just
because, you know, it’s a li�le bit more expensive to get in front of these people.

How long before you achieve ROI?

James: How long would you track a campaign through to the end to determine that
life�me value? Because I suspect there might be a long cycle for some of these
campaigns. And people might call it too early, like they want to get their money back
tomorrow, but it might take a month or two months.

Will: So typically, we look at a�ribu�on over a 28-day period. So when someone sees
adding clicks on the ad, what happens over the next 28 days? Now, obviously, you
know, that’s not the period that you should be aiming for. We want to get a return on
investment as quickly as possible.

So if we can get it within seven days, awesome. But there is, especially with some
bigger deal sizes and some higher value products, no one’s going to turn around and
give you $10,000. Well, very rarely would they turn around and give you $10,000, just
because they saw your ad. It does take a bit of nurturing, warming up and also sales.

James: Nice.
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What exactly goes into the ads

So can we talk about what you actually put in the ads? Because that’s going to be the
first place, we’re si�ng there with a blank screen, or canvas. And we have to figure out
what the crea�ve is going to look like.

Will: Yep, so I’ll give the listeners kind of the three main types of crea�ve and copy that
we’re using at the moment. We’re tes�ng thousands of combina�ons every single
month, but these are the core three that we start our test with. And if they don’t work,
we move on to something else.

But the number one thing we’re tes�ng at the moment, and, you know, I’ll put my hand
up to be honest and say that I didn’t think this would work. And this was something that
I learned from a client of mine.

James: O�en the way with the test, isn’t it?

Will: Yeah, exactly. So the first one is actually a super direct callout, a super simple ad.
The graphic itself just calls out the �tle or the role of the people. So for example, an ad
might be like, Are you a consultant? And it’s only in graphical form, not a lot of
distrac�ons on it. And it’s just wording on a colorful background.

And the way that we kind of discovered this was, I was running a campaign for a client
of mine. And we were doing anima�ons and flashy videos and things like that. And they
said, Look, a compe�tor of ours based in another country is actually running this type
of ads, can you test it?

And ini�ally, I thought, No, it’s too simple. No one’s going to look at it, it’s not going to
work. But in the interest of tes�ng and learning, I said, it’s fine. Why don’t we just do a
few like this and test it? And by far and large, those ads actually worked be�er than
everything else. And it really caught me by surprise.

But we’ve tested this across a couple of accounts now in a couple of campaigns, and
it’s actually consistently performed. So you know, completely surprised by it, but it kind
of makes sense, because people are more direct on LinkedIn.

So the first type of ad will be this super direct call out: Are you a CEO? Are you a
consultant? Here’s how we can help. Click on this ad.
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James: I think this speaks a lot to the targe�ng, too, you know? I think the most
effec�ve ad I’ve seen on Facebook ever would be Sam Ovens’s ad that just says ad.
And in the copy it says, Look, hopefully, I’ve got my targe�ng right, and you’re this type
of person, etc, and it explains the offer. And all the comments are praise for the ad, it
really hit the sweet spot by being super direct, clear and simple.

But the targe�ng has to be right. If you’re targe�ng the wrong people, it’s going to fall
over. But targe�ng people like you and I, it’s very effec�ve. Because, you know, we’re
so sick of people trying to trick us. It’s nice that someone’s refreshingly straight up and
blunt.

Will: Yeah, definitely. So yeah, I mean, you do have to make sure that you’ve got the
right targe�ng.

James: Yeah.

Will: It’s the number one thing. Yeah.

James: So what other kind of ads can we do?

Will: Yep. So the second one is looking at video and also anima�on ads. As you were
saying previously, on LinkedIn, you’re finding videos work really, really well.

James: Oh, yeah.

Will: And that’s the same when it comes to ads.

James: Because it’s so boring on LinkedIn. LinkedIn’s boring. And videos pop through.
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Will: Exactly. And it’s the same with adver�sing. I mean, if you’re showing the ads in
their newsfeed, it’s the exact same principle that it’s going to get their a�en�on.
LinkedIn is very dry, you don’t get a lot of room to write really long-form copy and
really fun ads. So people kind of scroll through, and unless something really captures
their a�en�on, they just kind of keep scrolling.

So that’s why you know, video works so well. And again, organic ads, we’ve found, it
works super well across both.

James: Nice.

Okay, what else have we got?

Quality leads for less cost

Will: Yup, and the third one, it isn’t really ad crea�ve or ad copy. But I wanted to bring
it up, because it is quite important. And it’s a lead form ad. So if you’ve done a lot of
Facebook adver�sing in the past, you might be familiar with lead forms that Facebook
has. It’s where they click on the ad, a form loads of all the details from the account, and
it gets shot off to you.
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The problem with Facebook lead forms, even LinkedIn lead forms, are that some�mes
when you call the leads, they don’t know who you are, or how you’ve got their details.
Because it’s such an easy process. Now, lead form ads on LinkedIn is actually one of
the cheapest ways of ge�ng really good leads through. And typically, the lead forms
themselves are much be�er quality leads than Facebook.

But we s�ll, every so o�en, get people being like, Whoa, who are you? How did you
get my details? So one of the things that we do is we actually change the lead form
itself, and put a customized ques�on on there where they have to type in the answer.
So that gives people to actually understand, hey, I’m submi�ng some informa�on to
you. It puts a barrier to entry.

So we filter out people who are just looking for freebies, who click accidentally
because they don’t know what they’re doing on the pla�orm. And that increases the
lead quality, but not the lead cost substan�ally. So it’s not so much crea�ve or copy, but
it’s just how we use the pla�orm and the type of ads that we do show.

James: When I started asking a couple of ques�ons on my homepage, it li�ed my opt
ins by about 15 percent. So I wonder if asking people to type in a ques�on gives them
some kind of investment in it, and makes it more relevant for them?

Will: And it just makes it more real. It’s not just, you know, I click two bu�ons and I get
all my informa�on sent to some random marketer. Now I’ve got to think about why I’m
submi�ng this informa�on.

James: Right. So what else do we need to know if we’re going to take this on?
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One final pointer

Will: The final point I would say is test, test, test. So the LinkedIn ads algorithm isn’t
nearly as mature as Facebook or Google. They’re a late player for the game. So the
algorithm and the data behind adver�sing isn’t quite as strong, which is a good thing
and a bad thing. So what I would say is, you know, test things that you don’t think will
work, put small budgets behind them, put the right criteria.

And just, you know, instead of the AI doing the learning, or the adver�sing for you,
you’ve got to be more manual and be more methodical and think for a li�le bit more.
But if you can do that, the results are, for businesses, it’s such a goldmine of data in
targe�ng. So I highly recommend people jump on it and test it out and make sure that
they do test targe�ng, ads, crea�ve, all of that kind of stuff.

James: It’s good. I mean, it’s just refreshing to speak to someone who’s actually doing
this, because I don’t hear much about LinkedIn ads. I’ve heard whispers in the
corridors, that’s virtual corridors – about it. But it’s not a mainstream thing. It’s like I
very rarely hear anyone talking about Amazon adver�sing. Facebook’s domina�ng the
conversa�on, YouTube’s coming up second, and Google’s always been a powerhouse.
But LinkedIn is right there for the right type of business.
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Where to get an assist

If someone’s listening to this, and they’re not sure if it’s right for them, is there any
chance they could get in touch with you? Or do you help people do this in any way?

Will: Yeah, definitely. So we’ve actually come up with, you know, with your help and
support, we’ve come up with a new program where it’s like a done-with-you program,
where we actually help them get adver�sing set up, outreach set up, and just build a
lead genera�on machine into their businesses.

So if they’re wan�ng to find more informa�on about that, my contact
is Will@growthlabz.com. So they can just reach out and you know, I’m happy to talk to
them about their lead genera�on, their marke�ng, and figure out how they can make
this all work for their business.

James: Nice. Thank you so much for another installment, you helping us get leads, get
more customers. You’re a champion of mul�ple disciplines, some of that mar�al arts
experience is shining through there, Will.

Will: Thanks, James. Always fun to be on here.

James: There you go. That’s Will Wang   from GrowthLabz.com . He’s one of my fabulous
friends. He’s a local, we hang out in real life some�mes. And we’re also partners in
growing his agency, because he’s doing good stuff, and I just love it. It’s so exci�ng
hearing what you’ve got, I’d love you to come back and share some other stuff with us
in the future.

So if you’re listening to this episode, which is episode number 776, you can get the
transcrip�on of it. We’ll put links to Will, you can get in touch with him if you got any
ques�ons about it or you want some help with your LinkedIn ads.

And also, we take sugges�ons for future episodes, ques�ons, topic ideas. Put Will to
the challenge. See if you can get him to spill the beans on his next things. He’s always
got so many great insights, check out the previous episodes I’ve recorded with Will  ,
because they’re s�ll super valuable. Un�l next �me, Will.

Will: Thanks again, James.
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Keep up with the latest in
marke�ng trends with

James’s help
CLICK HERE
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