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LinkedIn: The 
Landscape

University of Toronto and
The Rotman School

U of T: 400,000 followers
292,000 alumni

Rotman: 37,000 followers
22,000 alumni



LinkedIn:
How to Win
on Content

Be useful.
Be reputable.
Be relevant.



Advertising: The Dreaded Funnel

Awareness

Interest

Consideration

Action

The downward
nudge:
Your LinkedIn
ad at work



Steps to create
a winning ad 
on LinkedIn



1. Create your ad

Short intro text, keep it “above the fold”

Testimonial (10 words) 
or call to action (5-7 words)

Aspirational image



2. Create 4 variations

Colour
changes

Image/quote 
changes



3. Create a landing page

Continuity: Ad to landing page

Concision: Short and sweet

The funnel: Interest to action



4. Set up conversions

Learn more: 10 points

Register now: 100 points

Contact us: 25 points



5. Target your audience

Aim for 100,000 people

Exclude sales people

Job function, not title



6. Set bid and budget

$100 a day minimum

Go $5 over the recommended minumum

Run 3 days minimum



7. Run, then measure

Social actions: Sharing and liking

Clicks: Compare by ad

Audience metrics: Who responded?

Conversions: Actions taken, registrations



Step 8:
Do it again!

you.
Thank

#UofTFieldDay


