Linked ] Ads

LinkedIn
Accelerate
Campaigns




Introducing LinkedIn
Accelerate Campaigns

Al-Powered campaigns designed
to drive results and save you time

mmmmmm

* Maximize campaign results with Al-powered e
targeting, creative, and bidding

* Save time with automated campaign setup and
optimization that's tailored
to your business needs. as]

Ads

Placements

* Connect with the buyers mostlikely to convert with

targeting that dynamically optimizes for the
highest performing audiences.
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Accelerate your speed to market and complement what you're

already doing with LinkedIn ads

| »
i a
When time is of the essence Quickly drive performance Uplevel your targeting
Get your message out in the Quickly build campaigns without LLearn more about your ideal
market faster with Accelerate sacrificing performance. customer profile and build cost-

campaigns effective retargeting pools
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\When to use Accelerate vs
Classic Campaigns?

Use Accelerate if

You'dlike to be guided through creating a campaign by
our Al marketing assistant, which provides
recommendations to help you custormize your campaign

You'd like your target audience to dynamically adjust to
reach professionals that are most likely to convert

You'd like to test if Accelerate campaigns perform better
than your Classic campaigns using A/B testing

You'd like to use a single image ad format
Your ads are in English

You don't use a Dynamic Group Budget
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Use Classic if

* You'd like to explore other types of objectives, such as brand
awareness or video views

* You'd like to explore other ad formats, such as video ads or
conversation ads

* Your ads aren’t in English

* You'd like to use a Dynamic Group Budget
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Launching an
Accelerate Campaign




Steps to launch
an Accelerate
campaign

Create a new Website Visit or Lead Generation campaign and select Accelerate

Share a URL for what you're advertising to tailor the campaign, including targeting
and creatives, to your business

Review and adjust the description of your product and include details onyour
target audience and the value proposition of your product

After the campaign draftis generated:
» Adjust details such as name and update the budget and schedule based on your needs
 Provide additional audience signals such as contact lists or exclusions

* Re-use past ads, build new ones manudlly, or draft them with Al, and create new designs
with Microsoft Designer

e Launch the campaign
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Step 1
Campaign Creation

Consider your campaign goal

Se] eCt yoU r objective Cho ; '.\ 1 , ‘_ '_ ; . th your desired outcome for this campaign.

to maximize results for certain objectives

Awareness Consideration Conversion

*  Click “Create campaign” and select one of
the two objectives

Brand awareness Wabsite visits — Lead generation
. + () a

R

*  Accelerate campaigns are currently only
available for Website visits and Lead
generation objectives

Engagement

Video views

Messaging Job applicants

4 You have exclusive access to Al-powered campaigns
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Step 2:
Campaign Creation

Select your campaign type

Campaign type

Choose how to build and manage your Lead generation campaign

*  Select Accelerate after selecting your objective

*  Selecting Classic will lead you to LinkedIn’s Accelerate i Q |
.o . . High performing campaigns made simple. Provide a URL and Al will build and optimize your
eX]Shng COm pO]g n CreOt]Oﬂ prOC ess campaign. Just review, adjust, and launch with confidence

Classic

Change objective
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Review your product description

.
Ste p 3 Y Review this summary and edit it to make sure it describes what you are advertising as accurately as

possible. This summary will be used to generate your campaign, including your ads and targeting. Learn

Campaign Creation

Linkedin Learning

Te" Us q bout yo U r p rod Uct or se rv-ice Linkedin Learning is a subscription-based online learning platform that offers courses in various

fields such as business, technology, and creative skills. It provides access to thousands of courses
taught by industry experts with real-world experience. The platform is designed to help individuals

achieve their personal and professional goals by providing them with the necessary knowledge and
skills.

*  Provide a URL that best represents the product
9 ’ o o
orservice yOU re OdVerhS]ng. |t does nOt need Users can choose from a wide range of subjects, including software development, project

to be the deSﬁn ation U Rl_ for the camp Cﬂg n, management, marketing, design thinking, data analysis and much more. Additionally, users have
bUJ[ we recom mend Usiﬂg a U R|_ ] n Eng hSh the flexibility to learn at their own pace on any device they prefer. The platform also allows users to

earn certificates upon completion of certain programs or courses.

The unique benefit of Linkedin Learning lies in its vast library of courses covering diverse topics.

® V\/e'ﬂ ta ke the iﬂfo rmation from your U R |_ a nd Ideal customers for LinkedIn Learning are professionals who want to enhance their skills or acquire
. . new ones in order to advance their careers. This could include recent graduates seeking
use GA' to CreOte a descr] pt]o n Of yO ur employment opportunities or experienced workers looking for career growth within their current
prOdUCt, ]ts be nef]ts , d nd the tO rg et a Ud]e nce. company. Freelancers and entrepreneurs may also find value in using Linkedin Learning to expand

their skill set and stay competitive in today's job market. Overall, people who are committed to

*  Campaign quality depends on the quality of '
the product description so ensure the content

is as accurate and detailed as possible.

*  Click “generate campaign” to see the custom
campaign built for your product.

Tip: Carefully review, update, and layer in details around your target audience before
creating the campaign.

=
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Step 4
Campaign Creation

Adjust campaign details

Campaign details

Name

*  Asthe campaign is automatically built, the Al —
marketing assistant will appear side-by-side with
your campaign to provide relevant details, -
recommendations and answer any questions

*  Forecasted results are automatically generated

with expected campaign performance details in
real time
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Step 5:
Campaign Review

Budget & schedule + Assist

Review budget & schedule

We recommend this budget based on your objective and historical trends to optimize the delivery of your ads.

Daily budget v ‘ $250.00 ‘ — + ]

*  Carefully review the budget and schedule. Start date

We'l recommend a budget and schedule [ setanend date

bo Sed On yoUr OCCOU n‘t’s h ’isto ry. ;’23; EZQE:E; x‘l‘\‘\ ;:::g;gn;g::x:;aéii;%g%né ;pari‘lw’ze,kz.c24 Your campaign will spend no more than $1,250.00 this week. From next week,
*  Besure toset an end-date if you're not Bidding

building an always-on campaign. Optimization goal @

Landing page clicks

* If you want greater control over costs, add a Bidding strategy ©

COSt ca p -to yOUr b-ld Maximum delivery - Get the most results possible with your full budget

per result
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Step 6:
Campaign Review

Edit audience signals

Provide signals about your audience and we'llfind similar members optimized to meet your campaign
objective. Learn more

Add data sources and exclusions
We use multiple signals, from LinkedIn firmographic data to

campaign engagement to first-party data you add as a
data source to find audiences most likely to convert.

EXCL
We han

* Add data sources such as customer lists or
conversions. Our Al uses these signals to find similar
people likely to take action.

+ Contactlists

+ Company lists

* Refine who the campaign reaches with exclusions o+ Ty
o o [ Exclude employees of ClickUp
from locations to contact and company lists.

* After launching, check campaign demographics to
understand who the campaign is reaching.

Tip: Provide data sources that represent the intent of the campaign
¥ objective. For example, if yourlead gen goal is to book demos,
v consider providing a list of past leads who booked demos.
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Step 7/:
Campaign Review

Create new ad

Preview

° ‘Ag\ Destination
Build your ads

Desktop Feed

; o draft with Al 4

* Re-use past ads, create new ones manually, or
use Al to draft your ads

Modia

*  We use your product description and generative | o e
Al (GAI) to build ad copy and select images from g

) o)

your media library and Shutterstock that have ﬁ - T (5

the highest predicted CTR L Z7 ] Ve

sction -

Tip: Select “Customize” to create your own images with text
prompts using Microsoft Designer!

€=
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Step 8:
Campaign Review

Uplevel your ads with Microsoft Designer
Generate stunning creatives without a design background
by describing what you want to create.

. Describe the design you want to see, and
Designer will offer suggestions using its
catalog of professional images. If you have an
image in mind, upload it to start.

. Choose your favorite and customize it with
easy editing tools like text overlays or get
inspired by different layout suggestions.

Tip: Learn more about Microsoft Designer here

=
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https://www.linkedin.com/help/lms/answer/a1692444

Step 9:
Campaign Review

M campaign Manager

Brand safety & placement considerations precas s

1,056,000 - 1,345,678 150 $11,808 Continuous

*  Forwebsite visit campaigns, ads will Placements
automatically be placed on LinkedIn and the A e
LinkedIn Audience Network to optimize for the
most key results

Exclude categories. Close
s 1 mobile apps

Books iiterature @) Colsbrity FanGossip @) FineArt @) Humor @ Movies @

Television @

A s & Entertainment

*  Youcan exclude orinclude specific publishers

. . Arts & Entertainment Salect

for your ad by uploading a list or you can select

categories of apps and sites to exclude -
s

Education

+ Publisher lists

(T -ounch campaign
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Best Practices




Accelerate your Success

Campaign best practices

Ads & Creatives Audiences Optimization & Insights

* Use a URL thatis as specific as * Add details about your target audience * Check the automated performance
possible to whatyou're promoting in your product description. summary report early in the
(not just a generic company site) campaign to understand which
audiences the campaign is reaching
and top performing creatives.

* Tofurther refine targeting, provide
* Carefully review and adjust Al- data sources such as contact,
generated ads as needed. Ads can conversion, and lead Tists.

be manually edited, including

GAl powered introductory and
headline text fields, auto suggested
images, lead gen forms, and external
URL for website clicks applicable to e Use CAP| conversions toinform
the ad. Accelerate campaign targeting
and measure the effectiveness of
your campaign.

* Layer on exclusions: geographic
exclusions, contact lists, and company
lists can be used.
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Accelerate and CAPI are
better together

Use CAPI conversions to inform Accelerate
campaign targeting and measure the
effectiveness of your campaign

CAPI conversions can be used as data
sources to inform Accelerate campaign
targeting

CAPI enables you to improve full-funnel
measurement and can attribute CAP!
conversions to Accelerate campaigns, just
like your Classic campaigns

Linkedn Acceélerate Campaigns
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Observe the Optimization Period DM  eu | o e

Filters w Columns: Budget & Bid ¥ Breakdown ¥ Time Range: 03/18/19 - 04/18/19 ¥

Continuous and automated optimization

Delivery C ~n voomeme s ~ " PerResult" Lifetime
Optimizing 20/50 landing pages
0 . . - S $3,000.
O After yOU ]OU I']Ch the Cca mpO]gl’], ]t W]” eﬂter an Since last significant edit on 5/6/2023
optimization period in which it dynamically e ) | iy it o permince RoTE
refines the audience, bids, placements, and during this time.

- o o For optimized results, avoid changing your audience or
creative serving to find the best results. adis; Leati mers

[ @)
*  Youcan edit your audience, bid strategy and
ads during the flight of the campaign. However,
this will restart the optimization period for the

campaign and may impact performance. T ——

Tip: Results may be more volatile during this period. Learn more
v about the optimization period here.

Linkedn Acceélerate Campaigns
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https://www.linkedin.com/help/lms/answer/a1640350

Monitor Performance

Campaign performance - at a glance r Lot mece
e Quickly access your Accelerate —
campaign insights report below the

Overview

campaign name with one click b 2 n Load ganaration Continuous

*  An automated report will appear
displaying the key value drivers of the o
Accelerate campaign P

*  Check the automated summary report
early in the campaign to understand
which audiences the campaign is
reaching and top performing creatives
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A/B Test

Compare Accelerate &
Classic Campaign Performance

*  After building a Classic Campaign that
meets the below requirements, you will see
the option to try an Accelerate A/B test

OBJECTIVE: Website visits or Lead gen
DURATION: 14-day min duration

BUDGET: Website visits: Minimum of $700lifetime budget per campaign
(totd of $1400 for both control and treatment campaigns)

Lead gen: Minimum of $3000 lifetime budget per compaign
(totdl of $6000 for both control and treatment campaigns)
FORMAT: single image & copyis English only
PLACEMENT: Opt into LAN for website visits

*  Review the generated Accelerate Campaign
and launch to compare performance between
Accelerate and Classic campaigns

Linkedn Acceélerate Campaigns

Try an Accelerate A/B test

Create Accelerate A/B tgst
Launch manual campaign only

Linked @ Ads
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Leverage Al Assistance

Get the assistance you need

*  The Al assistant can answer top questions
about Accelerate campaigns, recommend
ways to improve the campaign, or enable
advertisers to connect to a live agent.

Linkedn Acceélerate Campaigns
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@ Budget & schedule ready for review

@ Audience signals ready for review

@ Ads ready for review

@ Placements ready for review

.' Add a data source to use as a signal for

Providing high quality outcome data as a signal
will enable our Al models to identify your ideal
target audience based on your objective.

7 N\ Ve N\
( Addadatasource ) ( No, thanks )
\. /N /

Ask a question...

¥" your audience to maximize performance.
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Thank you!
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