
Demandism: content 
distribution 101





Scaling your company 
LinkedIn page



• LinkedIn should be purely value-led – NOT PROMOTIONAL!

• It's an organic channel designed to help educate your audience and build awareness. Think of it as part 
of your content distribution strategy in your demand gen approach.

• The posts should include actionable takeaways, or something new and interesting for your audience to 
consider.

• They should also help your audience recognise and solve common pain points.

• Here's the best way to think about it:
• “If I was scrolling through my feed, is my post valuable enough that I’m going to consume the 

content of it - in feed at that moment.”



Where can the valuable content for 
your LinkedIn posts come from?

• Asking our sales and marketing teams.

• Listening to customer calls

• Regular research into key trending topics/industry insights – we work with a subject matter expert. Key 
insights from blog articles and his own channel.

• Take insights from podcast episodes, blog articles and other longer form content that is produced.

• Take insights from LinkedIn where other industry leaders have a presence.



What we did in the past & why it 
didn't work

• In the past, we would just share a link with 
a small amount of supporting text.

• This post doesn't work because there's no 
value for the reader.

• They'll be thinking "What's in it for me? I 
have no idea what this post is about."

• We quickly learnt that in our LinkedIn posts, 
we should give away far much more than 
we ask for in return.



Text-only posts
• Reminder: your blog content is a crucial part of your 

broader content strategy and media engine. And that's IF 
it's distributed in a valuable way. 

• LinkedIn can help with this. Your blog content provides the 
basis for some great text-only posts, as you can zoom into a 
specific topic.

• You can also use the text posts as an opportunity to write 
about something new or interesting you've learnt. 

• It's a form of storytelling that can help you to connect with 
your audience. And they'll engage with the post in return.



Text & video posts

• This is an example of how we share/inform our audience or followers 
of new episodes of the podcast.

• We’ve got some supporting text around the topic, we tag 
the speaker(s) and invite someone to check out the full episode by 
saying there’s a link in the comments.

• This is much more effective, because there's a key insight in the post 
itself.

• Note: don't post the full 50 minute to 1 hour webinar or 
podcast. Split the video up into snippets and post those instead.

• Top tip: We've noticed the square format works best for us.



Creating value-led content 
with LinkedIn



Carousels
• These are GOLD DUST for engagement!

• Because your followers/audience can 
flick through the slides, and boom! 
They’ve immediately learnt something 
new.

• Now, for us we use the carousels as an 
opportunity to zoom into a particular 
topic. For example, a set of tips or a 
step-by-step process.

• Then in the actual text of the LinkedIn 
post we expand on the topic more 
generally. We might include quotes 
from our colleagues etc.



Polls
• Polls are all over LinkedIn! So 

remember to post them. We 
aim for a couple a month.

• BUT just doing a poll is 
scratching the surface! We've 
also experimented with follow-
up posts sharing the results of 
the poll. It's an opportunity for 
us to offer more value AND 
engage with our audience.



Promotional posts: the 
exceptions

• If you've got an upcoming webinar or live event, there's no reason you can't share that it's happening. You 
have to EARN the right to be promotional.

• Just make sure that it's VALUE-DRIVEN! That way your audience will be convinced that it's worth signing up 
to.

• Deep dive into the topic of the session or the webinar, and then pop a sign-up link in the comments. Leave 
the link in the comments – that way your post isn't super forceful or promotional.

• Outside of live events, the only other promotional material we now prioritise are press releases. These are 
great for engagement and give your audience an insight into your company journey/milestones.



Our results

ENGAGEMENT

January 2022: 4476/5000

February 2022: 4320/5000

March 2022: 6277/5000

April 2022: 6327/5000

May 2022: 6255/5000

June 2022 (new engagement target 
changed to 6000): 6362/6000

FOLLOWER GROWTH

January 2022: 20,093 (+7.4% compared to December)

February 2022: 21,058 (+4.8% compared to January)

March 2022: 22,560 (+7.1% compared to Feb.)

April 2022: 23,949 (+6.2% compared to March)

May 2022: 25,434 (+6.2% compared to April)

June 2022: 26,977 (+6.1% compared to May)



Other tips & tricks
• Best time to post: 1pm & 5pm daily Mon-Fri.

• Metrics to track: follower growth & engagement.

• I use Agorapulse to schedule and track the progress of LinkedIn posts.

• Something that’s worth doing is replying to comments and commenting on people if they’ve shared your 
posts. It’s a little extra something to help build a sense of community.

• See what other companies are doing - that’s where I tend to get some inspo from too: Chris Walker and 
Refine Labs, MetaData, and Landbot (Ungated Podcast) have been the big ones for us.

• I plan out the content for LinkedIn weekly. I don't like rigid plans – the more flexibility there is, the better!

• Upskilling/wider knowledge: I found external courses/resources to be quite useful. The main one was Devin 
Reed’s LinkedIn course - he’s got some useful stuff that I’ve picked up and implemented.



Who is responsible for 
content distribution?



Everyone – you should not think of it as a 'thing to do' instead it should be driving 
your key strategic objectives and soon it becomes clear that multiple teams and 
individuals will own elements of it.



Cold Calling Live 

Content Distribution



DEMAND GEN

Channels for distribution

Main event: Live session

Which was then edited and distributed to:

• Podcast

• Social media posts

• Paid ads

• Blogs

• Newsletter

• Pillar page embeds

• Subject matter expert



Subject Matter Expert



Podcast



Blogs



Interactive pillar page



Paid video ads



Organic social



Newsletter – Sales Leaders Digest



Content Distribution

Paid Social for 
content a 
distribution 
channel



Paid Social Overview
Why distribute through paid social?

Once you stop using paid social channels for lead gen, you're free 
yourself to use them as true content distribution channels.

What are the benefits to using paid social over organic?

• You can target precisely who you want too.
• You can hit that target audience with the same message more than 

once.
• It's much quicker than organic social to get started with.
• It helps to build your organic following at the same time.
• You can easily distribute content indifferent formats, across 

channels and audiences.

And the cons?

• It costs you!

What channels to use?

• LinkedIn Ads
• Facebook/Instagram Ads
• YouTube
• TikTok

Each have separate considerations before starting.

We have only started on the first two but are looking into the other 
two.



Paid Social Structure
How do we structure it?

We breakout both our LinkedIn and Facebook campaigns into 

the same buckets:

1. Thought Leadership (10%)
2. Content (20%)
3. Product (40%)

4. Social Proof (20%)
5. Demo (10%)

Consideration is taken into account, as to whether we want 
that content consumed in-feed or on our website (or out of 

feed).

And then helps decide on the campaign goal we set 
e.g. (Reach/website views/video views)

Thought Leadership

Content

Product
Social Proof

Demo



Distribution in Demand Gen



Rethinking the content role



Rethinking the content role

Content role redefined:

• Integrating content and demand generation to work as one team.

• Content and SEO Exec moving away from pure blog writing.

• Mapping out key content buckets that should be up to date with engaging and value led content. 
(Thought Leadership, Content, Social Proof and Product)

• Focus on high intent SEO pages – these should be updated regularly.

• Fully aligned on key campaigns – working with DG manager to ensure we have all of the content required to make the 
campaign a success.

• Distribution – optimising content for channels where our audience actually hang out is really important. The content exec 
now looks beyond a blog post or e-book and explores video, podcasts, audio, infographics, case studies etc.

• Each content executive focuses on one of our core personas and should be responsible for owning every content asset we 
have live for that particular persona.


