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Philosophy 03-22

e Main target: pipeline
® We need to get more efficient in every quarter
when it comes to Pipeline ROI for each S spend.

Create demand: Q4-22
Constantly educating your whole TAM so that your

audience will notice their pain points (if they are not

already aware) and will come to you when they are ready.

Capture demand:
Converting the audience when they actually raise their

hands.
Q1-23
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Channels

Demand Creation happens on the awareness channels - where prospects spend time, but not
necessarily looking to buy.
e Demand Capture happens on the intent channels - where prospects search what they are looking to

purchase.
Awareness Channels: Intent Channels:
e Linkedin e (Google
e Facebook e Bing (startedon11.22)
e |nstagram e Capterra (stoppedon
e Youtube (started on 02.23)
12.22)
e Reddit (startedon
02.23)
e Twitter

e LinkedIn, Facebook, Instagram, and Google have been the major channels. We've started
Bing Ads on November 2022, Youtube Ads on December 2022, and Reddit on February 2023.

e The Capterra ads have been stopped due to the low pipeline ROI.

e Weare planning to start testing Twitter in Q3-23.
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Channel Strategy: LinkedIn

LinkedIn is our flagship create demand channel - 70% of
the create demand budget is allocated to LinkedIn.

As of Apr 2023, we have more than 500 active

campaigns targeting four major personas: Sales, ‘
Marketing, RevOps, and CSMs.

N
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Account Structure

e Inanutshell, we segment our audiences by GEO, PERSONA, COMPANY SIZE, SENIORITY, MARKETING
STAGE and BUCKET - this way helps us to look at the campaigns and understand which pieces of content
resonates the best.

o Suchas; do Sales people in the US prefer educational content over problem awareness content?

Company Size Seniority Ad Type Objective
NAM Sales Content GN ICP Awareness Static Reach
EMEA Marketing Product Value EP ICs Remarketing Video View
DACH RevOps Social Proof All All Document Traffic
CSMs Thought Leadership Influencer Conversions
Demo Conversational

e The NAMand EMEA have very similar -if not identical- structures, but DACH has a more
simple structure due to the budget limits.
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Campaign Objectives

e Reach, reach, and reach. Reach is emphasized for areason, it's the best way to penetrate the

potential audience. ’

e Weuse REACH for the ads that have messages that can be consumed in-feed. With reach, we are
not after CTR, we are after engagement. (like product ads, or thought leadership)

e We use TRAFFIC objective if in-feed consumption isn’t the goal (like a blog post, or case study).

e Video view objective is used for the video content, and -no surprise- this objective works much
better than other objectives for video content. (This is basically Reach for Videos)

e Conversion objective tends to hold reach back so badly, this should only be used in retargeting
campaigns.




Campaign Structure

We use 4 objectives in our ads
o Reach (brand awareness)
View (video views)
Traffic (website visits)
Conversions (website conversions) ’

o O O

Content campaigns = Traffic
Demo/Remarketing campaigns = Conversions

Product Value, Social Proof, Thought Leadership
campaigns = Reach

Butif there isavideo ad in the PV, SP, TL
campaigns = View

1
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Other objectives LinkedIn has:
o Engagement (mostly for event sign
ups and company page followers)
o Lead generation (for ebooks and
retargeting)
o Talentleads (job posts)
o Jobapplicants (job posts)

It’s possible to have a reach campaign with a
video ad, but what we discovered is that the
Linkedin algorithm does much better when
View objective is used in the video campaigns.*
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Campaign Objectives Summary

e REACH for in-feed consumed content. e VIDEO VIEW for video content
e TRAFFIC for outside-feed content e CONVERSION for form submissions

Cognism
41,074 followers
Promoted

Cognism e We don't want to offer you a £100 gift card in exchange for a meeting. So
;"_!;‘;';_'f-l'°""° = we're giving you 25 free leads instead - no strings attached.

“Sorry they're not available" - Are these 4 words killing your cold calls? Learn
5 ways to bypass pesky gatekeepers and get straight to a decision-maker. m
Cognism
2w - Edited - @

Sales Leaders - need to spice up your database? Look no further! Cognism 5 tl pS

offers diamond-verified B2B contacts with up to 98% accuracy, so you'll be .
s e e B ot e o for bypassing
gatekeepers

Forget the amazon gift card,
get 25 free
leads instead.

Sprinkle some
into your direct dials

amazoncog

¥

»

# cognism

cognism .
9 cog Revive Cold Calling in 2022: Cold Calling Playbook ("Learn more ) 25 leads based on your ICP - grab them now! Learn more )

www.cognism.com infa.cognism.com

info.cognism.com « 1 min read @@®® Karen Conway and 170 others & comments - 4 reposts Actvor and 11 others
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Important Metrics in Objectives

e REACH-=
© Average Frequency, Engagement Rate, Reach;
o CPM, Cost per Result, Cost per TK member accounts reached.

e TRAFFIC =
o CTR, Reach, CPC, clicks to landing page;
o Engagementrate, average frequency.

e VIDEOVIEW =
o View rate, impressions, view at 50%, completions, completion rate, CTR

® CONVERSION =
o Conversion rate, cost per conversion, CTR, CPC, impressions




Objective KPIs

® REACH=
o AdCopy
o AdlImage

e TRAFFIC =
o AdCopy
o AdlImage
o Landing Page Content
© Landing Page Experience

VIDEO VIEW =
o AdCopy
© Video Length
CONVERSION =
o AdCopy
o AdImage
©  Value Proposition
o Landing Page Content
© Landing Page Experience - no

distractions!
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Platform Structure - Product Values

Regions

Personas

Product value

ICP ICs ICP ICs ALL

Awareness Awareness Awareness Awareness Remarketing

Static Video Static Video Static Video Static Video Static Video
Reach View Reach View Reach View Reach View Spiﬂ'sght Conv:r::tional

Conversion Conversion



Frequency

Ad fatigue = diminish in ROI.

We need to serve enough content to our prospects
so that brand awareness and recall are present, BUT
not too many impressions per user where ad fatigue
kills effectiveness.

Ad Frequency = Metadata suggests that ad
frequency per user should not exceed 3.5 on
Linkedin, and 4 on Facebook. Refine Labs says up
to 7is fine (30 days time-frame). To be on the safe
side, | prefer not to exceed 3 both on LIand FB.

We're working on a reporting structure to track
these data on the ad-level better.
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You should have retargeting campaigns with high frequency!

But be careful if it's not too much.

Look at your reach & frequency and ensure you don't invest too much in
one campaign with certain creative. Recalculate your budgets according to

them.

Set multiple creatives and formats. Even though all will not perform the
best, they give variety and freshness to the audience.

Refresh your ads often. At least once a month. Or pause old ads and turn
them on after a few weeks. It will maybe cause a drop but don't run them for

too long.

Shorten your audiences for different creatives/CTAs and tell a different
message after one or two weeks.

Exclude short audiences of people who engaged to give them a break. Let
them be hit by another campaign.

Use multiple placements to increase the frequency.
Otherwise, it's sometimes like an annoying salesman who is trying to catch

you everywhere.

PS: This ad has another 2 similar comments
PSS: Check your accounts! It's one of you &



Optimisations

The best practice is generally to run each ad for 7-14 days before making any changes (unless an ad is
performing really poorly, or if a clear winner is present).

When optimising the ads, we need to consider both the metrics depending on the ad objectives,
and ad frequency. For instance, cost per conversion isn’'t a very important metric in reach objective;
or an ad that has perfect metrics with a 10 frequency might need to be replaced soon.

Avoid comparing CTR between campaigns where the objective is not the same; however, CTR can be
a good indicator for an ad performance within the campaigns that have the same objectives.

When optimising the existing ads or creating new ones, NEVER choose auto placement, audience
expansion, or partner network options in any of the ad channels.

Always look at the demographics data to exclude the irrelevant industries, and job titles; but don’t do
this for the job functions. For instance, you might see a job function of “community service” but this
doesn’t necessarily mean that we’re actually targeting this title; but it might be like someone having a
second experience on their Linkedin like a charity.

The Leop Live



\' : The pr Live

Auditing
In-Platform & CRM

The campaign audits take place —
not only in-platform but also on
Google Data Studio, Salesforce,
and Hockeystack.

On GDS, we've created specific
reports for each campaign so that
we can track the performance on
the weekly, monthly, and
quarterly levels easily.

We also track the performance on
the pipeline level with Salesforce
and Hockeystack therefore,
before pausing any ads, we make
sure that pausing the ad won't
impact the pipeline negatively. o

10
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EMEA Linkedin Dashboard

GDS for Linkedin

EMEA - MARKETING - THOUGHT LEADERSHIP - GN - ICP - STATIC - REACH

‘Campaign name

EMEA | Marketing | GN | ICP | Awareness | Thought Leadershvp | Static | Reach
EMEA| Mavketing | GN | 1CP | Awaseness | Thought Leadarshia | Static | Reach
EMEA | Marketing [ GN | ICP | Awareness | Thought Leadership | Static | Reach
EMEA| Marketing | GN | 1CP | Awaseness | Tnowght Leadersiva | Static | Reach

EMEA | Marketing | GN | ICP | Awareness | Thought Leadership | Static | Reach

Campaign name

EMEA | Marketing | G | ICP | Awareness | Thought Leadersivg | Static | Reach
EMEA | Marketing | GN | ICP | Awareness | Thooght Leadership | Static | Reach
EMEA | Marketing | G | 1CP | Awsreness | Thought Leadersive | Static | Reach
EMEA | Marketing | GN | ICP | Awareness | Thought Leadership | Static | Reach
EMEA | Marketing | GN | ICP | Awareness | Thought Leadership | Static | Reach
EMEA | Marketing | GN | ICP | Awareness | Thought Leadership | Static | Reach
EMEA | Marieting | GN | 1CP | Awareness | Thoeght Leadersiva | Stanc | Reach
EMEA | Marketing | G | ICP | Awsreness | Thooght Lesdershis | Static | Reach
EMEA | Morketing | GN | ICP | Awareness | Thought Leadershva | Static | Reach
EMEA | Marketing | G | 1P | Awaceness | Thoeght Leadershi | Static | Reach

Campaign name
EMEA | Marketing | GN | ICP | Awareness | Thought Leadersivg | Static | Reach

‘Year & week (Mon-Sun) *

hor 24, 20248 10 Apr 30, 2023 {Week 17)
Agr 17, 2023 to A 73, 2023 (Week 16)
Aar 10, 2023 1o Apr 16, 2023 [Week 15)
Agr 5, 2023 10 Ape 9, 2023 (Week 14)
Mar 27, 207 to Ape 2, 2023 [Week 13)

Year & week (Mon-Sun) ~

Mas 27, 2023 to Ape 2, 2023 (Week 13)
Mar 20, 7073 to Mar 26, 2023 [Week 17)
Mas 13, 2023 to Mar 19, 2023 (Week 11)
Mar 6, 2023 t0 Mt 12, 2023 (Week 10}
Fel 27, 2023 to Mor 5 D023 (Week 3
Fely 20, 2023 to Feb 26, 2023 (Week §)
Fi 13, 2023 10 Feb 19, 2073 (Week 7)
Feh 8, 2071 10 Feb 12, 2023 {Week 6}
Jan 30, 2023 to Feb 5, 2023 [Week 5}
Jan T3, 2073 10 Jan 29, 2023 (Week 4)

Year & month ~
Apr 2023

'WEEKLY METRICS
Total spent (USD)  Campaign daily budget  Frequency - Created

Total spent (USD)  Campaign daily budget  Frequency - Created

MONTHLY METRICS
Total spent (USD)  Campaign daily budget  Frequancy - Created
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Sebect date range -
rate Total Reach  Impressions CPM CPR- Creat...
1565 ¢ D
rate Total Reach  Impressions CPM CPR- Creat...
LS FYA TSN )
rate Total Reach Impressions CPM  CPR- Creat...
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Measuring the Success of Product Value

Although it wasn't quite
possible to measure the _

success of the create demand B o
campaigns before, we ot

integrated Hockeystack, an Moo uenses
attribution tool, in the Rt

beginning of Q1-23.

] Linkedin Basic Funnel - ORIGINAL NO FILTERS

Validation

Dropoff Dropoff Dropoff

Thanks to Hockeystack, now
we can tie the |mpreSS|OﬂS to [ LinkedIn Basic Funnel With Website visits step
revenue - therefore, even if |

We sit

Skip.

someone didn’t click on our Renews)

Expansion

ads before, we can understand e mpressions o
that if their journey, at some Dropet
point, has been influenced by e et

our campaigns.

Deal Created New Business
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Operational Management




Getting paid social creative right

Best practice for our ads

Create ads based on the campaign objective (reach,
conversions & traffic)

Stand out in a noisy LinkedIn feed - bold colours,
minimal white spacing

Don’t make them boring! Add a creative or humorous
spin to professional stock imagery

Keep ad headlines under 150 characters for ‘traffic’
objective. Max 300 characters for 'reach’ objective

Test, test, test - Different personas prefer to learnin
different ways

Ask yourself - would i stop scrolling to notice this
ad in my feed?

The Leop Live

Cognism
48,713 followers
Promoted

Imagine if you could give your reps a list of the best cold calling opening lines so
they could book more meetings from their calls. Now you do

# cognism

Cold calls
feeling a little
bit too cold?

~

17 of the best B2B cold calling openers ( Learn more
sl bl

cognism.com




Creative examples:

Social proof / testimonial ad (reach objective)

Cognism
48,712 followers
Promoted

What if we told you that you never had to speak to a gatekeeper again? Pretty
good huh? Join 1800+ customers using our mobile phone data to speak to
decision-makers, not gatekeepers.

@ Stuart Taylor - 1
ey Leader | Sak
o - @

Gatekeepers!

If you can avoid them do it

Great systems like Cognism will give you mobile numbers so hopefully,
you can cut them out.

88 More

Q80 Darell Kenith and 43 others 19 comments 1repost

"
Cp Like (=) comment ~> Share 7 send

Why our customers ¥ our mobile phone data!

r N
| _Learn more )
cognism.com

] Humanises & build trusts in an unbiased way -
Someone else’s words make it more trustworthy

° Influencer style ad - this is a reach campaign so
we want the audience to consume the message
without leaving the platform

Demo ad (conversions)

Cognism
48,7 followers
Pron ed

Guessing your prospect's contact information shouldn’t be the same as guessing
words on Wordle...

Take the guessing games
out of your prospecting

Claim 25 Highly Targeted B2B Leads

(_Learn more )
info.cognism.com
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Short ad copy. With
demo ads your audience
are solution aware - let
the creative to do the
talking

Tease the offer with
gamification.

Clear, no fluff CTA. We want
CTR and conversions. Be
clear about the next step
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Product value bucket deep dive

Show the audience you understand their challenges
through illustration / workday scenario

Have you got
through to
anyone yet?

Can you make the audience laugh? You'd be surprised
the impact you can have! Especially if this humour
aligns to the problem your audience has

Visual storytelling. What is life like with
and without your solution?

HiJane, o , The better and closer you link your story to the problems

did you have any thoughts

on my previous email? W your audience experiences, the more they'll resonate with
your message.

: Key metrics to measure performance
-~ T ®  ER (anything above 0.5% is a high performing ad)
I'll send over (] CPR against impressions - ifimpressions is high and CPR is
the calendar low it means the ad is being consumed in the feed really
s well which is ultimately what we want for a reach

campaign



Meme ads

Good v Bad

~
\ The Leop Live

Concepts you can use for product ad ideas, with examples:

Ul / gamified ads

B2B sales cycles can be notoriously long - especially if your pipeline is full of
leads that will never buy. Use Cognism to reach the right people and find those

close to purchasing.

Dude my pipeline

is so big this quarter But you haven't

closed any?

Discover when your ICP is ready to buy
cognism.com

e N
(_Learn more )

Cognism -
48,712 followers
Promated

Remove manual sales work and save yourself 16 hours of prospecting per week.

Use Cognism to generate prospect contact data and streamline data entry
instantly.

# cognism

@
Spend time
speaking to
decision-makers

Don't waste time
with manual
sales work

Remove sales admin. So, you can sell more
info.cognism.com

r’ N
\_Learn more )

Cognism e
48,713 followers
Promoted

Cognism
48,713 followers

Don't wait for your prospect to reply to your InMail. Cognism gives you instant

access to your prospect's contact data so you can connect with them directly via
email or mobile.

Did the prospect reply to your InMail? ©

Have you tried calling or emailing them?

I knew we should have bought Cognism @

0 e

Why InMail when you can call or email i (l,,earn more>




Testing new ideas and formats:

Why are we testing convo ads?

Not many people are using them

Cheaper than other ad formats

Human approach to ads

Many people will scroll through ads. We're already
serving our audience with video, static and vertical
demo ads. Can we try a more direct approach to
capture our audiences attention?

How we’re seeing success

Retargeting people who have seen our ads - they are
solution aware so no need for a sales pitch

Lead with a question to increase engagement

Keep it short - get to the point fast.

Be creative - people don’t want a sales pitch - include
UGC to get your point across

Use an incentive to grab attention - free trials,
consultations work well

>

£

TODAY
David Bentham - 3:09 PM
I see you checking out our ads.

Now you know wha we are, |'ve got a quick question
for you...

Are you currently using a B2B contact data provider?
Dave

Canberk Beker (He/Him) - 3:00 PM
YES

David Bentham - 2:09 PM

How dare you! KIDDING &

I'm not here to tell you to replace your current provider
with Cognsim (yetes)

So instead of boring you with a sales pitch why don‘t
you just evaluate our data for yourself?

Here are 25 free leads within your ideal customer
profile, whenever you want them

The Leop Live
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