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“In Market” Buyers
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“Out Market” 
Buyers
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The Cash Flow Funnel: Performance Branding Influences 
The 95% of Buyers Who Are Out-Of-Market At Any Time 
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Source: Ehrenberg-Bass CRM Category Entry Point Analysis on behalf of LinkedIn, 2022-2023

Win The Mind To Win The Market.

To Make Customer 
Interactions More Efficient 

(e.g., Website Visits, 
Responding to Queries, 

Meetings)  

When Real-Time Customer 
Information Reporting Is 

Important
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• Microsoft Dynamics 365
• Oracle 
• SAP

• Oracle 
• SAP

Brands Recalled In Top CRM Buying Situations



We’re On A Mission To Make Brand Marketing                                             
Just As Quantifiable As “Direct Response” Marketing.

B2B Index Attention Branding Linkage Effectiveness Efficiency Evenness Market Hire Sell

Company 1 1.00 0.17 0.91 0.84 0.00 0.53 1.00 0.76 1.00 0.93

Company 2 0.80 0.32 0.30 0.60 0.28 0.66 0.58 1.00 0.48 1.00

Company 3 0.72 0.42 1.00 0.50 0.67 0.78 0.16 0.18 0.55 0.63

Company 4 0.55 1.00 0.35 0.66 0.95 0.71 0.10 0.20 0.03 0.10

Company 5 0.52 0.35 0.00 0.55 0.45 0.71 0.68 0.00 0.93 0.32

Company 6 0.40 0.17 0.39 0.30 0.54 0.34 0.32 0.35 0.75 0.27

Company 7 0.39 0.52 0.96 0.08 0.95 0.79 0.02 0.07 0.02 0.00

Company 8 0.37 0.15 0.78 0.23 0.81 0.93 0.03 0.34 0.02 0.01

Creative Media Outcomes



Introducing

The CMO Scorecard



The CMO Scorecard Measures The
Marketing Inputs That Matter: Creative And Media.

Source: Nielsen Catalina Solutions 2017, 500 Campaigns Across Al Media 

Reach 22%

Recency 5%

Targeting 9%

Context 2%

Creative
47%Media

38%

Brand Size
15%



People and process

Marketing and 
community

Sales and insight

950MM+
Active Members

The CMO Scorecard Links Inputs to the Outcomes You Can 
Expect to See With Strong Brands: Hire, Market, Sell



The CMO Scorecard Links Your Brand Advertising
Performance To The Outcomes Your C-Suite Cares About.

The “CMO” Scorecard

Creative 

How effectively does our 
creative drive attention, 
branding, and linkage?

Media
How effectively, evenly, 

and efficiently do we 
reach the category?

Outcomes
How effectively does our 
advertising drive business 

outcomes?



Creative



... powerful creative to 
be 10 to 20 times 
more sales effective 
than mediocre 
creative.

Creative Is The Biggest Edge Opportunity In B2B. 
Effective Creative Drives 10-20X More Sales. 



Attention 

Do buyers notice 
our ads?

Branding
Are our ads attributed 

to us?

Linkage
Do our ads link us to 

buying situations?

How Are We Measuring Creative Quality?
By Scoring Our Creative On Three Key Metrics.
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Reach defined as >0 impressions in time frame. .. 
Attention defined as total time spent with ad indexed against peer set. 
2022-02-01 through 2023-02-28. 

REACH

Attention vs. Reach by Creative
Example From Data Science Category In US

Invest in high attention ads to win attention

Divest from low attention ads.AT
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N
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O
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Buyers Must Notice An Ad To Produce A Response.
Attention: Invest In High Attention Ads.



Brand Brand Assets Asset 
Recognition

Brand 
Attribution

Misattributio
n 

Category 
Association Only

AWS 93% 74% 3% 23%

Google Cloud 91% 68% 5% 27%

MSFT 65% 14% 11% 74%

Cloudflare 63% 6% 18% 76%

Dell 61% 1% 18% 81%

Digital Ocean 59% 13% 13% 75%

IBM 57% 38% 6% 57%

MSFT 56% 10% 17% 74%

Oracle 54% 20% 7% 73%

Linode 52% 9% 10% 81%

Source: Distinctive BAT Cloud Research in partnership with the B2B Institute, 2022

Once Buyers See An Ad, They Must Know It’s Yours.
Branding: Use Brand Assets Early And Often.

Asset Recognition Drives Brand Attribution In Cloud
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60%

80%
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80%
83%

18%

30%

44%
47% 49% 46%

Source: LinkedIn Data, March 2023

Buyers Must Link Your Ad To Their Key Needs.
Linkage: Align Brand Messaging To Buyer Needs.

Aided Awareness LinkageTotal

2.5x

Conversion

Buyer Need 1 Buyer Need 2 Buyer Need 3 Buyer Need 4

Consideration Usage



The CMO Scorecard

MediaCreative Outcomes

Recommendations

Attention
Put more media 

dollars behind ads 
with higher dwell.

Branding
Brand early and often, 
using distinctive brand 

assets, to drive 
attribution.

Linkage
Allocate your 

keywords to buyer 
key needs.



Media



% Market Share Gains For +10 Points In eSOV
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Source: IPA Databank, 1998-2018 B2B Cases

Second Only To Creative In Significance Is Spend.
Grow Your Share Of Voice To Grow Your Share Of Market.



How Are We Measuring Media Quality?
By Scoring Our Media On Three Key Reach Metrics.

Effectiveness
How many category 

buyers do our ads reach 
relative to competitors?

Evenness 

How evenly do we spread 
our spend over the year?

Efficiency
How do we balance 

spend across objectives 
to optimize cost per 

reach?



Cumulative Target Audience Reached

Reach defined as >0 impressions in time frame. Audience: Mexico ; Senior+ level; Functions : Business Development, Sales, Operations, Support, Marketing, Media & Communication ;  51-5000 .Cumulative reach shows net-new members reached, not 
previously reached before analysis timeframe: 2022-11-02 to 2023-01-31.For internal, non-commercial use only. Provided under license from LinkedIn and subject to the LinkedIn Subscription Agreement and Service Terms.
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Is 249K against category 
buyers enough to meet 

growth goals?

Example From Cloud Category In Latin America

Effective Media Maximizes Category Reach.
Effectiveness: Grow Your Cumulative Reach.
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Reach defined as >0 impressions in time frame. Audience: United States; Data Science Professionals.
For internal, non-commercial use only. Provided under license from LinkedIn and subject to the LinkedIn Subscription Agreement and Service 
Terms.

Weekly % Of Audience Reached
Example From Data Science Category In US

Client Beats Competitor 
Average In 25 Of 52 Weeks.

Effectiveness: And Grow Your Competitive Reach 
To Influence More Buyers Than Your Competitors.



Years without advertising

Average change in sales – Brand size

Source: ”What happens when brands stop advertising,” Ehrenberg Bass Institute
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Media Isn’t Just About Reach – It’s Also About Recency.
Gaps In Reach Cause Memories To Decay.
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Reach defined as >0 impressions in time frame.  Audience: US; Company Size: 200+; Functions: Sales, Support, Marketing, IT, Engineering; Seniorities: Senior+.
For internal, non-commercial use only. Provided under license from LinkedIn and subject to the LinkedIn Subscription Agreement and Service Terms.

Client Ranks 2nd In Evenness, 
Minimizing Time Between 

Exposures.

Weekly Target Audience Spend
Example From Tech Category In US

Evenness: Spend Evenly Throughout The Year
To Increase Reach & Decrease Decay.



Evenness: Spend by Objective

Objectives, Spend vs. Cost Per Reach Past 90d

$0.45

$0.31

$0.21

$0.27

$0.10

Website Visit

Lead Generation

Video View

Engagement

Brand Awareness

$14,419

$11,672

$2,201

$3,259

$3,809

Spend for impressions to Audience: United Kingdom; Managers+. Demand Creation: Brand awareness, video view, and engagement objectives. 
Demand Capture: Lead generation, website traffic, and website conversion objectives. For internal, non-commercial use only. Provided under license from LinkedIn and 
subject to the LinkedIn Subscription Agreement and Service Terms.

Example From Financial Services Category In UK

Spend More At The Top Of 
The Funnel Where CPR Is 

Lower. 

Efficient Media Is On-Target Media.
Efficiency: Spend Across Objectives To Minimize CPR.



The CMO Scorecard

MediaCreative Outcomes

Recommendations

Effectiveness
Maximize your 

cumulative reach and 
competitive reach in 

your category.

Evenness
Spread your weekly 

spend evenly over the 
year.

Efficiency
Spend more on 

demand creation 
objectives to optimize 

cost per reach.



Outcomes



Long-Term 
Sales

Pricing 
Power

Category
Optionality

Talent 
Acquisition

Competitive 
Moat

Brand Creates Value That Activation Cannot.
The Benefits Of Brand Are Asymmetrical.

Brand

Activation

Short-Term 
Sales

Short-Term 
Sales



How Are We Measuring Outcomes?
By Scoring Our Impact On Three Key Business Centers.

Marketing
Are we helping 

marketers get more 
recall and more leads?

Selling
Are we helping sellers 

get more responses and 
more meetings?

Hiring 

Are we helping 
recruiters hire better 

talent, faster?
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Example From Tech Category In US

Source: LinkedIn Internal Data, 2021-10-01 – 2022-04-18

Strong Brands Have Fatter Pipelines. People Who See a 
Company’s Ad Are More Likely to Engage With the Brand



36% lift in InMail acceptance rates for sales 
teams when prospects were exposed to a campaign in 

Q4.

24% lift in connection requests for sales 
teams when prospects were exposed to a campaign 

in Q4.

31.09%

38.52%

Cold Members Warm Members

This report demonstrates how LinkedIn customers are leveraging LMS and LSS products to align on their audience strategy for their Marketing and Sales teams 
Data Left: Sales Navigator InMail outreach to saved prospects and leads. Data Right: Sales Navigator connection requests to prospects and leads. FYQ4 Dates: 2022-12-01 through 2023-02-28

4.44%

6.02%

Cold Members Warm Members

Strong Brands Open More Doors For Sellers. Brand 
Marketing Makes Buyers More Receptive to Outbound Sales

36% 24%



Warm members are 95% more 
responsive

(COMPARED TO COLD MEMBERS)

These figures are calculated over the latest 12 months of LinkedIn data. These figures are calculated at the contract-level for selected contracts.
*Warm member = Visiting company/ career page, viewing a job, following your company, impressions and clicks on recruitment ads and clicks/social actions on updates.   
*Data reflects period of X- Y; InMail Acceptance Rate is calculated as (# of job opportunity InMails accepted) / (# of job opportunity InMails sent) up to 30 days prior to receiving an InMail.

19.2%

37.6%

Cold
members

Warm
members

Strong Brands Attract The Best Talent. People Want to Work 
for Companies They Know & Believe In. 

95%



LinkedIn Data: Top 58 Tech & Finance Companies
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Brand Exposure Means More Chances to Get a 
Response in Marketing, Sales or Hiring. 

Reach correlates 
with leads (0.71).



Marketing
Great creative and 

great media delivers 
more conversions.

Selling
Great creative and 

great media delivers 
more seller responses.

Hiring
Great creative and 

great media delivers 
more recruiter 

responses.

The CMO Scorecard

MediaCreative

Recommendations

Outcomes



Recap

The CMO Scorecard



The “CMO” Scorecard

Creative 

How effectively does our 
creative drive attention, 
branding, and linkage?

Media
How effectively, evenly, 

and efficiently do we 
reach the category?

Outcomes
How effectively does our 
advertising drive business 

outcomes?

Prove & Improve Your Advertising Performance With The 
CMO Scorecard.



Thank You!
Download The Full Report At 
b2binstitute.org.



Get notified about 
LinkedIn CRM Sync!

What is LinkedIn CRM Sync?
This integration makes your HubSpot CRM and Sales 
Navigator better and stronger. Bringing up-to-date 
Sales Navigator data and insights into your CRM 
enriches, improves, and brings your CRM to life! 
Integrating your CRM with Sales Navigator unlocks the 
workflows and efficiencies of Sales Navigator.

Benefits:
• Streamline your sales process
• Enhance lead targeting and engagement
• Access rich data insights, all in one place

Private Beta Fall 2023 | Full Access in 2024



Check out these amazing resources!
Scan to learn more

Want to take your marketing 
to the next level?



Be sure to:

• Follow LinkedIn Ads to discover the 
latest B2B marketing insights 

• Use #ThePlaceToB2B when you 
post

• Subscribe to our newsletter, This 
Week in Marketing

LinkedIn is the 
Place to B2B!



Join us at the LinkedIn Lounge to 
connect, learn and discover new 
insights to help grow your business!.

Ask about our exclusive offer for 
Inbound attendees!

The Place to B2B



Let’s connect!

Ty Heath
Director, Market Engagement,       
The B2B Institute @ LinkedIn

Derek Yueh
Partnership Lead

The B2B Institute @ LinkedIn


