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Introduction &
The Current State
of LinkedIn

noticed.

The past year has brought more change to LinkedIn than any period
before it.

Tactics that delivered strong results 12 to 24 months ago are quickly
losing their effectiveness, and in many cases, have stopped working
altogether:

The algorithm has new priorities. Signals that once drove visibility
carry far less weight today, replaced by different measures of what
counts as genuine engagement.

Buyers are engaging differently. Decision-makers are consuming
content, evaluating credibility, and making contact in ways that
doesn't match a 2023 strategy.

The feed is more crowded and more automated. A rising tide of
Al-generated content means generic posts are easier to scroll past
and harder to distinguish from noise.



Every major platform shift creates a temporary imbalance
between what still works and what companies think still
works. Right now, that gap is wide open on LinkedIn.

What companies think works
Y Outdated strategies and "quick growth" tactics
Following the generic advice

Relying on old data

X X X

Copying everyone else and hoping it works

What is actually working

v/ Testing ideas and letting data guide you

v~ Taking guidance from trusted, credible sources

v~ Using data-backed insights to make decisions

v Using platforms in line with their purpose

61 million 10 million

decision-makers C-suite executives

£75,000+

Average user income

Members drive
business decisions

Businesses that recognise the shift early (and adapt their
content, outreach strategies, and positioning accordingly)
stand to capture far more visibility while competitors
continue investing in strategies with declining returns.

There has never been a better moment to take LinkedIn
seriously than now.



All marketing has a|ways When you remember that the actual job is starting

- conversations, the question of where to invest your channel
been about one thlng budget stops being a question about formats.

It becomes a question about which channel starts the most

Strip every form of lead generation back to first principles - _ _
qualified conversations at the lowest cost per conversation.

and you find the same thing underneath all of it.

And right now, the answer to that question is LinkedIn.

Cold calling * SEO

Cold emailing ABM programmes Connecting people together

Trade shows Field marketing Supporting conversations in the DMs

Encouraging public comments, likes and

Conferences s Direct mail .
reposts in the feed

Paid ads

Sharing who is viewing your profile and
searching for you

LinkedIn's paid tools like InMail and Sales
Navigator (again, built for connecting

Every single one of them is just a different
more people together).

method for doing the same job:
Starting conversations with your ICP.
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Terry Rand, UK Head of
Marketing at Linkedln Marketing
Solutions, told us: SR e

on our first UK leadership

“If you're starting on LinkedIn today, don't just focus on
gaming the algorithm. Focus on building relationships. = 1
Share what you know, post consistently, engage with . A
others, and don't overthink video. e oo

, our LGBTQ+

&+ Connect

Some of the most effective content on LinkedIn is simply
people sharing their expertise and perspective directly to
camera. The creators who win are usually the ones who
show up regularly and contribute value, not the ones who s et e | Contributing
spend hours trying to perfect every post." omesetamec o value

you show up




What’s changed about
the LinkedIn algorithm?

At noticed, we remember a time when anyone could post a
selfie, give a generic take and then post it on Linkedin. It
would perform well, gain thousands of impressions and
stand a high chance of hitting some level of virality.

But now, LinkedIn has changed.

The people who used to post 7+ times a week have
suddenly gone missing and have stopped posting
altogether.

So what happened?
LinkedIn’s reach collapsed.

774

Followers Average Impressions

Right now, it’s significantly harder to get any sort of
impressions on a post than it was one or two years ago.
Shield Analytics carried out a study on this.

It found that if you have 10,000 followers, your average post
gets around 774 impressions, meaning every post you
publish is shown to less than 10% of your own audience.



If you're looking for reach, you should go to TikTok. It's
engineered for exactly that: getting your face in front of as
many people as physically possible. LinkedIn was never
really about that, and it isn't trying to be. Its value has always
been who is in the room and whether you can get them
talking.

Pﬁ. andreas jOI‘ISSOI‘I - 2nd
Ki:Ad building | @shieldapp for linkedin

b Visit my website
2mo - @

LinkedIln reach benchmarks by follower bracket (Feb 2026):

0-1K followers: 148 impressions

1-5K followers: 479 impressions
5-10K followers: 774 impressions
10-25K followers: 1,216 impressions
25-50K followers: 2,143 impressions
50-100K followers: 5,144 impressions
100K+ followers: 12,520 impressions

A post that reaches 1000 people looks like a failure on a
dashboard. But if 600 of them sit inside my ICP and can sign
a cheque, it's the most valuable thing I'll publish this quarter.
Reach was never the asset. Proximity to buyers was.

What separates the brands compounding right
now from the ones who quit the week their
impressions halved isn't better writing or more
posting.

It's a shift in what they're actually playing for, and
it's far simpler than most people assume.

So no, LinkedIn isn't the viral B2B platform like it was 3
years ago. But what it is instead is the most concentrated
buying audience in B2B, and half your competitors are in the
process of walking away from it.



Key Trends In.fac.t,,outbound PMS are so impgrtant on Lihkedln that we

think it's the most important metric to track right now: how
Outbound DMs got worse at many conversations are you starting with your ICP?
exactly the moment inbound
DMs became valuable

We cover outreach strategies in far more detail later in the
report, but in its simplest form, we send our ICP a short,
Right now, most people’s inboxes are flooded with genuine question that references why we're reaching out.
generic Al and spam messages. It's so tough to actually
get noticed by the right people when everyone's avoiding

potential cold pitches left, right and centre. But inbound i3 St e
. . ( H R ——
DMs are one of the most successful ways to build trust O Head of Sxivinams.xums | Gymshari
and create relationships with your ideal customers. @ Niall Ratcliffe [ - 3:24 pyy
Hi 5%pgte,

We just helped | sSuget R N i o gt

appro i
Pproach across national and intemational chann

Most outreach sounds like:

els.

I'm pretty confide
: nt the sam
A gt © @Pproach would work for

Cold sales pitches

I wrote up a mini-report on ho

. . W We w -
Generic, Al sounding we used. Are you against me did it and the channels

sending it over?

Doesn't encourage a reply

)
ure, let me know your availability for call.



If someone has viewed my profile, I'll send them a message:

"Hi, saw you had a look at my profile.
Anything | can help with, or just enjoying
the content?”

2
m: 138 profile views

Discover who's Viewed
your profile.

N

4

To someone who engaged with one of my posts:

"Hi, noticed you liked my post on [topic]. Is
that something you're looking at internally
at the moment?”

It sounds simple, but both of these messages are proven to
work extremely well for us.

Conversations are where the money sits and are what
moves someone from being a passive scroller to a
potential warm lead.

75%

of decision-makers

Trust has shifted from brands to
individuals

Across every account we manage, posts from people
constantly outperform posts from the company page. The
2026 B2B buyer will extend more credibility to one person
whose name they half-recognise than to a logo with a
marketing budget behind it.

Three quarters of decision-makers say thought leadership
has led them to look at a vendor they weren't previously
considering. The people in your business who talk publicly
about their work are being watched far more closely than
your brand is.



Spot the Al content

Readers clock it in the first line. The same repeated hook.
The rhetorical question at the end of a post.

We have watched accounts that were performing well fall off
a cliff within weeks of switching to Al-first production, and
it's not because LinkedIn flagged them. Nobody finished
reading. No dwell time, no saves, no real conversation
underneath, so distribution quietly stopped.

What works now is saying the things that only you could
have written: the specific client, the decision you got wrong,
the number you actually saw.

Niall Ratcliffe [ - 1st - ,
@ UK'S #1 Linkedin Agency | CEO @ noticed. tusted by some of

Semrush
B05,143 followers
Visit website

Tmo - ®

Visit my website
s5d-®

We launched a little tool on Tuesday.

- 334 people have used it since.
- Daniel Priestley called it "Flawless". ]
- And we booked 9 sales calls in 2 hours of launchi

how you the 3 reasons that made this lau

Letmes

+ Follow ..

e Sara Davies MBE [ - rollowing
2 Founder of Crafter's Companion, Dragon on BBC's Dragons' Den,
mo - §
Ben Francis MBE [ - Following
CEQ & Founder of Gymshark
imo - @

are so back in!

In 2025, high-quality graphics and well-designed
infographics were one of the highest-performing post
formats.

Today, across our diverse roster of clients, personal and real
photos are the best-performing posts every month.

Right now, anyone can Al-generate a graphic. It doesn’t stand
out as strong amongst the feed. The more realistic and
personalised the post, the stronger the connection with your
audience.
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Less of your audience
sees your content

Shield Analytics released a study that showed the average
impressions per post for someone with 10,000 followers
was 774.

That means less than 10% of your audience sees your
content, meaning each piece of content needs to be a
good standalone post. In essence, if someone had never
heard of you, would they still find it interesting? If yes,
you'll outperform others on LinkedIn.

Volume doesn’t equal growth

Just posting more will not save your LinkedIn content.

| actually tested this for myself in January 2026 by
doubling how often | posted on LinkedIn. From 5x/week
to 8-10x/week. This is what | found:

N—">"7

Here’s the data:

£ 2 Ways Joe U... How Joe G Thin...

Video

E I've posted 1... % How to sign c...

arousel

&4 7 LI Tactics | ... Joe G - 1 thin...
Video

&4 My Full Linke...

& What's worki... @ 13 thoughts o...

Video Text + Photo

© 7 Things | Quit & Promo the live

Carousel Video

Posts

&4 Qur agency p... £ EVENT ANNO...
Graphic

*. Event announ...

& Video Promo:... YouTube Trailer

Video Video

Personal Stor... & YT Video

Text + Photo Video

My LinkedIn Stats @ Transformati...

Text + Photo Text + Photo

@ Project Anno...

Graphic

Q4 2025

60

&4 Plugging job ... New page

Video

[ How to get 10...

Article

Feb Roundup How Joe G bu...

Text + Photo Video

£ Article

Article

< Article

Article

Q1 2026

80

Impressions

232,604

291,340

Engagements

5,025

5,078

Followers

+4,023

+1,778




| spent drastically more time creating content, | posted
nearly double the amount and yes, my impressions did rise
(minimally), but with that my engagement per post dropped
significantly and | gained fewer new followers.

LinkedIn content now has a much longer shelf life. Scroll
through your feed right now and you'll find posts from two,
sometimes three weeks ago sitting near the top. The
algorithm keeps distributing them over a longer time span,
so when someone lands on your post, the real question is
whether they stop and read it.

Y ,J‘ LinkedIn
=Ldll nsights

But don't just take our word for it!

lvana Todorovi¢ from AuthoredUp found that: “AuthoredUp
analyzed over 3 million posts to figure out what changed.
Median reach dropped by more than 47% year-over-year.

Video fell off a cliff (down 72%). Even reliable text posts took
a 34% hit. But here's the interesting part: some creators are
still growing. Fast."

What
matters now:

. Saves are the strongest signal. If people are

bookmarking your content, LinkedIn interprets that
s "this has lasting value”.

. Al generated content gets penalised. AuthoredUp’s
data from 2025 found that Al-generated posts
experienced a 30% drop in reach and 55%
decrease in engagement compared to content
written by a human.
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3. Comment threads are gold. When people start
replying to each other in your comments, not just
to you, that's indirect engagement, and it's
valuable.

4. Delayed engagement is a quality signal. Posts that
get saves and meaningful comments 24-72 hours
after publishing perform 4-6x better in suggested
feeds, according to AuthoredUp data.

What matters less than you think:

Total number of likes
Speed to 100 reactions

One word comments

Engagement pods

Authored dp

0

4}

Laura Gorczyca [[] - 2nd 2h Follow  +=-
| write LinkedIn content and optimise profiles for establishe...

Lara Acosta love that! Business is a hobby in itself =

& @

Ruth Chukwu @ - 2nd 20 rhong Q‘ Colleen lliman [ - 2nd

build websites & email marketing systems that generate .. 2w FOIIOW o
Executive voice that holds up in the...

Lara Acosta That's how you know someone who's obsessively
locked in

o @

This is beautiful, Lara... The image of you and
your dad sitting in that field in silence, counting
clouds, is going to stay with me. There's some-
thing about a person believing in you before
there's any proof that changes what you... more

A2 ©3 ()

Lara Acosta Author 1h
Entrepreneur and investor building businesses online | Forbes 30u30 | ...

Ruth Chukwu it's a generational lock in ahaha
d1 @

Nas Vou [T - 2nd 51m Follow
We help companies sign clients through outreach funnels |...

Lara hobbies are overrated

f\) Lara Acosta Author 2w e
SR Entrepreneur and investor building bus...
Saliqa Khan {3 - 2nd 44m Follow s 5
You're brilliant! No one knows it yet. | help established ... Colleen "Iman 't S gonna Stay Wlth me

forever too x

Nas unless they're business related, haha.
& @

i love love that advice and you've been
doing an amazing job with it ¥

MARTHA JOSEPH @ - 2nd 38m Follow
Helping YOU build a Brand That Gets Noticed, Trusted & ...

Lara Acosta Do you get? &
& @

Funke Nwosa @ - 2nd

| write health content that gives you the S N . i -
write health cont hat gives you the 7 “~ Tim Stoddart 0 - 2nd 6d Follow

Lara Acosta the business is you and | build boring online businesses. $20M+ in revenue (mostly in ...

Engagement really can open doors you never expected. One thoughtful
comment can put you on someone's radar, start a relationship, and lead to
opportunities that content alone might never create.

dE 2 €O
e Pule Phehlane @ - znd 6d Follow

| help introverted job seekers rehearse with Al so they stop

Tim Stoddart Absolutely, | started taking comments seriously once |
saw most of my comments outperforming most of my posts. &

a3 @ €O
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e Lara Acosta

This place saved me
An empty field at the end of our street in Mexico.
My dad refused to let me take antidepressants.

We'd sit here, in silence (often with tears in my eyes).
Counting clouds ar waiting for lightning to hit.

Something so simple became magical to me.
Back then, 5 years ago, | didn’t have a business.
| had no network, a job lined up, or a following.

only had my dad's imsane bebef in me that whatever | did - I'd

\ Lara Acosta !
J Lara Acosta
- L X : a Tmo

Originality in your formats 2018: We regret to inform you... 5 years ago, | didn't think any of this was possible.

2021: We regret to inform you...
2023: We regret to inform you...

The Linkedln algorlthm Can -te” if you're Copying Someone's 2025 We-‘re de“ghted toinform you.. These have been the most intense 3 months of my life, but | had a goal to

what is possible.

format instead Of Originality, "the platform tOday Can te” the This will happen This is something | used to dream about.
difference, and so can you.” Lara Acosta recalls working with

Thank you all. We made history and broke the internet.

Something that I'd say "maybe in another lifetime.”

Build your personal brand.

one of her clients who opted to share content that resonated Opportunties will follow.
with him, which looked like stories and memes. When he
tried infographic content, it underperformed. It's about
sharing what works for you.

It turned out to be this one &= .
All It took was one post, and the rest was history.

1. We had a record-breaking launch for Kleo
2. We flew in 3 of our users to London
3. We had 150+ entrepreneurs at our launch party

A reminder to all the entrepreneurs reading this:

YOUR dreams are there for a reason.
Naothing in this life is a coincidence. 1 4

You can do it, and YOU WILL do it.



Speaking to your audience’s problems

Content Strategy

At all times, in any year, content that drives conversion is
the one that speaks to someone's problem. It's not about
saying: "l just launched this agency, buy now” but more so
about tapping into core, fundamental emotions that your

Lara Acosta breaks down how the new approach
to LinkedIn is shaped in the content you share. She
notes that:

No Trust = No Attention
No Trust + Attention = No Conversion
Conversion + No Attention = No Scaling

From Lara's research and experience, this is how to really
win on LinkedIn right now:

Comment-Worthiness is worth
more in 2026

Qe

Lara realised that “you can post the best post in the world
but if you're not increasing your visibility by engaging, the
post could fail. Even LinkedIn today confirms it:
comments are one of the strongest signals the algorithm
uses to decide who sees your content next. Put yourself in
front of your ICP!”

customer has, like:

b Lara Acosta [ -+ roliowinc
UST MADE THE FORE 30 LIST FOR MARKETING 1101 | 3x Founder, Spe...
Visit my website

mo+ ®

pov: you stopped spending 10+ hrs writing content and started building $1M +

businesses with content.

not long age, 90% of my time was spent writing content.
scrolling through my feed looking for ideas.

stressing about the hook, re-hook and content,

trying to find the most popular format for 2025...

today i spend 10% on content and 90% on business.

built the best strategy to drive engagement to my content, but also manage

different teams daily.

mastered growth content to get new followers.
mastered lead gen content to convert them into clients,

and if you're tired of feeling like you're stuck.
ar if you're tired of rushing to write today's post

i spent the last week dissecting exactly how i did it.
created a 200+ page long masterclass i'll deliver live.
documented every step of the process for you to use.

join 4,000+ entreprensurs and catch me tomorrow at 7pm

Storytelling that reflects
your ideal customer’s
problems

)

Case studies

and proof \
a Lara Acosta M - Following
| | JUST MADE THE FORBES 30U30 LIST FOR MARKETING ix Founder, Spe
Visit my website

\d - Edited - @)

This week, | made 10 founders go viral on Linkedin.
500,000+ impressions in in =24hrs)

All they had to do is fallow my proven 5-step checklist 've been using over the last 2
years (it never fails).

For context, most of these founders had <10k followers.
Many of them struggled with engagement and lead gen

This is the checklist (Save and £» repost for later)

1. Your first sentence should have a metric or a keyword
1. Go to events. Talk about thern using rule 1. Post it

2. Always use an image or infographic in your posts!

3. Stop writing “How ta*, try using “"How |* Instead.

4. Format your content, use spacing, and listicles

2 is my favorite, works 10/10 times I've done it.

I applied all 5 lessons in this post. Did you notice?

You can STILL grow on Linkedin, And you WILL
You Just need the right coach (like me)

I challenge you to apply all 5 before April ends!
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O The key
OO0 differences

Stack Influence also found that native content is a
priority with LinkedIn actively trying to stop users from
leaving the platform, “this means a LinkedIn post that,
say, summarizes your new blog (with the link in a
comment, or no link at all) might perform better than
one that directly links out.”

Stack Influence also found that dwell time matters more
now. It's not just about getting eyes on your content, but
keeping them there. “This shift means quality of content
matters even more — a compelling 800-word post that
people actually read through can beat a short post that
people skim and ignore.

For brands, it's a cue to invest in richer content: think
detailed how-to posts, mini case studies, or slideshows
packed with insights that keep readers engaged.”

But just like Lara Acosta realised, when it comes to
LinkedIn content, originality takes priority. With the
algorithm decreasing organic reach and impressions, it's
now about connecting with your end audience and
creating content for them.

As Stack Influence says, “If you've been posting generic
content or engagement-bait, you probably saw your
numbers fall. But if you share helpful, niche insights,
LinkedIn now gives those posts a better shot at reaching
people who care.”

k3 stackinfluence
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What The Top Brands
Are Changing

&S Hootsuite

Hootsuite noted how “LinkedIn is designed to fill users’
feeds with only the most relevant professional advice and
expertise, which calls for a completely different approach
than the one you'd use for, say, TikTok.”

S Hootsuite Q search.. TG Start your free trial
Blog Topics Networks Resources v Industries ~  About Hootsuite + @ English ~
Strategy

How the LinkedIn algorithm
works in 2026

If you want to connect with your audience on Linkedin, start by understanding
how the LinkedIn algorithm works.

Christina Newberry, Colleen Christison, Erin Rodrigue
July 14, 2026
® 12 min read

Also available in IZ ==

Image credit: Hootsuite

Social moves fast.
Hootsuite keeps you ahead.

- The context advantage
Spotlight.

Hootsuite @
Social moves fast. Hootsuite keeps you ahead. '
Software Development - Vancouver, BC - 545K followers « 1

HubSpot @

The agentic customer platform to scale your business.

W 4 SEMRUSH

An Adobe Company

Semrush @

An Adobe Company. Helping 28M+ marketers be found everywhere search happens

Key things to know:

1. LinkedIn filters your post for spam

It searches for artificial engagement and signs of
engagement pods. LinkedIn is checking for signals of
spamming, such as tagging people who are unrelated to your
post, or using irrelevant hashtags.
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2. LinkedIn targets the right readers by interest

“LinkedIn used to rely on keywords and hashtags to figure
out what your post was about. The newer algorithm goes
deeper: it reads for meaning, then matches your post to the
people most likely to care.’

Note from noticed.

This is why your brand positioning is so important. If your profile
is outdated, confusing or messy, it makes it harder for the
algorithm to place your content in front of the right people.

It's also why making your credibility clear matters more.

3. Relevance matters more

“In mid-2025, LinkedIn confirmed a major tweak: it's now
more likely to show you older posts (even 2—-3 weeks old) if
they’re more relevant to your professional interests." This
makes the quality of your content a much higher priority than
how often you post.

Content is lasting much longer in the feeds. Hootsuite notes
that this is due to the new algorithm analysing:

@ Your past engagement history
(what you typically interact with)

@ The importance of your relationship with the poster
(e.g., your manager vs. a random influencer)

@ The poster’s domain expertise on the topic

4. LinkedIn is more semantic

LinkedIn doesn't just see your post any more, it's trying to
understand the why behind it.

As Hootsuite said:

So instead of thinking: “Did | use enough hashtags?”, think:

“Is it clear what this post is about, who it is for,
and why it matters?”
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HU bs%t HubSpot's LinkedIn is a great example of this:

In their recent report, HubSpot found that 61% of
marketers believe that marketing is experiencing its

7 HubSpot + Follow -

biggest disruption in 20 years due to AI. i .J”f-' : ' N e Some of your marketers live in Claude; others in Gemini.

Your sales rep is in ChatGPT, and your ops person swears by Microsoft Copilot.

‘What if all of them worked with your full customer context?

With HubSpot, they do.

Meanwhile 80% of marketers use Al for content creation, _ m——.
and 75% use it for media production. SHOEOE

(Get started at the link in comments )

+ Follow -

_ N  The way you’re]s jizas
Human Trust outwelghts AI Working iSn’t the generational trasma of manual CRM updates has been healed -u

Working ) stae by hand... _mare

rrrrr id not come this far just to keep updating dea’

The problem with Al?

As HubSpot puts it “Automation can scale execution, -
but human insight builds connection. This year’s data

. All new HubSpot
shows that audiences reward brands that feel products ust aropped.

authentic, helpful, and human”.

First in my/bloodline to have'

They note that with the increase of Al across content, A -
“brands without a clear point of view are getting lost. In /3 & =
2026, growth is increasingly driven by distinctiveness, : |
trust, and relevance”.



<) SEMRUSH

Earlier this year, Semrush analysed 89,000 unique LinkedIn
URLs cited by LLMs. They found that LinkedIn is one of the
most cited domains across Al models, they found LinkedIn
appearing in 11% of Al responses on average across
ChatGPT Search, Perplexity, and Google Al Mode.

Some of their key findings include:

1. Al echoes LinkedIn

“When your LinkedIn content is cited in Al search, it isn't just
linked: it actively influences how the topic is explained.’
Again, another reason why your positioning and content are
so significant on LinkedIn. It's how people who have never
even heard of you before interpret you.

2. Don’t forget about articles and original
Linkedin content

“Our analysis shows that LinkedIn articles dominate Al
citations across all three models. They account for 50-66%
of cited LinkedIn content, while feed posts make up 15-28%,
depending on the platform.”

Anatomy of LinkedIn Content
Cited in Al Search

in LinkedIn

& C % https/fwwwlinkedin.com/feed

in FEE — Author credibility

Frequent poster with
an existing following

- Intent

Knowledge or advice-driven

- Originality

Original content

- Structure

Clear formatting, paragraphs,
bullets, structured flow

* Length

50-300 words for posts,
500-2000 words for articles

— Engagement

Moderate but solid

semrush.com <) SEMRUSH
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3. Knowledge sharing holds weight

“Al models overwhelmingly cite educational and advice-
driven content. Our analysis found that well over half of the
cited LinkedIn content is knowledge or advice-driven. In fact,
for Google Al Mode, this makes up almost two-thirds of
citations.”

4. Not all Al models treat LinkedIn the same

Semrush'’s research found that Perplexity prefers company
pages, accounting for 59% of its LinkedIn citations. However,
ChatGPT Search and Google Al Mode have individual
members make up 59% of citations on each. So before you
discredit the value of company pages in 2026, remember
that your company page complements your LinkedIn efforts.

(Want to test some new company page strategies? Skip to page 39)

Intent of Cited LinkedIn Posts

@® Share knowledge/Advice

® Promote product/Service 10.60%

® Company update 54.55%
® Opinion/Other

N

Perplexity

L 25.48%

C¢ Al Mode

Google
Al Mode

Lo 64.81%

62.61%

©

ChatGPT
Search

14.83%

Source: semrush.com




The Linkedin Pyramid

When most people decide to take LinkedIn seriously,
they instantly start publishing posts, firing off
connection requests, or putting money behind ads.

They start halfway up the ladder and skip the
foundations that determine whether any of it actually
works, which is exactly why so many LinkedIn efforts
fade out without anyone noticing they've failed.

Level 4: Ads

Only once the first three levels are working do you

turn on ads. Ads are an accelerator, not a starting —— 2

point. They'll either scale a working system or burn

money on a broken one, depending on what you're

feeding them. 4

Level 3: Outreach

This is where revenue is made. While content
fishes, outreach reels in. Skip this, and you're just
hoping inbound shows up. This is the place -
where conversations are created and nurtured
with your ICP.

The key is to use Level 2: Content

The Linkedin Pyramid:

Once positioning is strong, content gets your name in

front of the right people and identifies who's paying —> 2
\a attention. The aim here is to create familiarity and

trust, not to close random sales.

Level 1: Positioning

This is your foundation for everything you do. If decision-

makers can't tell within five seconds of landing on your SN
profile what you do, who you do it for, and what outcome

they get, nothing above this level will work.




3 key things separate a profile that
converts from one that merely exists:

1. It looks the part.

Sharing visible social proof of

This looks like: = why peéople should trust you ,
A professional K Get noticed byyour  ideal clients
headshot
- =Y,
g m = = \) = » s RO§& i oo
Positioning Strategies | )
N . A banner‘ that Niall Ratcliffe @ N noticed.
Whether It S your Llnkedln posts’ the messages you Communlcafes wha‘l‘ Where companies_ go to get noticed | Trusted by NHS, O Beach + oo kst
) you do and _your Value \_/ TDFEl._CEolat:mo:I'iC?d1 llf.:-:i Kingdom - Contact info
send, the comments you leave on other people’s proposition

58,282 followers - 500+ connections

content, every piece of activity pushes people towards

the same destination: Your profile. ,
You've got to look the part for people to see you as the part.

Just like any landing page it exists for one reason: to Someone else offers roughly what you offer, so what makes
turn a visitor into someone who takes a next step. you different and worth their attention? Lean on whatever
credibility you've banked, this could be logos of the brands
you've worked with, publications that have featured you or
clear results you can point to. Judgement happens in
seconds, and it happens online, so looking the part is the
entry fee for being seen as the part.

Yet most profiles overlook this. Instead of creating a
clear profile that speaks to their ICP, they stack job
titles, describe their company in generic language that
could belong to anyone or just leave their profiles
completely empty.
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2. It sells a transformation, not a title.

Writing that you're a "Senior Marketing Consultant” describes
a role. It doesn't describe anything a buyer can actually
purchase or what you can offer them as an outcome.

Your headline should name a specific outcome, ideally with
social proof baked in. For example:

Where boring B2B brands go to become
famous in their niche

Trusted by HubSppt ¢PELOTON

When a decision-maker sees your name in their notifications
and clicks through, your profile has about five seconds to
answer one question: why should someone like them care
about someone like you?

Shlomo Genchin @ -2nd

Creative Director @ Unbore.com @& | make B2B ads for brands like
Semrush, Monday.com, and HiBob, and share everything | learn
along the way | Creator of CopyTemplates.com | Okayish surfer %

Tel Aviv District, Israel - Contact info

Jasmin (Jay) Alic Y @) -2nd
| coach(ed) your favorite LinkedIn creators | Founder, Link Up

Community (1,000+ members in 80+ countries) | Coaching founders
to monetize their expertise, no matter the industry

Bosnia and Herzegovina - Contact info

Richard Moore @ ®) om me about Art of sell - 2nd

| train founders in the psychology of high-trust deal-making and
sales | Creator, Art of Sell | 3x LinkedIn Top Voice | 5 x LinkedIn
Learning Instructor | Incoming Author with Wiley in 2027: Building
Authority

London Area, United Kingdom - Contact info
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3. It puts a sales asset in the Featured section.

Almost nobody uses this, yet it's one of the best places to
build trust with your ICP and generate inbound leads. It
could be a gated guide, case study, industry checklist, or
benchmarking report. The only real requirement is that it
solves a specific problem your ideal client has.

Then it works while you sleep. Someone lands on your
profile at 11pm, downloads your guide, and enters your
ecosystem. Built properly, this one section can quietly
generate dozens of warm leads a month.

Positioning is the foundation of everything you do on
LinkedIn. Every hour and every pound you spend higher
up the pyramid leaks away through the gaps underneath.
Don't let your positioning be that gap.

Featured

naticod.

Get The State Of

LinkedIin Report

The State of LinkedIn Report 2026 Get noticed. by your ideal clients
The State of Linkedin Report 202¢ naticed

Featured

naticoed.

The State Of
Linkedin Report

“he State of LinkedIn Report 2026
1 State of Linkedin Report 2026

Get noticed. by your ideal clients
naticed
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Content Strategies

A month's worth of forgettable posts now takes 60
seconds to generate, and the generic Al content stands
out a mile. The LinkedIn algorithm has responded by
burying anything that reads as mass-produced.

How we approach organic content right now is to think
of content like fishing.

Most people still treat content as a lead-generation
machine: they publish a few posts and then wait for the
inbox to fill up. But that’s stopped working. Content's
actual job is brand awareness:

@ Building familiarity within your network.

@ Keeping you at the forefront of mind.

[2]' Giving someone a reason to take your call
when you eventually reach out.

We think about content acting as the fishing line. Then
LinkedIn gives you free intent signals to tell you when
someone has shown interest (aka: taken the bait). Content
puts your name in front of the right people, what you do next
is what closes the deal.

Because that's the real point of content. It's not about

chasing impressions or going viral, but surfacing the people
who care about what you do.

Vanity metrics Content

N v IzP
N
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I run two types of content with two
completely different jobs:

Type 1: Growth content

This is where your content tries to reach a
wider audience. You can do this by sharing
broader subjects that a larger group of people
can relate to or find interesting, this could be
anything like marketing, leadership or
entrepreneurship. This type of content is built
to pull new people into your orbit.

Whenever | share growth content, someone
who's never heard of me scrolls past, gets
something out of it, and follows. Reach is
the metric here, and reach comes from
going wider.

Niall Ratcliffe
UK'S #1 Linkedin Agency | CEQ @ noticed. | Trusted by some of the largest brands in Eu...
2w

Everyone: You need a holiday

e Miall Rateliffe

Wow. | just crossed 60,000 followers on LinkedIn,

Me: Books a weekend away in the Cotswolds

UK weather: ¥ &
I started posting on this platform 5 years ago with no idea where it would take me

| guess I'll try again next year @

Here's what's happened since

Got a job at a fast-growing start-up
- Quit that job
- Started a business
- Signed my first client
- Then hit £100K ARR in 11 days
- Grew to a team of 17
- Signed major brands like the NHS & O Beach
- Got named on the Insider 42U42
- Crossed £1M ARR
- Spoke at international conferences
- Won Young Entrepreneur Of The Yed
- Became the UK's #1 Linked|n agenc

Safe to say it's been a busy few years.

But even crazier is that none of it wo
little “job site”,

Cheers to everyone who has support é‘
g
>
&

2 e %
ol o sil® A

Steven Bartlett Then

Steven Bartlett Today
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Niall Ratcliffe [ - foliowing

Visit my website

Twe )
We're currently spending £6k+/month on data-based software.
3 years ago, we spent £0 on data

But | think that just shows where marketing is going.

When we criginally launched the business, everyone thought marketing v
creativity.

The most creative campaigns

b Get the most attention

& Therefore get the most revenue.
So that's exactly where we focused.
- We launched viral campaigns

- Ran huge launches for B2B brands

Had 50+ viral campaigns on Linkedin

And while everyone clapped from the sidelines and told us we were genit
got to see the “true” result.

The big creative marketing campaigns had minimal ROI,
What did have an ROI?

The non-flashy data-based marketing that got them in front of the right ta
audience

- Finding who in their ICP was in market

- Crafting campaigns to get in front of them
- Starting a conversation with them at the right tir 2
And that's why the focus of what we do lies there

Because that's what works.

Don't get me wrong, there's still a massive amour
crafting the campaigns that go out.

But marketing is becoming less of a creative art_
Today, it's a technical sport

(Especially in B2B)

e Niall Ratcliffe [ - Following
LIK'S #1 Linkedin A |
Visit miy website

we ®

A A& BIGUPDATE & &

Yesterday, we released the tool | wish had existed 6 years ago.

Within 30 minutes, 120 people had used it,
Within 60 minutes, Daniel Priestley called it "Flawless™.

Today, we just upgraded it massively!

If you haven't seen, yesterday, we launched a tool that allows you to see how many

of your ICP are an LinkedIn,
It's simple:

- You answer 7 questions

- We analyse against a 1.3 billion profile database
- We give you the number of prospects on Linkedin

But today, we rolled out an update that gives you FREE Linkedin campaigns to run to

turn those prospects into customers.,

The first 3 got uploaded this morning.

AGENC, ¥ | CEQ @ noticed

Type 2: Nurture content

This type of content is deliberate, narrow and useful,
targeted towards the precise people we want as clients. You
can do this by sharing ICP focused content like educating
someone on LinkedIn strategy, how to build pipeline, what's
actually working for B2B sales teams right now.

These posts won't hit 100,000 impressions. That's fine, that
isn't what this content is for. When someone engages with a
general post about business lessons, they could be anyone.
When someone engages with a post about using outreach to

find leads, that's someone interested in what we do.
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Outreach Strategies

If content fishes, outreach reels in. This is where you
turn intent signals from your ICP into genuine
conversations.

There are 3 core principles that sit underneath every
high-converting outreach message. Apply all three,
every time, and the reply rates typically take care of
themselves.

1) Start with the end reader

Most LinkedIn outreach falls down before a single word
is typed, and it's all because the copy got written before
anyone worked out who it was for. Businesses with
tightly defined ICPs win 60—70% more often than those
without. Bad targeting kills more sequences than
anything else, even the cleverest, most compelling
messages fail when they’re sent to the wrong person.

2) Lead with something worth having

Sharing a useful asset up front (whether this is a relevant
case study, a benchmark report, a free audit) lifts positive
reply rates two to three times over pitch-led outreach. The
asset buys you the right to ask for a meeting later in the
sequence. Message one is too early and comes across as a
cold pitch.

—

R ad N f 4 }

Discover the Perfect
Digital Product
to Attract Your Ideal
Client

Whal You'nl Receiye




3) Match the offer to the temperature A cold-ready offer is something a stranger would likely say
yes to. It's calibrated to the temperature of the relationship:
small, low-commitment, and worth having in its own right. A
benchmark report. A free audit. An industry briefing.

Your product isn't a cold offer. Neither is a demo. Those are Proprietary data they can't get anywhere else.

warm-ready offers. They are entirely reasonable once a
prospect has decided you're worth their time, but they’re not
the offer to send to someone who's never heard of you.

This is the principle most B2B teams skip, and the one
quietly responsible for the largest share of failed outreach.

It isn't camouflage for the sale. It replaces the early-
sequence pitch entirely with something the prospect would
be glad to have even if they never bought a thing. Most B2B
outbound dies because the team is offering a warm-ready
product at the cold-ready stage.

noticed.
ECECETIRENE

88% of B2B leads are on Linkedin

How Many Of Your Prospects Are On
Linkedin?

Answer 6 simple questions about
your target audience and we'll show
you how many of your prospects are

on Linkedin.

.......

@@ CoQoOoOOO CoOOQODOO: -

Gt AUt ML 1A WM B il [T PO S re—
e R

B ]

See My Leads

> K| 145/305

Niall Ratcliffe
@ (N} 30

UK'S #1 Linkedin Agency | CEQ @ noticed. | Trusted by some of the largest brands in Eu...
4w



Standards for the copy

The principles govern the thinking. The copy itself should be
measured against six standards, and any team running
LinkedIn outreach should be able to audit any outgoing
message against this list:

A specific reason for outreach in line one
A genuinely useful asset attached

Under 60 words

No calendar link in message one

A question to close, not a pitch

[
]
]
]
]
]

A voice that reads like one human writing to
another, not a corporate brochure

The single biggest issue across every B2B outbound
campaign we audit is length.

® Too long (160 words):

Hi [Name], | hope this message finds you well. | came across your profile
recently and was really impressed by your background and what you've
achieved at [Company]. | lead growth at [Our Co], where we specialise in
helping B2B SaaS companies scale their outbound sales motion through a
combination of intent-based prospecting, multi-channel sequences, and
tailored asset-led outreach. Over the past 18 months we've worked with
companies like [Logo], [Logo], and [Logo] to dramatically improve their
reply rates, pipeline velocity, and overall demand-gen efficiency. I'd love to
find some time in your calendar over the next two to three weeks to walk
you through some of the work we've been doing and explore whether there
might be a fit.

@ Ideal length (32 words):

Hi [Name], saw your team's hiring three more SDRs. Just
shipped a 2-pager on cutting ramp from 90 days to 30.
Worth a look?

Reason, asset, question. 40 seconds to read, 4 seconds to
reply. Same offer, different result.
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3 Outreach Strategies:

In every outreach approach, the principles and
standards don't change. What changes is the strategy
you wrap around them, and that depends on the size of
your team and what you're chasing. We run three
approaches for clients at noticed., and the right one
comes down to your goal.

Strategy 1: Starter (Sales Navigator)

This is the best place to begin. This type of strategy often
works well for teams that are laying the foundation, teams
that need pipeline this month, and teams with no dedicated

SDR infrastructure.

Advanced Search Filters

m Sales Navigator

Lead

Company

Current company

Past company

Company headcount

Geography

Personas

Create a new persona

Name

Marketing Decision Makers

Function

Public Relations

Seniority level

Director +

Geography

North America s
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Set the targeting:

LinkedIn Sales Navigator enables you to filter and
segment your prospects until you've isolated your ideal
customer. The usual error with this is casting the net
too wide, 500 precisely matched prospects beat 5000
loosely matched ones every time.

Work the list properly:

Open their profile, read their last three posts, check
their company page, identify the specific reason to
reach out, then write a personalised message. An SDR
working 200 names a week this way generates 60-100
positive replies a month per profile.

Hold the ceiling:

200 names per sender profile per week is a great range
to aim for. Smaller lists typically convert better
because they leave room to reference what's genuinely
happening at the prospect's company.

Account

+ + + |+ +  +

Rocant updates (&

{ Q, s Saved searches
+
. p
m <
Apply filters to find leads
15 matching your search criteria will be displayed here
3
Lead
Company

Current company

Past company

Company headcount
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Strategy 2: Intent-Based
(Native Linkedin Signals)

This is often the route to the warmest leads on the platform.

This strategy suits teams whose content presence already
generates signals across employee profiles and the
company page.

LinkedIn tells you (at no cost) who's paying attention to you
and your business. Every profile view, every post
engagement, every company page visit is a hand going up
somewhere inside your potential buying audience.

© Profile viewers 3,535

. 462
Post impressions >

oo 3,635 profile views

Discover who's viewed
your profile.

oo
o ©

Visitor highlights @ .
9 NS 0 ek e e
Three signals ?
worth tracking: AEmae

Post engagement is the easiest opener, because it's
public and the prospect has actively attached their
name to the topic. A Head of RevOps liking a post about
SDR ramp is a fair sign that SDR ramp is on their desk
this quarter.

Company page visits run hottest of the three, that's
active evaluation rather than idle browsing, which is why
they should land with senior commercial leaders the day
they happen rather than dropping into the SDR queue.

Profile views are private hand-raises with a short shelf
life. Reach out within 24 hours and you'll convert at

multiples of what you'd get a week later.
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Map the buying committee inside each account: This is

T —— Y —— where Clay justifies its place at the centre of the stack. For
Wavosk  ® 84 5T CompmyiCom 5T Comsay Sl 7 # CompaySuies £ @105 0 £ @50 £BCO £ @) every account it surfaces the people with influence over the
b o decision (organised by role, seniority and function) and
i : keeps the data current as people join, leave or move roles.
e : o Most B2B deals involve three to seven names per account:
L— | < the buyer, whoever holds the budget, the technical evaluator,
B P e ‘ ‘ and any senior stakeholder whose organising the purchase
e ; ’ 5 needs.
ugust a a
ugu 3 0 3,174 /]
- | Sequence them across channels and senders: This could be
g ] )
o a connection request from the founder. A DM from your
ted K 1 5

senior commercial lead. An email follow-up referencing the
LinkedIn attempt. A thought leader ad surfacing in their feed.
A public comment on something they've posted. This plays
out over weeks, and the touchpoints compound. Typically by
A targeted thought leader ad the fifth, the brand acknowledges this, the senders are

An email acknowledging the Linkedin DM DB recognised, and the conversation is no longer cold.

We often run this for clients chasing six and seven-figure
deals, where the deal size justifies the setup cost. On the
right accounts with the right sequence, reply rates regularly
clear 70%.

A Linkedin DM

& A public comment on their content




Strategy 3: ABM-Style
(Clay + Sales Navigator)

This strategy works well for bigger named
accounts and usually suits teams pursuing
strategic logos, expansion plays and enterprise
deal sizes, where timelines run in months rather
than days and one conversation with the right

buyer at the right account outweighs fifty
messages to the wrong ones.

Build the target account list and identify
20-50 dream companies by name. Clay does
the construction by pulling from your CRM,
layering in third-party firmographic data,
scoring against your ICP criteria, and ranking
by fit. If a logo wouldn't earn a place on the
next board slide, it doesn't belong on the list.
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So, which strategy is right for you?

Most teams should be running more than one strategy in
parallel.

(V] Linkedin Sales Navigator is the way in: it
produces pipeline within weeks and needs
nothing beyond Sales Navigator licences.

@ Intent-Based outreach gets layered in once your

content presence generates enough signals to be
worth processing.

ABM-Style outreach sits at the top, reserved for
accounts that warrant running it properly.

The classic mistake is leaping straight to ABM before
anything underneath it exists. These strategies stack: get
Starter working, add Intent-Based once content supports it,
and save ABM for the strategic accounts where a single win
reshapes your year.

Niall Ratcliffe

Persoi

n

Morgan Ratcliffe
Jerry Hu, DO. Pharm
Niall Cleaver
Philippa Sansome

Grayson Chappell

Jz  Jibran Zia

Pamela Ratcliffe

Zayed Al Amin

Engagements

D x1

Q x1

Q x1

Q x1

< x1

Q x1

O x1

Job title

Co-Founder

Medical Doctor
Business Manager
Marketing Coordinator
Accoun t Director

Chief Operating Officer
Operations Lead

Founder

Senlority

Executive

Individual Contributor
Manager

Individual Contributor
Manager

Executive

Manager

Executive

Individual Contributor

General Management
N/A

General Management
Marketing

Sales

Operations
Operations

General Management

@ United Kingdom
£ United States
@ United Kingdom
@ United Kingdom
@ United Kingdom
® Pakistan

@ United Kingdom

@ Bangladesh

Yashika Tiwari 7 Cx1 Copywriter Ambiguous = India

iInbound Outreach: How do | scale this?

If you're wondering how to scale and automate this as your
profile grows?

We use Al to scrape the "engagers" across all of our content
every single day. This happens automatically and is fully
automated. The Al tool pulls the full list of people who liked,
commented, or viewed your profile off the back of it.

Across a month of content, that's often close to 2000
prospects. People who have already raised their hand. For
our sales team, that list is gold dust.

noti
Inne
Thit

noti

Sky
noti
Dee

noti
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We run the list against our ideal client profile, including job
role, company size, seniority and industry. A CFO at a £50
million business matters. A student who liked the post
because the headline was catchy isn't a lead. This is where
you separate the fish worth reeling in from the ones you
throw back.

Then, reach out with a simple conversational message.

To break it down simply, this is the system we use to do this:

Step 1:
Find out who's engaging with your content

Jungler pulls a list of everyone who's engaged with your
posts. These people are already warm leads (and yet they're
often overlooked), they are people who have shown interest
without you having to do anything.

Step 2:
Fill in the detail

clay, A

Once you've gathered your list, you can
then run it through Clay. | often think of
Clay as a spreadsheet on steroids:

It enriches each prospect with key details from their job title,
company size, location to contact details. That's what
supports your outreach campaigns to feel far more
personalised to each prospect instead of sending out one
generic message.

Step 3:
Drop them into your outreach campaign

Once you can identify who's a genuine fit, they go into a
campaign. We use HeyReach to automate LinkedIn outreach
sequences, each one built around a specific slice of our ICP.
| write the opening message, map out the rest of the
sequence, and from there the outreach runs at scale.

If you want to see this broken down further, you can watch
this video where I'll walk you through this.
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Company Page Strategies

For years, company pages were the place where
general announcements were made and companies
posted updates occasionally. But for the company
pages that want to stand out and grow a community,
that approach just no longer holds.

Buyers are now doing their homework and typically will
end up browsing your company page, and the page
either backs up the story your founder's profile tells or
quietly contradicts it.

The best piece of advice we could give you is to stop
treating your company page as a channel and start
treating it as a credibility hub.

3 things carry the most weight right now:

1. Get the fundamentals right

Just like your personal profiles, your banner, headline and
about section face the same three positioning questions:

e What do you do?
e Who do you do it for?
e What outcome do they walk away with?

T (]

oruative

where companies go to get noticed i | M o

noticed.
Where « o to get noticed. | Trusted by NHS, (

ter, England - 7K followers -

ﬁ Grayson & 7 other connections work here




2. Put your people to work

Nothing else a company page can do in 2026 comes close
to amplifying employee-generated content. Posts carrying a
face consistently beat posts carrying a logo, and every time
a team member writes about the company or the work, the
page picks up trust, reach and search visibility.

Making employee-generated content rewarding, backed by
clear company guidance, makes it worthwhile for your team
too.

Employee-generated content produced 17M+ organic
impressions for noticed. across 12 months.
Here are 3 simple ways we did this:

Sidharthan Venkatramesh @ - 1st

Created resources to help them

This ranged from post templates, inspiration documents to
video training. Anything to make it as easy as possible for
them to create content.

Championed their success

Once they did post, we shouted about their successes. Not
only does this recognise your team for their commitment to
LinkedIn, but it offers inspiration to other team members too.

Luke Aqg
a4Mmson .
‘ Where business oy o

S | Helping B2B founders, CEOs get more eyes on .
ta? gontem Strategist at noticed. | Helping B28 four I rarej S TS & leaders 9010 turn thejy o
mes* ked me if | Vsend p I story intg
i i hen | started posting regularly on Linkedin, one of my old classmates as l'don't pogy Sx TS. o
We offered incentives when | oy o5 S%a wee
was alright. don't g fal very ofter,
NY worg
i F'dont Tk during th,
; on. ob, g the

H H | was genuinely puzzied by the quest Idon't g¢ SESS Over posts perfornffee,(end‘
When our team hit certain follower counts, & posting on Instagram or X. don't gy 7Kl ot gf "
't thi ice about someon Ve a set-jp. ork hoy

1 . . . people don't think twice a 'N-stone Posting ¢ N

they'd win prizes. We gave away: free nights 9 scheduie

y p g y g = _sdin, those questions suddenly appear: Yet..
away’ a free Weekend away, VOUCherS’ etC aacitte B e don't realise how much posting on Linkedin can change 2,000+ People haye ik
it Ra ol :‘ v
@ M e ; got approach i & ed the folloy butt
peagle tauah ¢ Iwake yp 5 d r Y dream j (ch on on my profile
@ , i m buildin M happy ¢, gb toi eer_S Nialy
" # QBB I ..y-.; :;\\f“‘\“""“"\'l (edln in 2024: ’m s/ 24 DE‘FSOHaI bl’and ok dally
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3. Show the evidence

Real proof builds trust with whoever lands there. This could
be anything from customer wins, case studies broken down
in-depth, behind-the-scenes glimpses of the team or
numbers from recent client projects.

The company page acts as the verification step, it's where a
lead checks whether there's a genuine business sitting
behind the founder's personal brand, and whether what they
find holds up. A page of generic motivational quotes tells
them nothing. A page of specific outcomes for specific
clients tells them everything.

Right now, buyers don't always buy from the
company offering the best product or service.
They are buying from the ones who are the
most visible.

noticed.

n 7,004 followers
- a @

mo =
We're #HIRING for 4 new roles! g
If you're an ambitious:
— Account Manager
» Content Strategist
+ Sales Development Representative (currently hiring for

We want to hear from you!

Before applying, take a browse through the full descriptiol

How we helped a

If you're looking for a place where: -

creativeiagency secure

- Your ideas and feedback are valued.
- You can work across multiple projects simultaneously.
- You can be surrounded by a hard working, fast-paced en

7 interesfed leads

noticed. might just be the place for you! #

L E

LINKEDIN RESULTS LINKEDINESULTS LINKEDIN RESULTS LINKEDIN RESULTS L

noticed.

n 7,004 followers

2mo «

Only 2 years ago, the team were working fully remote.

The Fundamental

But last month, getting our Central Manchester office wasn’t just great for hiring

., - -
7. misunderstanding new talent.
]
'°f Llnkedln It means we can plan in more amazing days like this £3
,..-"f In this week's vlog, come behind-the-scenes with us to the Morthern Marketing
o Festival &

&

There were so many interesting talks, non-stop networking and the team left
buzzing with new inspiration!

A big thank you to Prolific North and Embryo for an incredible ever 41

Grab a sneak peek here



Steal noticed’s 2 key strategies to increase Linkedin leads

Strategy 1:
Transform your website visitors into
Linkedin conversations

If | asked you to honestly tell me how much you spend a month
getting people to your website, what would you say?

Most people jump straight into telling me about PPC budgets, the
agency fees they pay or their SEO spend. But what happens to
those visitors once they leave?

For most people, the answer is nothing. A prospect visits your
website, looks through your services page, weighs you against two
alternatives, and moves on. You've paid for that visit but gained
nothing from it, because you have no idea who they were.

noticed.

We're the official Linkedin partner of Paraltex! &

We're super excited to be working with the business and their founder Rob to help
them connect with more people in their target market and increase their visibility.

Rob is building a long-term family business built on genuine relationships.

Excited to get started! §

noticed.

X
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42



So here’s the strategy we use to bridge this gap
using LinkedIn. Our website typically gets around
5000 visitors a month and this generates us
around 80-90 leads per week.

N2

5000 80+

website visitors leads

| put 3 minutes aside to break this down in more

(2)
detail for you: W

| Niall Ratcliffe 29d ago

Retargeting Website Visitors On LinkedIn

1) Track who's visiting your website

|dentify company-level data on the unique visitors
visiting your site.

2) Filter for your ICP

Use this list to find the exact companies you would
like to work with.

3) Find the decision-makers

Within your filtered list, find the key decision-makers
to reach out to.

4) Check if they're already in the CRM
If yes, flag to the sales team. If no, move to step 5.

5) Send them into a LinkedIn campaign
This is where you can start conversations with them.



https://www.tella.tv/video/retargeting-website-visitors-on-linkedin-0khr

Strategy 2: Let's say that Morgan (co-founder of noticed.) was my
Stealing your competitors’ leads (legally!) biggest competitor and he's sharing content around the
importance of LinkedIn marketing. Every person who likes,
comments or reposts his content on LinkedIn marketing is
signalling they have an interest in that area.

LinkedIn engagement is publicly visible, you don't just see
who's engaging with your own content, but everybody else’s
too. While we use Jungler to scrape our own engagement on
LinkedIn, it doesn't stop there. You can actually use it to So now, | can use Al to scrape their data, add them to my
scrape your competitors’ engagement too. outreach sequence and reach out to them in a personalised,
bespoke way (all before he’s even realised they're engaging).

2N

If you're looking for a full
breakdown of this in more detail,
I'll walk you through it:

<’

| Niall Ratcliffe 2mo ago

Stealing Competitor Leads with Al & Linkedin #



https://www.tella.tv/video/stealing-competitor-leads-with-ai-linkedin-3b8i?_kx=1RGWYYHPVQxQkmNuUPJCiQ.S9Pq66

( Book a meeting with an expert )

g8 ‘ Want to talk to a
& B ' LinkedIn strategist?

BN

noticed.


https://meetings-eu1.hubspot.com/mratcliffe?uuid=f3cbab7b-fe06-4755-8bcb-4112e3f43d2c
https://meetings-eu1.hubspot.com/mratcliffe?uuid=f3cbab7b-fe06-4755-8bcb-4112e3f43d2c
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