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Introduction  
  
Since their inception two decades ago, social media platforms have become significant 

channels for both B2C and B2B marketers. The ability to reach large audiences combined with 

the option to target based on consumer interests and profile has made social media channels 

an integral part of any marketing strategy. As paid media channels, their impact can be 

maximised by using content that shares original value, taps into audience motivations and 

evokes positive emotional responses. Understanding how people use and are influenced by 

the diversity of platforms is important and can help marketers identify the best channels to 

meet the brand's objectives. To summarise, social media channels for B2B marketers are 

important as they:  

  

 Help us to reach the right customers and consumers, at the right time with the right 

product.  

 Focus us on the opportunities & activities which will allow us to win, profitably.  

 Guide our choices around people, resources, asset and capability development.   

 Allow us to track how we are doing and course correct if things don’t go according to 

plan.  

  

Both LinkedIn and Twitter offer B2B marketers a unique opportunity to tap into large decision 

making audiences in a professional space compared to other social media platforms. With over 

675 million members and 10,000 articles shared every day, LinkedIn is the world's largest 

professional network. You can tap into the 65 million business decision-makers and 10 million 

C-level executives who regularly use LinkedIn, making it a prime platform to utilise as part of 

your digital strategy.   

  

Often dubbed the ‘now network’ Twitter gives us the opportunity to enter into a real-time 

dialogue with engaged users. With 54% of daily Twitter users questioning how important a 

breaking news story is if they can’t find it on Twitter, it’s no surprise that 67% of B2B businesses 

use Twitter as part of their marketing strategy.  
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Section 1: Social Media & Paid Advertising  
 

With organic content sharing, you can reach users that follow your social media pages. If those 

followers decide to engage with your content, their followers, in turn, might see your content 

organically.   

  

However, paid advertising can be implemented when we use a specific budget to reach users 

outside of our following or inside a specific group of users we decided to target.   

  

You don’t have to place a budget behind every piece of content that you share on LinkedIn or 

Twitter - so how do you know when to utilise paid advertising?   

  

1. You should be placing advertising spend behind a post if it contains an important 

message you want to reach a large audience with.  

2. You can also utilise paid advertising if you have content that you only want to be seen 

by a specific audience.  

3. If an organic post of medium-high importance is doing well organically (getting higher 

levels of reach, engagement or clicks) you might choose to sponsor it.  

  

There are 3 criteria that affect how often/how many users see your ad. How much you are 

willing to bid (the budget), the relevancy score (the positive and negative feedback an ad 

receives from the target audience) and how many actions users are taking on the ad, for 

example, if you’re optimising an ad for clicks and many people are clicking, the platform will 

show your ad to more users.  
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Section 2: Dark Advertising  
  

Most often we’ll publish content directly to our social media page which will then get shown to 

our page followers. We might also decide to place an advertisement behind this content to 

boost its reach to a wider audience. Now, both our page followers and those we target will see 

the content.   

  

However dark advertising is when we create an ad within the social media channel’s ad 

platform (e.g. LinkedIn’s Campaign Manager or Twitter’s Ad Manager) and choose to only 

show that ad to a specific audience group we decide to target. This targeting can be based on 

several variables, such as age, gender, or areas of interest. This content never appears as a 

published post on our social media page but only appears as an ad to those we’ve targeted.   

 

 

 

Why is Dark Advertising Important? 

 Dark advertising and precision targeting enable you to segment your messaging and 

speak specifically to those who are most relevant. Your budget is therefore only used 

to engage the specific target audience you want.  

 

 It opens up options for A/B testing, which again will help you refine your messaging, 

content and ads and make them more cost-effective.   

 

 It enables you to share more content, without spamming your page followers with 

content that may be irrelevant to some of them.   
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Section 3: Campaign Objectives & The 
Audience Funnel  
 

Your content should reflect what stage of the funnel your target audience is at. You should  

utilise different messaging or incentives for each stage 

 

 

 

What stage of the funnel your content and ad are focused on will determine what metrics you 

should be noting and optimising for? 
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Utilising these average platform benchmarks can help you plan and set your social media KPIs. 

Once you’ve created and run your own paid campaigns, revise these benchmarks based on 

your own results.   
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Section 4: Creating Your First Paid 
Advertising Campaign 
 

Across Twitter and LinkedIn, the process is the same. You’ll first decide your overall goal or 

objective and how much you’re willing to budget, this is called the Campaign stage or level. 

The next step will be to create an Ad Set, this stage will include your target audience, 

timeframe and sometimes, what sections (placements) of LinkedIn or Twitter you want your ad 

to appear on. You can choose to have multiple Ad Sets within each campaign which is how 

you can A/B test different audience groups. Finally, at the Ad stage, you’ll select existing 

content (like a post on your social media page) or create a post from scratch. Depending on 

the type of Campaign you’ve chosen, you may also be asked to include a headline, link or Call 

to Action. Just like with the Ad Set stage you can include multiple Ads within each Campaign 

and each Ad Set.   
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Section 5: LinkedIn 
 

Campaign Manager 

Let’s take a more in-depth look at creating your paid campaign on LinkedIn. You’ll first need to 

locate LinkedIn’s Campaign Manager - which is the platform you’ll use to run your paid ads.  

 

You can find Campaign Manager via the link here: 

https://www.linkedin.com/campaignmanager or at the top right of your LinkedIn page.   

 

 

 

Below is a look at the Campaign Manager dashboard. You’ll see an option to create your 

campaign in the top right corner. Once you have paid ads running this is where you can view 

certain criteria like how much budget has been spent and results for each relevant metric like 

impressions, link clicks or leads.   

 

 

 

 

https://www.linkedin.com/campaignmanager
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Once you’ve selected to create a new campaign the first step will be to choose your campaign’s 

objective. Note that this can affect the formats of content you’ll be able to sponsor. When 

targeting a new audience who may not be aware of your brand, you should look to choose an 

Awareness campaign, or likewise if you have enticing content on your website, look to utilise 

the Website Visits goal. Ideally, you may have several campaigns for each goal running at 

the same time that mirrors your marketing funnel.   

 

 

  
The next step is to create your target audience. You can select this based on numerous criteria 

such as location, language, industry, job seniority or member groups to name a few.   
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The next step will be choosing your budget type and ad (content) format. For the budget, you 

can choose to spend a certain amount each day without an end date (daily budget) or you 

can select a total budget with a timeframe for it to be spent within (lifetime budget). Your ad 

format should support your campaign objectives, for example, a video ad is a great way to hit 

your awareness goals, whereas a single image ad can be an effective format for driving 

website traffic when you include a link and Call to Action. Another format you may choose to 

utilise on LinkedIn will be a Lead Form.   

 

 

 

LinkedIn Lead Forms 

LinkedIn lead forms allow you to collect and 

drive leads directly on the platform as part of 

your ongoing campaign strategy. By utilising 

a whitepaper, webinar, report or strong Call 

to Action, LinkedIn lead forms can help you 

generate quality leads. Log into LinkedIn 

Campaign Manager and select the account 

you’d like to create Lead Gen Form 

templates for. Under “Account Assets”, click 

“Lead Generation Forms”. There are then 3 

steps to creating your LinkedIn lead form 
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1. Clearly describe your offering. Include a clear headline and give context to your offer. 

 

 

 

2. Include the required fields you want the user to fill in - you can have up to 7 but aim to 

keep it short with the essentials.  

3. Include a Thank You page for when the user submits their information - you can 

include any further Call to Actions such as ‘visit the website’.  

 

 

 

LinkedIn Premium 

If you feel limited by your free LinkedIn account, you might want to consider LinkedIn Premium 

Business. With two levels (Career and Business) each with associated costs this paid platform 



Using Social Media for B2B Businesses | May 2022 | 12 

                                                                                                         

opens up several features not available from a free account including the ability to send inmails 

to people you haven’t already connected with, see who has viewed your profile, LinkedIn 

learning videos, a Premium badge, additional metrics and insights and unlimited people 

searches. If you’re unsure of investing in either level, you can avail of the 30-day free trial. 

Note after your trial month you will be billed unless you cancel your membership.   

 

 

 

LinkedIn Sales Navigator 

Sales Navigator is LinkedIn’s sales prospecting tool which allows you to tap into the platform’s 

network to then build and nurture relationships and ultimately, land more high-value deals. 

There are 3 levels - Professional, Team and Enterprise. Each level has various features and 

rates such as advanced search filters across roles, levels, industries and positions. You can 

save these searches, lists and leads, similar to a CRM system, and add tags and notes for 

later use. You can also avail of job notifications when someone changes their role or 

company.   

  

Sales Navigator also offers automated lead generation through recommendations based on 

your recent searches, profile visits and saved leads. A free version of Sales Navigator is 

available, which is an ideal option if you don’t already have experience building and nurturing 

a CRM system, but if this isn’t the case Sales Navigator can be a great next step for teams 

who are ready to take their pipelines to the next level. 
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Section 6: Twitter 
 

Twitter Ads Manager 

While not as leads focused as LinkedIn, Twitter Ads offer us a very cost effective platform 

through which we can engage users across a variety of demographics and drive them to take 

further action. With 7 different campaign options, you can choose one that best suits your 

marketing objectives from awareness to conversion.   

  

The first step will be to locate your Twitter Ads platform. You can find this here 

https://ads.twitter.com/ads_manager or via your Twitter page when you click on More > Twitter 

Ads.   

 

 

                                               
 

 

Mirroring the process we took on LinkedIn, you’ll first be presented with the Twitter Ad 

dashboard, and in the top right corner, you can choose to create a new campaign.   

 

 

https://ads.twitter.com/ads_manager
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You’ll then select your Campaign objective across Awareness, Consideration or Conversion.   

 

 
 

 

Once you’ve selected your Campaign objective you’ll be brought to the Ad Set stage. The first 

section will require you to choose either a daily budget or lifetime (total) budget and select the 
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timeframe you want to run the ads for. We recommend when starting out, selecting a lifetime 

budget as this can help you avoid overspending by mistake.   

 

 
 

While Twitter doesn't offer us many professional targeting options like LinkedIn, we can still 

create a target audience based on location, age, language, interests, keywords and follower 

look-alikes. These are similar followers to Twitter profiles you can input and can be a very 

efficient way of zoning in on a specific audience.   

 

 

 

 
 

Once you’ve selected your campaign objective, budget, timeline and target audience you’ll be 

asked to select your Ad format. You have a few options here - you can select an existing post 
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from your Twitter feed, you can create a sponsored, the only piece of content that will only 

appear as an ad to the specific audience you target or you can create a Twitter Card which 

can be optimised for website clicks, video views or app downloads.   

  

Note here that Twitter ads stick to the same character restrictions as tweets and have a 280 

character limit. However this shouldn’t hinder you too much as the most effective Tweets and 

ads are short, snappy and engages customers quickly. 

 

Sponsored Feed Ad 

 

 

 

Sponsored Only Ad 
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Twitter Card (Website) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Using Social Media for B2B Businesses | May 2022 | 18 

                                                                                                         

Additional Think Digital Resources 
Click on any of the below guidebooks to find out more: 

 

             

 

                                      

 

Contact our Think Digital experts on the Client Capability Team here 

This guide has been produced in conjunction with Collette Doyle, founder 

of Unfold Digital 

Unfold Digital is a full-service Digital Consultancy & Agency.

https://www.bordbia.ie/industry/grow-your-business/think-digital/think-digital-programme-overview/
https://www.bordbia.ie/industry/grow-your-business/think-digital/guidebooks/seo/
https://www.bordbia.ie/industry/grow-your-business/think-digital/guidebooks/introduction-to-email-marketing/
https://www.bordbia.ie/industry/grow-your-business/think-digital/guidebooks/website-project-fundamentals/
https://www.bordbia.ie/industry/grow-your-business/think-digital/guidebooks/ppc/
https://www.bordbia.ie/industry/grow-your-business/think-digital/guidebooks/facebook-and-instagram-beginners/
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