
ICF LinkedIn Membership Campaign 



Launching the Campaign 

• 97% of ICF Members are on LinkedIn 

• $25,000 minimum that includes display 

ads, sponsored updates and sponsored 

InMail messages 

• Creating a custom landing page and 

Google sales funnel to track new members 





1. Target Your Audience 

• Options include groups, job titles, and 

strategic function 

• Researched/compiled list of coaching 

groups on LinkedIn 

• Selected groups based on size and 

likelihood of fulfill membership eligibility 

requirement 

 



2. Create Content 

• InMail Messages 

• Display Ads 

• Sponsored Updates 



InMail Message 

• Write the email 

content 

• Supply ad 

artwork 



Display Ads 

• Two above the 
fold size options 
(available only to 
those who invest 
in $25K+ 
campaign) 

• Created 2 
versions of each 
ad for A/B testing 



Sponsored Updates 

• Provide link to the 

content 

• Write the blurb to 

go along with the 

content 



3. Review progress 

• LinkedIn sends weekly progress reports 
along with recommendations 
• Example: our 300x250 ad size was performing better than 

the 160x600, so we reallocated our funds accordingly 

• Sponsored Updates were the least effective 

• Display ad and InMail doubled LinkedIn’s 
benchmarks 
• Display ad generated .10 percent click compared to 

LinkedIn’s average of .5 percent 

• InMail had a 33 percent open rate compared to LinkedIn’s 
aver of 10-20 percent 



Outcomes 

1,899 new members  

Revenue of $465,255 

1,761% ROI 

 


