What content
to Boost on
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A practical
guide
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If you're already sharing strong organic content on LinkedIn, boosting can help

you get more reach from the posts already working for you.

There are many reasons to boost your content, including:

performing well

P Reach new audiences beyond your

existing followers

comments and shares

Give extra life to posts that are already

Increase engagement such as likes,

Drive traffic and build brand visibility

O

Boosting is fast, simple and

doesn’t require you to learn
complex advertising tools.

However, to get the most value

from boosting, it's important to

understand which types of
posts are worth promoting. In
this guide, we'll look at how to

Types of content you can Boost:

decide what to boost.
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@ Page posts

Single Image
Multi-Image
Video

Text

Live/Non-Live Event

Article/Newsletter
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o Member posts

Single Image
Multi-Image
Video

Text

Live/Non-Live Event

Article/Newsletter

-

Event posts

Q Event posts only

~
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Types of content you can’t boost:
e Carousels
€ rolls
e Document posts
- J
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Based on your objectives, here’s how you can map content to Boost

Awareness

Consideration
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Boosting posts based on their performance is a
good start, but once you have the hang of it you
might want to go further and boost posts based
on your business and marketing godls.

For example, if your audience doesn’t already
know your business well, it might be worthwhile
focusing on building your brand awareness. If
people are engaging but not taking the next
step, you may want to boost posts designed to
drive conversions.

A simple way to think about this is through the
three stages of the marketing funnel:
awareness, consideration and conversion.



At this stage, people outside your existing audience are

Awareness getting to know your business.

Boost Objective:

Impressions @ Posts should be: @ Examples include:
Content Godls: Informative - Thought leadership

|n51ghtful or timely insights

ﬁ Introduce your

- Industry commentary
organisation

Clear and easy to
understand - Company milestones
or announcements

()

Build familiarity with Overtly promotional

\/ your brand — Behind-the-scenes
insights

. . At this stage, people are evaluating whether you can
Consideration ° help then.
Boost Objective:
Engagement @ Posts should be: @ Examples include:
Content Goals: @ Authoritative - Blog posts or articles
@ Insightful - Case studies
EI Demonstrate
your expertise Q Demonstrate your - Industry reports
expertise in practice or research
Provide more @ Too high-level - Educational content
depth and value or generic or guides

- Customer testimonials

. At this stage, the goal is to encourage a clear next action such
Conversion as registering, requesting a demo or downloading a resource.
Boost Objective:

More Leads/Website visits @ Posts should be: @ Examples include:
Content Goals: @ Time-sensitive (eg - Eventannouncements
limited offers or events) . e
Dri . - Webinar invitations
Cenauirios. Q Include a strong Product or service
orenguines call to action =
launches
‘ Convert interested / I\/]Ioke neé(t steps =  Limited-time offers
' prospects into customers clear and easy
@ Vague orindirect
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What counts as good performance is different for everyone, so benchmark performance relative
to your own posts and identify which ones are performing best.

Checklist: Is my post worth boosting?

S)

Clear messaging
A single, easy-to-understand idea that can
be grasped quickly Q
Strong visuals Top tip: You can also use
Eye-catching images or video that help stop the Boost for learning:
scroll
You don’t have to wait for a
Content relevant to your target audience posttota k? off to benefyt from
Topics that reflect your audience’s needs, BOO?"- Use it to learn which
challenges or interests audiences respond to your
content — and apply those
Timely messaging or actions insights to improve future
Content linked to current events, launches posts and targeting.

or industry conversations

A clear next step or call to action
A defined action such as registering,
downloading or getting in touch

Before You Boost

Use all available formats in your LinkedIn portfolio: page posts, executive/member posts and
events. This helps position boosting as part of a broader strategy. Not just isolated boosted posts.
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Check performance once your boost is live
Review how the post is performing after launch. Look at which audiences are engaging,
which messages are resonating and whether your targeting is working as intended.

Allow enough time and budget for the system to learn
As a guide, allocate at least $25 and run the boost for three or more days so the system can
begin learning. For stronger results, run campaigns for one to two weeks.

Look for patterns across multiple posts
After boosting several posts, you'll start to see clearer patterns in what types of content
perform well.

Use what you learn to improve future campaigns
Insights from boosted posts can inform both your LinkedIn activity and broader marketing
strategy by revealing which messages resonate most.



Thank You.



