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The Top LinkedIn  
Marketing Trends to Watch 

“Thanks for connecting with me”
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We live in a changed world. How 
marketers operate in that world has 
also irrevocably changed. But one 
thing that remains constant is the 
value of communication and, above 
all, connection. In business, there’s 
no more valuable tool out there for 
building connections than LinkedIn 
– and in that, too, we have witnessed 
monumental changes in marketing 
innovation over the past two years.   

In this new and exclusive report, we 
examined the key LinkedIn marketing 
trends you need to be aware of to get 
ahead. If you’re looking to go beyond just 
the sale and build lasting connections 
with key targets, these are the things you 
need to know – and with good reason. 
With 59% of B2B marketers generating 
their leads on LinkedIn, it’s a platform you 
simply cannot afford to overlook.  

Across several trends, we look at what 
will define LinkedIn marketing and social 
selling over not just the next 12 months, 
but well into the rest of the decade. Join 
us as we explore how you can fine tune 
your strategy to meet the demands of 
the current market, build in competitive 
advantage, and truly resonate with your 
target accounts in the C-suite.

Introduction
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23%
According to LinkedIn financials, in Q1 
2021, the company’s revenue climbed 
by 16% Year on Year and saw record 

engagement and in Q2 2021, LinkedIn 
noted a 23% Year on Year increase.

722M
In 2017, the platform celebrated 

expanding its user base to half a billion 
members. Now, the world’s largest 
professional network has over 722 

million members.

3/SEC
Professionals are signing up to join 
LinkedIn at a rate of nearly 3 new 

members per second.

80%
More than 80% of B2B leads that 

are socially generated come 
directly from LinkedIn.

While a lot of the LinkedIn marketing playbook remains the same, there’s also a lot of 
change coming your way. It’s important to interweave these new ideas into your future 
marketing plans. Especially given that more and more businesses elsewhere have started 
to use LinkedIn as their sole marketing channel for generating new business from other 
businesses. And as a platform, LinkedIn continues to move from strength to strength, 
gathering more potential for marketers as it does so. 

The State of the LinkedIn Nation 

It only takes one look at these statistics to see just how important LinkedIn is for ramping 
up business traction and why you should start rethinking and reshaping your marketing 
approach via the platform today. 

https://99firms.com/blog/linkedin-statistics/
https://99firms.com/blog/linkedin-statistics/
https://99firms.com/blog/linkedin-statistics/
https://99firms.com/blog/linkedin-statistics/
https://www.socialmediatoday.com/news/linkedin-shares-new-usage-insights-for-your-2021-planning-infographic/592787/
https://www.socialmediatoday.com/news/linkedin-shares-new-usage-insights-for-your-2021-planning-infographic/592787/
https://www.socialpilot.co/blog/social-media-statistics
https://www.socialpilot.co/blog/social-media-statistics
https://www.socialpilot.co/blog/social-media-statistics
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Professionals 
are signing up to 
join LinkedIn at 
a rate of nearly 3 
new members per 
second.

4

Source

https://www.socialmediatoday.com/news/linkedin-shares-new-usage-insights-for-your-2021-planning-infographic/592787/
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Our Top LinkedIn 
Marketing Trends 
to Watch for 2022

Here are seven things to be aware of when  
getting your digital marketing house in order:

1.

2.

3.

4.

5.

6.

7.

LINKEDIN GOES LIVE & 
ALWAYS-ON INFLUENCING

THE DEATH 
OF THE COOKIE

THE CONTEXTUAL 
MARKETING REVOLUTION 

YEARNING FOR  
MORE ‘GOOD’

SOCIAL SELLING 
IS ON THE RISE 

MAKING SURE  
COMPANY CONTENT 
ISN’T OVERLOOKED

CENTRE STAGE FOR  
VIDEO MARKETING
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Centre stage for  
video marketing

The world’s largest professional social 
network is a boon for any business 
big or small, but as more people use 
it to connect, companies are needing 
newfound ways of standing out on the 
platform. Cue video marketing. 

With video posts garnering more than 
three times the engagement of text-only 
posts, video marketing is a clear win for 
businesses that prioritise it. Whilst people 
have been forced to stay at home and 
work remotely, audio and visual content 

1.
have quickly become a treasured asset of 
a lot of marketing strategies, and not just 
a nice-to-have, but a requirement. 

Short-form, ephemeral video content is 
projected to rise to over 80% of online 
content by 2023. Meanwhile, the number 
of users who watch videos on LinkedIn 
will have increased by at least 50% from 
2020 by 2022’s end.   

If you want to stay ahead, here are some 
must-know details: 

The best video content should be  shorter than 10 minutes, ideally at just 
1-3 minutes

Voiceovers and subtitles in different languages  will be more popular

Having a strong call-to-action will be more successful

You’ll be able to create videos that are 4K quality with 360-degree views

There will be more live streaming options for those looking to share real-time 
content

How-To’s, new products or services announcements, testimonials, and 
viral news stories will be the most popular video types

The new LinkedIn app will video and audio messaging features

https://www.reelnreel.com/linkedin-video-marketing-trends/
https://www.reelnreel.com/linkedin-video-marketing-trends/
https://www.reelnreel.com/linkedin-video-marketing-trends/
https://www.reelnreel.com/linkedin-video-marketing-trends/
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LinkedIn goes live &  
always-on influencing

Who you want to be working with, who 
you want to tell your story, and who 
you want to engage with should be the 
biggest aspects that spring to mind in 
your brand storytelling and marketing 
plan. It’s time to centre your campaign 
more around relationships: 

2.

It’s about building that 
relationship and finding 
people that are going to 
get mutual benefit out of 
this relationship and as a 
result we can have that 
type of engagement that 
isn’t just centred around 
different points in time 
like in a campaign-based 
strategy.
Garnor Morantes 
Group Marketing Manager, LinkedIn

LinkedIn is no different to its other social 
platform counterparts when it comes to 
the Live feature. Endorsing your brand 
with industry subject matter experts and 
delivering live stream content produced 
by influencers in the field has found a 
huge increase in engagement. 

2022 is set to see LinkedIn develop as an 
influencer community using an always-on 
approach. 

89%
The LinkedIn Live function has seen  

a sizeable increase of 89%  
since March 2020.

https://blog.fanpagekarma.com/2020/10/08/top-7-linkedin-features-you-should-use-in-2020/#:~:text=Even%20though%20the%20new%20live%20format%20is%20not,not%20have%20come%20at%20a%20more%20appropriate%20time.
https://blog.fanpagekarma.com/2020/10/08/top-7-linkedin-features-you-should-use-in-2020/#:~:text=Even%20though%20the%20new%20live%20format%20is%20not,not%20have%20come%20at%20a%20more%20appropriate%20time.
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The death  
of the cookie

With the announcement of Google 
abolishing the use and support of 
third-party cookies by the end of 2023 
(in conjunction with upcoming iOS 
updates that will impact marketing and 
privacy), the data ecosystem is pending a 
significant shift for B2B marketers. Will this 
effect LinkedIn marketing?  

Given that third-party cookies have been 
the bedrock of digital marketing for 25 
years, how should you drive effective 
marketing in the phasing out or absence 
of them to leverage absolute growth in 
2022? 

First up, it’s worth pointing out that walled 
arenas like Facebook, Twitter, and, of 
course, LinkedIn, won’t be impacted in 
the same way by the death of the cookie. 
These closed environments will continue 
to allow marketers to effectively target 
their key accounts, but the transformation 
facing cookies and marketing will 
nevertheless have an impact: it will 
push more marketers to use closed 
environments. 

When it comes to LinkedIn, that means 
marketers will need to do even more 
to stand out amongst the competition. 
Using first-party and zero-party data to 
enable and encourage individuals to 
willingly pass on their information will 
become a must, and these end users will 
expect optimised buyer journeys when 
they do. 

3.
This year and going forwards, it will be 
more important than ever for marketers 
to build fully fluid experiences for their 
end users. They should invest in more 
nuanced and effective user experiences, 
utilising user testing to hone their digital 
experiences and encourage people 
through to conversion. 

Easier said than done, though. This isn’t 
news to most, but despite the need for 
effective UX being widely accepted by 
enterprise leaders, many companies 
could still do with giving their user 
journeys some love and care. Proper 
investment in experience design will 
prove crucial this year and in the future. 

Personalisation will play a key role 
in this, too. Driving personalised 
experiences with AI will help to push 
users from LinkedIn to where you 
want them to go – or help you to 
reach out to them in the first place. 

Overall, given that by 2025 brands 
will rely almost entirely on the data 
their customers choose to give them, 
prioritising more LinkedIn marketing 
efforts sure sounds more and more 
like common sense. 

https://www.grazitti.com/blog/the-death-of-cookies-and-marketing-in-a-cookie-less-world/
https://www.grazitti.com/blog/the-death-of-cookies-and-marketing-in-a-cookie-less-world/
https://www.grazitti.com/blog/the-death-of-cookies-and-marketing-in-a-cookie-less-world/
https://www.mention-me.com/blog/anti-predictions-for-next-year
https://www.mention-me.com/blog/anti-predictions-for-next-year
https://www.mention-me.com/blog/anti-predictions-for-next-year
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.

More than 80% of 
B2B leads that are 
socially generated 
come directly from 
LinkedIn.

9

Source

https://www.socialpilot.co/blog/social-media-statistics
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The contextual  
marketing revolution 

With the collapse of the cookie in mind, 
the ability to get the right message to the 
right person at the right time is now more 
important than ever. 

Contextually relevant content allows 
marketers to accurately retain precision in 
targeting potential customers.  

4.

1 
 

Do your buyer persona 
research and know your 

audience inside-out 

2 
 

Figure out what sort of 
message you want to be 
sending with relevant-
as-possible messaging 

3 
 

Switch from product 
focused to consumer-

centric messaging 

4  
 

The way you present 
your message must 

have some context in 
marketing your service 

and product to lead your 
audience somewhere 

they want to go 

5 
 

Make the connections 
between different 

digital touchpoints and 
customise messaging 

accordingly 

So, if you were to focus on engagement, 
interactions, customer recognition, 
moments of engagement, and utility, 
here’s how to nail your contextual 
marketing plan: 

6 
 

Work out when your 
audience is most active 

and communicate  
with them then 
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Yearning for 
more ‘good’

If there was ever a time when people 
were looking for a bit of positivity – it’s 
now. And marketing is no different. With 
clients seeking a little more humanity 
in and out of the workplace, there’s 
no better time to reiterate your social 
responsibility, go beyond the status quo 
and craft marketing campaigns and brand 
purpose inspired to give back in some 
way or another for the world we want to 
live in. 
 
 
 
 
 
 
 
 

With nearly half (46%) of consumers 
wanting to invest in what they believe in 
and for socially-responsible products and 
services and 77% claiming that brands’ 
sustainability practices play a role in their 
purchasing decisions, it’s clear that the 
majority of consumers expressing hold a 
general preference for companies making 
a positive difference in the world.  

Marketers need to make use of the 
unique opportunity that people tend to 
consider themselves good, purposeful 
individuals, to create stronger and 
enduring emotional connections.  

5.
Addressing this increased demand for a 
hyper sustainable outlook is going to be 
paramount for any marketer worth their 
salt as we head into 2022.  

Humanising your brand by telling 
your story via employees and internal 
experts is one of the most effective 
strategies for establishing purpose 
on LinkedIn and the most successful 
brands in this respect will be drivers 
of consistency of brand purpose 
across all touchpoints – educating, 
nurturing and having their ethical 
efforts peppered throughout all 
marketing activities. 

77%
 of consumers claim that brands’ 

sustainability practices play a role in 
their purchasing decisions

This is especially true for B2B 
marketers who must engage 
audiences throughout the 
buyers’ journey from the top 
of the funnel. Make sure brand 
purpose does not fizzle out.

https://www.linkedin.com/business/marketing/blog/brand/how-to-build-a-purposeful-brand
https://www.linkedin.com/business/marketing/blog/brand/how-to-build-a-purposeful-brand
https://www.linkedin.com/business/marketing/blog/brand/how-to-build-a-purposeful-brand
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Social selling
is on the rise

Incorporating a human angle to 
marketing isn’t anything new, but 
after so much real-life interaction 
was lost during the pandemic, 
LinkedIn should not be overlooked 
as a social platform. It should be at 
the top of all marketing strategies as 
businesses look toward building one-
to-one relationships for their sales 
teams. 

It’s time to establish your authority 
and engage followers in meaningful 
conversation. At Chief Nation, we do 
exactly that with our dedicated LinkedIn 
Ambassador programme. We work 
closely with brand representatives from 
our clients to help optimise their profiles 
for starting conversations with key target 
accounts. We tailor content to establish 
their rep as a thought leader, and help to 
substantially build out their network.  

So we know a thing or two about social 
selling here. Above all, we know that it’s 
a game changer for the industry. Social 
selling has quickly become one of the key 
avenues for sales teams and marketers to 
build lasting business relationships with 
their key targets, helping to bring people 
together over shared interests, networking 
opportunities, and business progress.  

6.

WANT TO DISCUSS  
THE FUTURE OF LINKEDIN 
MARKETING? 

Our seasoned marketers are experts 
when it comes to social media 
relationship building, and we’re 
always happy to share our insights 
and learn from our peers. Get in 
touch today to find out more!

In the next few years, expect to see a 
concerted effort from marketers to further 
refine their social selling strategies – 
especially on LinkedIn. But if you’d like to 
learn more about our own programme, 
expertise, and network, feel free to get in 
touch today! 

Contact us today

mailto:marketing%40chiefnation.com?subject=
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Making sure company  
content isn’t overlooked

Lastly, we can’t go without mentioning LinkedIn’s latest features for company pages and 
content sharing. 

Rolled out to offer B2B marketers’ new opportunities to bolster connection and 
engagement into 2022 so that important content does not die, these functions are your 
new best friend: 

7.

The ‘My Community’ tab now allows 
businesses to make sharing content 
from the company or other curated 

sources much easier, as well as 
providing reach and engagement 
data to measure effectiveness of 

employee advocacy.

‘MY COMMUNITY’
Company page administrators 

have been given new tools 
for recommending content to 

employees, along with a unique 
feature that suggests ways 

employees can turn what they share 
into distinctive content. 

ADMINISTATORS

Build a regularly engaged audience 
through a LinkedIn newsletter 

subscription, giving you the chance 
to showcase trending news and 

insights that generate interest and 
spark conversation amongst readers.

NEWSLETTERS

Other new additions have included 
increased lead generation 

functionality within LinkedIn’s 
product pages 

NEW ADDITIONS
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.

LinkedIn is now 
the world’s largest 
professional 
network with 
over 722 million 
members.

14

Source

https://99firms.com/blog/linkedin-statistics/
https://99firms.com/blog/linkedin-statistics/
https://99firms.com/blog/linkedin-statistics/
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Remember – content is still king. 
Utilising your company’s LinkedIn 
profile to publish useful and ground-
breaking content on the world’s most 
engaged and trusted professional 
network is what’s always going to 
push you as the marketing Chief.  

By incorporating the approaches, trends 
and features examined in this report, 
you’re en route to kick-starting a new 
focus in your own B2B marketing efforts, 
increase profit and most importantly, build 
connections for the new era of marketing. 

 

Here at Chief Nation, we understand the 
importance of building relationships when 
acquiring new business. That’s why we 
offer a specialist LinkedIn Ambassador 
programme to tech companies – perfect 
for those looking to distinguish their key 
personnel as thought leaders and foster 
their networks. 

We’ve helped business professionals from 
the likes of Citrix, Sitecore, Pure Storage, 
IBM and more to optimise their profiles, 
deliver compelling thought leadership, 
and improve their outreach. To find out 
more about the LinkedIn Ambassador 
programme and what it entails, check out 
our case studies now.

https://www.chiefnation.com/case-studies/
https://www.chiefnation.com/case-studies/
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REACH YOUR UNREACHABLE ACCOUNTS 
WITH OUR LINKEDIN AMBASSADOR PROGRAMME.

If you have target personas you want to get in front of,  
our 330,000+ C-suite database can help.  

 
To find out more about how Chief Nation could help your business,  

get in touch with our team today.

+44 207 329 3933 • marketing@chiefnation.com

https://www.linkedin.com/company/chief-nation/
mailto:marketing%40chiefnation.com?subject=
https://www.chiefnation.com/
http://www.chiefnation.com/
mailto:marketing%40chiefnation.com?subject=
mailto:marketing%40chiefnation.com?subject=

