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Why is it important for marketers like you to attend gatherings like the Incite 

Marketing Summit?  
It’s important for marketers to attend gatherings like Incite Marketing Summit 
because I believe the best ideas come when leaders from different industries and 
companies get together to share best practices in a safe space. I’ve worked in tech 
in Silicon Valley for 15 years, and am very aware that I operate in a bubble, and the 
only way to break out of that bubble is to consciously connect with those outside of 
it. In this constantly changing landscape we are operating in as marketers, learning 
from those with different perspectives has never been more important. 
  
  

What are your top three priorities for 2020? Detail each priority by explaining why it 
is important now more than ever. 
Driving breakthrough creative. Storytelling is at the heart of what we do as 
marketers, and my team continues to focus on telling memorable, emotional stories 
that resonate with a wide swath of working professionals who each define success in 
different ways. 
 
Evolving LinkedIn’s measurement approach. Measuring the business impact of 
brand marketing investments continues to be a priority for my team as we make the 
case to expand our campaigns. The ROI question is especially elusive in the early 
stages of a brand advertising journey, my team is evolving our data-backed 
approach. 
 
Optimizing our Global playbook. LinkedIn’s #InItTogether brand campaign is live in 
14 countries, centered on one common strategy and go to market approach, but 
localized for each market’s unique audience and culture. We continue to optimize 
our playbook to ensure consistency while empowering regional teams and building 
a global brand marketing community. 
  



 

“Can marketing be authentic?” is a prominent theme of the summit. What does this 
phrase mean to you? 
There are now 675 million members on LinkedIn. Every day, we see members from 
all walks of life coming together to help each other get to their version of success – 
from offering words of encouragement to career advice to extending job 
opportunities. These stories are at the heart of LinkedIn’s go to market philosophy – 
Real members, Real stories, Real impact. All of our advertising features real LinkedIn 
members, who tell their authentic stories in their own voices. Not only are these 
stories of how the LinkedIn community has made an impact on their careers and 
lives, we are also very intentional that the stories we feature can have a positive 
impact in the world. 
  

What does purpose-driven marketing mean to you? Detail how you are driving 
meaningful customer connections with your brand story. 
LinkedIn’s vision is to create economic opportunity for every member of the global 
workforce. Purpose is at the heart of what we do as a company. I believe purpose-
driven marketing works best when it is aligned to the company’s vision and mission. 
As part of LinkedIn’s #InItTogether campaigns, we are very intentional about 
featuring stories of members who stand for something bigger than themselves and 
LinkedIn. A few examples -- 
Aaron Pagan was born deaf, and had a tough time finding a job because hiring 
managers discriminated against him. A recruiter found him on LinkedIn, and he was 
connected to an amazing opportunity in Sales. LinkedIn members have reacted so 
positively to this ad as our hero represents someone with different abilities, 
something that is not often seen in mass media. 
Lauren Simmons – Lauren broke into Finance thanks to a little help from her LinkedIn 
community, and became the first African American female trader at the New York 
Stock Exchange. 
  

Where do you find your biggest challenges when it comes to measuring the 
performance of your campaigns and why? 
LinkedIn is only 2 years into our brand advertising journey, which is likely the hardest 
part of the journey in terms of proving ROI because it takes years of consistent 
investment at scale to model out impact. While we have proven out ROI in 4-city 
tests over the course of a year, we are still on the journey of proving out impact at a 
national scale. 
  

What excites you about the marketing today? 
What excites me most about marketing today is that we have more technology and 
tools than ever to understand our consumers – their attitudes, motivations, 
behaviors. This allows us to design our products with our consumers front and 
center, empowers us to share emotional stories that strike at the heart of who they 



 

are, and ultimately to connect with them in a deeply human way that can hopefully 
change the course of their lives for the better 

 


