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LinkedIn Offline
Conversions

How to set up a conversion rule
in Campaign Manager




Offline Conversions Overview

Offline Conversions allows you to ¢ | rmatmon o
more accurately measure the
down-funnel effectiveness of your
marketing by connecting your offline
data (ex. purchases made over the
phone or in-person) to LinkedIn.
LinkedIn will attribute conversions to
campaigns directly in Campaign
Manager.
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There are two key stages to get started with Offline Conversions:

Stage 1: Connect offline conversions Stage 2: Setup conversion rule
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You can connect offline conversions Once conversion events have been
data to LinkedIn via manual CSV shared with LinkedIn, you’ll need to
upload in Campaign Manager or setup the conversion rules and
through one of our API partners associate the conversions to your

campaign(s).

This document details the step-by-step
instructions for this stage.
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Complete Offline
Conversion setup
in Campaign
Manager
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Your Offline
Data will be
created

Create Conversion v
Conversions ~ Data sources

WEBSITE DEMOGRAPHICS ACCOUNT ASSETS ¥

You wil see the offline R ity
conversions segment .-

available in the conversion - —
creation flow to use as a data .

- Building 9/20/2020 0

ﬁ OfflineEvents_Q1_2020.csv L) Offline data 98% Agl)ye 9/24/2020 98
source, 24 hours after it’s O resesmtmarotge e .
been streamed from the API
partner.
Tip: It can take 24 hours for this ©andita face e soonil B
V data to be usable in an Offline

v Conversion.
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Click Account
Assets and
select
onversion
Tracking

Wait 24 hours after you
added your data source to
create your Offline
Conversion.

m CAMPAIGN MANAGER

PAIGN PERFORMANCE WEBSITE DEM

ACCOUNT ASSETS v

Conversion Tracking

Marketing CXO Account
Account manager

Account Campaign grouj Matched Audiences aigns Ads
x 10 total campaign il campaigns 200 total ads
Marketing CA0 Account Linkedin Audience Network
Create Campaign [| Performance Chart | Demographic<JNURNRNG. Export
Lead Gen Forms fs(1) v  View: Awareness v Breakdown w  Time Range: 03/01/17 - 03/26/17 v
Campaign Name & staus o BulkImports licks C  AverageCTRC  AverageCPCC  AverageCPMC  LeadsC  CPLC
[J 50 campaigns. - - 12,000.18 1,321 0.10% $4.21 $20.21 234 $1321
FixDex CXO ADS Campaign "
O 1p: 9532102 - sponsored Content $10.12 12,000.18 1321 0.10% $4.02 52021 34 52021
FixDex CXO High Tech NAMER ADS C.. - &
O 15:9532102 - Sponsored Content $8.21 12,000.18 1321 0.40% 5481 52021 34 52021
FixDex Life Sciences NAME ...ign =
O pres3102 Sporisoreil Coftent $4.05 12,000.18 1321 0.60% $5.21 52021 34 %2021
FixDex CXO ADS Campaign B o
D Cin:45360423 - Sponsoted Content $821 12,000.18 1321 0.40% 481 $2021 34 s021
FixDex CXO ADS Campaign - - "
D' 109522102 . sponsored Content $5.20 12,000.18 1321 0.10% $421 $2021 34 $2021
12 3 4 5 7 89 Next >
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arketing CXO Accoun ff
[ campaion MaNaGER ook | S e I eCt O llne
CAMPAIGN PERFORMANCE WEBSITE DEMOGRAPHI ACCOUNT ASSETS v

Conversion Tracking

L
Conversion to
Conversions  Data sources

Online Conversion

Track activity on your website

: [ start the creation

Type Status & Value T Created U Tracked Campaigns <

Search by name All v All vl oA v

== process

[} Addtocart Q2FY19 Site-wide tag Purchase $200  8/20/2020 32
[ AddtocartQ12020 i Site-wide tag Purchase Active $061  8/22/2020

[ checkout @2 2020 Site-wide tag Download $050  8/31/2020 o
() tanding page conversion Q2 2020 Site-wide tag Download Inactive $200  9/06/2020 0
(] offiine checkout Q12020 i OfflineEvents_Q1.2020.csv Purchase - 9/07/2020 a
(] LeadQa2019 Site-wide tag Lead Active, $200  10/06/2020 87

2 3 4 5 6 7 Next >
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Create the
conversion and
click next step

Select the conversion behavior that
best describes the action you want
the person to take.

Select the timeframe in which the person
should have clicked and viewed the ad to
be counted as a conversion. Longer
windows will increase the likelihood of a
match.

Specify the attribution model, either Last
Touch for each campaign or Last Touch
for Last Campaign.

m CAMPAIGN MANAGER

Create offline conversion
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Settings  Campaigns Data source

Track and measure how your campaigns drive offline activity
Get started by defining the rules of your conversion below. Learn more

Name
‘ Offline purchases Q2 2020 178

Define the key conversion behavior you want to track

Purchase v

Select the fimeframe for when the conversion can be counted
Clicks Views

‘ 30 days v ‘ ‘ 1 week v

Select the attribution model to specify how each ad interaction s credited
‘The attribution model determines how much credit each click gets for your conversion. Learn more

Last Touch - Each campaign v
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Create offline conversion

9QO——0——06

Settings ~ Campaigns Data source

Select igns you want to track with the
Track different objectives by selecting more than one campaign. Learn more

Search by name and ID

Campaign name Status &

[[] 45 campaigns total -

[ FYasEurops campaign Factive ]

ID: 602864786

[ FYasFrance campaion

Complete
ID: 602864786
FYQ2/Q3 US millenial campaign
5 & Paused
ID: 602864786
FY19 Evergreen campaign
L) 0. scassares =
FY19 Evergreen campaign
U i sozseares =
Previou Bl 2 3 4 5 6 7 8 9 Next >

Check the campaigns
to track with the
conversion and click
next step

LinkedIn will look to these campaigns
to attribute conversions.
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Select your Offline = i
Data Segment .
and click Create S

Select an offline data list below to begin matching offline activity.
Don't see your list? Use the Data Sources upload or replace your offline data lists. Learn more

Search by name

Choose among the various
Offline Data Segments that you —— R
previously created from the P
Data Sources tab. O prosare oeomscs
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R e e elect Conversions &
CAMPAIGN PERFORMANCE WEBSITE DE| A ACCOUNT ASSETS v
Account Campaign groups Campaigns Ads
10 total campaign groups 50 total camp 200 total ads

Create Campaign || Performance chart || Demographics |[[SEiRal anan

L]
Fiters (1) v Vew:Conversons leads v icakdowrs Conversions (@ Timaange-1MIATuTS2EAT v a n O n Ve r’ S I O n S ro m

Campaign Name O Status & Spent C Keyresults C  Cost per result T Impressions Clicks C  AverageCTR O

[ 50 campaigns = = 12,000.18 1,321 0.10% B re a kd OW n d ro d O W n
FixDex CXO ADS Campaign e = o
FixDex CXO High Tech NAMER ADS C...ign u % 3 "

G 1D: 9532102 - Sponsored Content s82L Conversions 5230 A20048! el 00

B Lo R S T Look at Click vs View conversions or
i ed : Total Conversion Value.

Offline purchases Q2 2020

$0.00 3 $0.00 4,784 1321 0.60%
Offline conversion
TS S sC $0.00 1 $0.00 1233 1321 010%
Online conversion
Previou gl 2 3 4 5 6 7 8 9 Next >

Tip: Be patient! It can take up to 48 hours until
you'll see results.
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Resources
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Help Center Articles

The following Help Center articles are available to support your
understanding of LinkedIn attribution and reporting:

e LinkedIn Attribution Model

e LinkedIn Conversion Window

e Linkedln Conversion Tracking Reporting

e Download LinkedIn Conversion Reports



https://www.linkedin.com/help/lms/answer/a426349
https://www.linkedin.com/help/lms/answer/a426359
https://www.linkedin.com/help/lms/answer/a422513
https://www.linkedin.com/help/lms/answer/a421283
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Thank you
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