
Are you ready for 
2023 media planning?
3 initial key takeaways from our annual Work Tech paid media benchmark report 20

23



Odds are you’ve already started thinking about what you’re 
gonna do in 2023. Maybe you have just some high-level 
ideas and budgets, or maybe you’re already into the weeds 
of specific channels and run dates. A lucky few of you may 
even be close to done.

Regardless of where you are in the process, we wanted  
to share some of the key takeaways we’re finding across 
some of the most popular channels ahead of making 
anything final.
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To zoom out just real quick, we have big 
things coming. We’re working on our annual 
benchmark report that will answer one of the 
most common questions we get:

How do we 
stack up 
compared 
to others in 
our space?
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We’re working on gathering insights across all sub-verticals of HR and all 

channels to be able to show how media is performing across many factors. If this 

sounds like something you’re interested in, reach out and we’ll be sure you’re 

one of the first to get the full report. 

Anyway, back to why you’re here right now. We have some initial takeaways 

to share with you on some of the more popular channels used in paid media, 

Google Search, and LinkedIn. 

Almost everyone uses these channels in some way, shape, or form with varying 

degrees of success. Let’s drill down to help you expedite the learning process 

and start performing better today, depending on the awareness or maturity of 

your company.
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HERE ARE SOME OF THOSE KEY TAKEAWAYS FROM OUR UPCOMING REPORT:

Content is still king, regardless 
of your brand’s level of awareness 
or maturity. In other words, a 
relevant piece of content is going 
to perform well whether you’re an 
established player or a startup.

INSIGHT: For Google Ads, our data is showing that established, well-known 

brands only outperform startup level companies by 17% in CTR and 21% in 

CPL. (You may be thinking that those are still relatively large numbers, but 

wait to see the difference later on.) 

INSIGHT: For LinkedIn, we see a more drastic difference in performance at an 

aggregate view, but the highest-performing campaign we have seen in 2022 

actually came from a startup with a thought-provoking campaign on a supposed 

established norm. The differences here are 25% in CTR and 28% in CPL.

ACTION ITEM: Using top-of-funnel thought leadership can be a cost-

effective way to drive leads on this channel regardless of who you are. But 

this channel is all about intent. Matching the right type of searches to the 

right piece of thought leadership is essential for high performance. And 

by the way, if you aren’t converting your top-of-funnel search campaigns 

at under $175, you’re less effective relative to the top competition — by 

a lot — across all HR verticals. (This number changes pretty drastically 

based on HR sub-vertical, so keep an eye out for the larger report later  

on to see how your sub-sector performs.)

ACTION ITEM: Again, awareness does play a role, but eye-catching, trendy, 

or thought-provoking content will succeed no matter what. Like with 

Google, if you aren’t seeing your top-performing TOF campaigns converting 

at under $100 per campaign, you’re falling behind the competition.
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INSIGHT: Because unlike TOF campaigns, established brands in the space 

are converting on BOF campaigns almost 300% better on Google and 

almost 400% better on LinkedIn. Having some market notoriety definitely 

helps here. But the difference in a top-performing campaign and a worst-

performing campaign we have seen is an even bigger difference. I’m talking 

closer to 800% better within similar company types. This is because the 

execution is as important as who is executing the campaign.

Asking for demos or sales conversions or 
free trials is an aggressively uphill battle  
if no one knows who you are.

ACTION ITEM: If you’re a startup, we are not saying don’t run BOF-based 

campaigns. But you need to be much more precise about what terms you’re 

bidding on in search or how you have the targeting and landing pages set 

up in LinkedIn.
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Retargeting, retargeting, retargeting. Some 
use it well, and some have it because they 
think they need it, while others ignore it 
altogether. Use it. But use it for a purpose.

INSIGHT: The most straightforward use case that we see work, especially 

on LinkedIn, is for BOF campaigns. Are you looking for demo requests 

and only demo requests but not spending on getting people to know you? 

Chances are, getting someone who has no idea who you are or what you 

do is going to be tough when you have only a few hundred characters for 

someone to get to know you and trust you enough for that demo.

ACTION ITEM: Start super small. Retarget users who have engaged with your TOF 

campaigns, engaged with your house list emails, or engaged with key landing pages, 

and throw them into a demo request campaign. For some, that may not be enough 

today to run a campaign against. For others, it is possible but has super limited scale, 

while the lucky few can run this method for all it’s worth. But BOF campaigns on 

LinkedIn based heavily on retargeting rather than first-touch campaigns converted 

almost 250% on the low end and over 1,000% better on the high end. Need to be 

efficient? Start small and scale up. It’s worth it, we promise. 
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Overall,
on Google and LinkedIn, who you are matters a ton, as users are looking 

for brands they have heard of, know, or trust. But don’t forget that a good 

piece of content will cut through the noise every time.

If you need more demos yesterday, then targeting, setup, and execution 

are key. And some may need to work their way up in terms of scale before 

they see highly effective campaigns.

Also, if you were ever looking for a reason to invest in brand awareness 

or want to see the results of how a well-known brand performs, look no 

further than the differences above.
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About The Starr Conspiracy

Put people first and everything else grows. Your mantra is our mission. To build better experiences for employees, 

customers, and shareholders, get a partner that gets it. The Starr Conspiracy is an experience agency for brands 

that put employees first to drive business value. For over 20 years, our analysts, consultants, and marketers have 

been at the heart of the Work Tech industry, building some of the world’s most purpose-driven brands. We have 

the expertise to create defining moments that will transform your business.

The Starr Conspiracy is co-located in Fort Worth, Texas and San Francisco. Learn more at thestarrconspiracy.com.

Contact us today

Happy planning—and good 
luck in the coming year.

We can help find that piece of content or recalibrate 

your account to maximize its effectiveness on Google 

or LinkedIn. If you’re ready to take the dive into some 

serious brand awareness campaigns, give us a call. 

We can help.

https://thestarrconspiracy.com/
https://thestarrconspiracy.com/contact/

