
We need to get
real about
something...
Platforms are designed to make money.
The only way to guarantee that your message gets seen
by your ICP is to invest in a system, and part of that is
going to include a paid element.

But before you throw money at the problem and think paid
ads are going to solve it, you need infrastructure in place.

The system we suggest is not one that requires huge
investment. We have designed this so businesses at
any size can compete.

(And actually sometimes, the bigger the spend, 
the more the waste.)
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MULTI-PURPOSE 
CONTENT SYSTEM

Goals:
Expand the Content Ecosystem.
Multiply ways to be discovered.

ROI Questions
Avg deal size/customer rev?
What is conversion rate?
How many leads needed to convert one?
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The LinkedIn
algorithm

changes
constantly.

According to official commentary on LinkedIn’s
engineering blog, there are dozens of factors in play at any
one time when determining feed distribution of a post.

These factors are so dynamic that not even the LinkedIn
product team could tell you how it will  behave.
Any influencer that tells you that they know the ‘secret
sauce’ is lying to you.

As a results-driven B2B marketer, there are only 
two ways to counter this...
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HOW TO:
// BUILD TRUST
// INCREASE REACH
// SELL ON SIGNALS

// CONTENT-LED GROWTH2026

CONTENT ADS GTM

A PROVEN SYSTEM FOR
B2B LEADERS TO BUILD
AUTHORITY AND PIPELINE
THAT SCALES.

01 02 03

// WE NEED TO GET REAL

// THE PIPELINE TRIFECTA

// BUILD TRUST WITH CONTENT

// INCREASE REACH WITH ADS

// SELL ON SIGNALS WITH TIMING

// THE AUTHORITY FUNNEL BLUEPRINT

WHAT LIES AHEAD

01

02

03

04

05

06

// CONTENT-LED GROWTH2026

THERE IS A SWEET SPOT THAT LIVES RIGHT IN THE MIDDLE OF  

PIPELINE TRIFECTA

The smart
approach in
2026.
There are limited channels to distribute a message digitally, particularly in
B2B if you want to spend your time and efforts effectively.

Everybody knows the funnel, which is ultimately telling us to bring as many
people as possible that don’t know us, through a series of intercations so
they do know us, and ultimately like, trust and want to work with us.

Now, there are three very simple concepts that when stacked together
however, compound your overall investment into an unfair advantage over 
your competitors - who are very probably doing one at a time, or running
them all in isolation.

The three elements that we have found give the most disproportionate
results are:

The smart
approach in
2026.
There are limited channels to distribute a message digitally, particularly in
B2B if you want to spend your time and efforts effectively.

Everybody knows the funnel, which is ultimately telling us to bring as many
people as possible that don’t know us, through a series of intercations so
they do know us, and ultimately like, trust and want to work with us.

Now, there are three very simple concepts that when stacked together
however, compound your overall investment into an unfair advantage over
your competitors - who are very probably doing one at a time, or running
them all in isolation.

The three elements that we have found give the most disproportionate
results are:

TheEscalator.co

CONTENT

Yur expertise to people
that know you

Ads

Your expertise to
people that 

don’t know you

GTM

Warm outreach to those
that have 

shown signs of interest
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How to be
algorithm-

proof
and continue to drive demand

regardless of your organic reach

Try to ‘hack’ the algorithm 

Be algorithm-proof  

Try to ‘hack’ the algorithm

Be algorithm-proof 
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The only two options:

We have no problem with those who go with option 1.
But trying to understand it is like pushing sand uphill. 

Your best
marketing
assets are

your leaders

Find ways to bring out their voices and expertise,
natrurally, authentically, and often.

However, most leaders aren’t creators.
But they are talkers.

Interview them, get them talking.

What about? Good question...

Industry insights:
Your opinion on the market and trends you’re

seeing

Customer proof
Results, case studies, wins. Let the results sell

themselves.

Product positioning
What you do, why you’re different, how you work.

Lessons from the inside
What you’re building, how you make decisions,

lessons learned

Unique Data Insights
Playbooks, data points, trends only your business

could know

Content tip: less is more when it comes to production. Pound for
pound, authentic outperforms Hollywood every day of the week.

Increase
reach with
ADS

amplify your content to
guarantee your ICP sees it

Build Trust
with
CONTENT

Organic reach
is fragile

Your content builds trust. But the platform decides
who sees it and when. 

Ads remove that variable. They put your best
content in front of the exact people you want in your
pipeline, on your terms, at a consistent volume. 

The goal here is reach. You are not running ads to
sell. You are running them to make sure the right
people see the content that makes them want to buy.
That is a meaningful difference in how you set them
up.

Content builds the audience. Ads guarantee it.

5 tips for strong Thought
Leadership Ad Campaigns

Promote what already works.
Your organic top performers are your best ad creative. If it
got engagement without spend, put budget behind it. Do not
create new creative from scratch for ads.

Boost the leader, not the brand page.
Personal profile content outperforms company page ads on LinkedIn. The
face and the name carry more weight than the logo.

Short bursts over long runs.
Two to three week campaigns on a specific piece of content outperform
running the same ad for three months. Rotate regularly.

Match the audience to the content type.
Retargeting audiences get closer to the sale. Proof, case studies and
direct offers. Cold audiences get value first. Insight posts, useful
frameworks, perspective.

Budget discipline.
You do not need a big number to see results on this model. £10 to £20
per day on LinkedIn, focused on your ICP, compounds over time. Bigger
spends without the organic foundation underneath waste the budget.

Ads tip: the creative does not need to look like an ad. The posts
that perform best in paid are the ones that read like organic.

Content led growth builds the trust.

Ads make sure it lands on the right desks.

The next step is knowing when to act on the
signals those people are giving you...

Now you have the
content + reach...

next is timing.

We don’t concur with 
‘spray and pray’
outbound.
Cold email can work.  But it’s just not our style. 

We prefer a targeted approach to outbound, acting upon
signals of interest or intent. e.g. someone who:

engaged with a thought leader in your space 
recently moved jobs to a great business
posted about a topic you have expertise in
visited one of your assets

Not only is this type of communication more effective
by the data, but it gives many more angles to connect
with your audience, rather than intruding on their
space (inbox) uninvited.

Sell on
signals
with GTM

If you don’t have
anything to bring, 
then don’t come to
the party.
A huge part of what makes
‘warmbound’ successful is having
something of value to your new
contact.

If you’re going to be in touch with someone you’ve not
met before, make sure you are bringing something
useful into their lives.

Otherwise you are a pest. No really... leave them alone.

No one likes to
be sold to.
And people buy from people
they trust.

Trust is comprised of:

Reliability 
(will what you say will happen actually happen?)

Authenticity 
(is what you’re saying and how you’re acting true IRL?)

Consistency 
(do you deliver on a frequent basis?)

Likeability 
(are you approachable and helpful?)

Relatability 
(does what you’re saying apply to your audience?)

Being helpful at the right moment
gets you there.

£0-£5k / mo
Authority Funnel

£5k+ / mo
Nurture Funnel

(a different doc, ask and we’ll send)

Different strategies for
different budgets...

Record

Create

Plan +
schedule

Publish

Amplify

Warmbound
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