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What is SHI International?

SHI International is a global IT solutions 

provider that offers technology products 

and services to businesses, with services 

including hardware, software, 

cybersecurity, cloud solutions, and 

private AI development.

The company combines the scale of a 

large integrator with the personalized 

service of a local vendor, assisting over 

17,000 organizations with selecting, 

deploying, and managing technology.
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WHAT IS YOUR PRIMARY GOAL FOR RUNNING 
A DIGITAL ADVERTISING CAMPAIGN?

Reach
Brand 

Awareness

Clicks to 
Website

Engagement

Leads Sales

Revenue

Frequency



HOW TO BUILD SUCCESSFUL 
DIGITAL CAMPAIGNS

Three Simple Factors

TARGET 
AUDIENCE

CREATIVE
LANDING

PAGE

CLICKS
ON AD

CONVERTS 
ON PAGE

TARGET 
CUSTOMER



1. Build custom audience lists (ABM or TAL): details include company, 
name, email, phone number, Device ID, IP Address.

TARGET AUDIENCE
How to build audiences within platforms

TARGET AUDIENCE

- Are we targeting the correct 
audience?

- Is the audience size large enough?
- Is the audience size targeted 

enough?
- Can we incorporate our first-party 

audience data?

TARGET 
CUSTOMER

1. ssd
2. Utilize first-party audience segments within LinkedIn, Google, Meta:



3.     Utilize Third-Party Audience Segment data (Demand Side Platforms)

TARGET AUDIENCE
How to build audiences within platforms

TARGET AUDIENCE

- Are we targeting the correct 
audience?

- Is the audience size large enough?
- Is the audience size targeted 

enough?
- Can we incorporate our first-party 

audience data?

TARGET 
CUSTOMER



CREATIVE
Aligning Creative to Stage of the Funnel

CREATIVE

- Does creative copy/headline
  resonate with target audience?

- What images are you using?
- Is there a Call to Action (CTA) that 

entices a use to click?
- Does the creative align with the stage 

of the journey the audience is in?

CLICKS 
ON AD

TOP of FUNNEL: 
DOOH/OOH/
Video Awareness

MIDDLE of FUNNEL:
Single Image LinkedIn 
Consideration

BOTTOM of FUNNEL: 
Google Search 
Conversions



LANDING PAGE
Most Crucial Factor

LANDING PAGE

- Does the landing page content 
match what copy/headlines/CTAs 
we promoted in the creative?

- Does the page look and feel match 
our SHI brand?

- Are there convertible Call to Actions 
for users to submit leads or make 
purchases on this page?

CONVERTS 
ON PAGE

1. Ensure the message matches the ads

2. Keep the action above the fold

3. Use directional cues to direct the eye

4. Show your product or service in action

5. Remove navigation and other distractions

6. Use clear, compelling copy written for AI SEO/GEO

7. Design for the right device

8. Test and update landing pages

9. Keep it fast

10. Include authentic social proof

10  BES T  PR AC T I C ES



LANDING PAGE
Most Crucial FactorAbove the 

fold

Clear CTA

Directional CuesClear, compelling copy



HOW TO BUILD SUCCESSFUL 
DIGITAL CAMPAIGNS

Three Simple Factors

TARGET 
AUDIENCE

CREATIVE
LANDING

PAGE

CLICKS
ON AD

CONVERTS 
ON PAGE

TARGET 
CUSTOMER



USER JOURNEY
Description of Tactics

Top of Funnel Tactics

• LinkedIn/Meta Click To Website – utilize more targeted messaging, encourage users to click to our landing pages

• Google PMax – find converting customers across Google channels and keep us top of mind as potential customers search for our 
offerings/services

• Google Demand Gen – Help generate demand and engage potential customers on Google’s platforms by showcasing our brand and offerings to 
new audiences. This focuses on building awareness and driving action.

• Digital Display (Contact-Level Display, Contextual) – 3rd party audience targeting and Contact-Level Display targeted to custom TAL/ABM

Mid Funnel Tactics 

• LinkedIn/Meta Conversion & Retargeting – focus on retargeting engaged users to convert them into an actionable hot lead

• LinkedIn Lead Generation/Document Ads – engage users with compelling content to gather their information into an actionable hot lead 

• Google Search – find customers when they're searching for your product within Google.

Low Funnel Tactics

• LinkedIn/Meta Video Ads – target new users with brand awareness videos

• YouTube/Connected TV – serve to new users on video CTV OTT and App Inventory

• Spotify Audio – target new users on digital audio while they're consuming content related to SHI services

• DOOH – brand awareness ads utilizing digital inventory placement in airports, taxis, convention centers, and highway billboards



Where do we invest majority of budget?

User X

Awareness
(Top-funnel Video 

ads, LinkedIn/Meta 
single image/video 

ads)

Capture Audience
(based on 

engagement and 
interaction with our 
Top of Funnel Ads)

Consideration
(Mid-funnel Google 

Pmax/Search, 
LinkedIn/Meta 

Carousel ads, Single 
Image ads)

Click to Website
Retargeting user on 

website

Conversion
(Low-funnel LinkedIn 

Document and 
Single Image Lead 

Generation Ads, 
Google Pmax)

Goals:
- Build awareness of new AI Pillar Service
- Reach new customers
Asset:
- Video creative (15-30s Spots)

Top-Funnel 
tactics!



Top-of-Funnel Success
Brand Awareness

Budget Allocation:

51% Top of Funnel

38% Middle of Funnel

21% Bottom of Funnel
• Google Search



Where do we invest majority of budget? 

User X

Awareness
(Top-funnel Video 

ads, LinkedIn/Meta 
single image/video 

ads)

Capture Audience
(based on 

engagement and 
interaction with our 
Top of Funnel Ads)

Consideration
(Mid-funnel Google 

Pmax/Search, 
LinkedIn/Meta 

Carousel ads, Single 
Image ads)

Click to Website
Retargeting user on 

website

Conversion
(Low-funnel LinkedIn 

Document and 
Single Image Lead 

Generation Ads, 
Google Pmax)

Goals:
- Drive Traffic to AI Cyber Labs Landing URL around 

new service offering
- Engagement with assets on Landing URL
- Contact Us Form-Fills (leads)
Asset:
- Single Image creative with CTA

Mid-Funnel 
tactics!



Middle-of-Funnel Success
Engagement & Actions

Budget Allocation:

21% Top of Funnel

51% Middle of Funnel

28% Bottom of Funnel
• Google Search
• Demand Gen

• LinkedIn/Meta Single Image



Where do we invest majority of budget?

User X

Awareness
(Top-funnel Video 

ads, LinkedIn/Meta 
single image/video 

ads)

Capture Audience
(based on 

engagement and 
interaction with our 
Top of Funnel Ads)

Consideration
(Mid-funnel Google 

Pmax/Search, 
LinkedIn/Meta 

Carousel ads, Single 
Image ads)

Click to Website
Retargeting user on 

website

Conversion
(Low-funnel LinkedIn 

Document and 
Single Image Lead 

Generation Ads, 
Google Pmax)

Goals:
- Leads
- Conversions
- Opportunities
- Sales
Assets: 
- eBooks, Text Ads

Low-Funnel 
tactics!



Bottom-of-Funnel Success
Conversions

Budget Allocation:

14% Top of Funnel

35% Middle of Funnel

51% Bottom of Funnel
• Google Search
• Demand Gen
• LinkedIn/Meta Retargeting

• LinkedIn/Meta Single Image



Measuring the Full-Funnel Impact



Top-of-Funnel Impact
Brand Awareness

Key Performance Indicators:

• Impressions
• Reach
• Engagement
• Video View Through Rate
• Inventory Placement
• Landing Page Performance
• Branded Search Volume
• Custom Audience Building 

(In-Platform) • Google Search



Middle-of-Funnel Success
Engagement & Actions

Key Performance Indicators:

• Clicks
• CTR%
• Engagement
• Landing Page Events (CTAs)
• Conversions (In-Platform)

• Google Search
• Demand Gen

• LinkedIn/Meta Single Image



Bottom-of-Funnel Success
Conversions

Key Performance Indicators:

• Form-Fill Landing URLs
• Leads
• Cost Per Lead
• Cost Per Acquisition
• ROAS%

• Google Search
• Demand Gen
• LinkedIn/Meta Retargeting

• LinkedIn/Meta Single Image



Q&A



THANK YOU!


