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Q2 2023 Digital Marketing Highlights

635

New LinkedIn 

Newsletter Subscribers
3,965 total subscribers

1.2k+

New Social 

Media followers
22,179 total followers

200+

Social Media

Posts

240,000+

Emails

Delivered

100+
MQLs

generated

19.5k+

Website

Sessions

15

PR
Features

1.7k+

Social Media

Interactions
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Beyond Limits Social Media Audience

Platform​
HQ​

LinkedIn​

EMEA​

LinkedIn​

APAC​

LinkedIn​
Facebook​ Twitter

Total Followers 12,613 539 131 1,144 1,804

New Followers (Q2) 1,133 50 36 14 14

Audience Growth* 9.8% 10.22% 38% 1.2% 0.78%

Q2 growth compared to 

Q1 growth
32.5% -19.4% 9.1% 1.24% 0.78%

% of Total Audience 76.5% 3.3% 0.7% 6.9% 10.9%

16,519 Total Followers
(all active platforms/ regions)

7.47% total increase since last quarter​*

Q2 2023

*Follower growth varies, but brands with a successful social media marketing strategy will likely 

see a 6-8% increase each month.



Beyond Limits Organic Content

152 Total Published Posts (via HubSpot)

Platform​
HQ

LinkedIn​

EMEA

LinkedIn

APAC

LinkedIn
Facebook​ Twitter​

Published Posts​ 68 7 17 33 27

Interactions​ 1,111 111 103 52 33

Impressions​ 65,616 2,692 2,781 4,846 N/A

Clicks​ 201 0 39 44 153

Click-through Rate* 0.3% 0% 1.4% 0.9% N/A

Engagement Rate* 10.9% 23.56% 119.84% 8.56% N/A

Shares​ 64 16 15 2 5

Website Sessions 

Driven by Organic Social (all 
accounts)

2,719 55 50

*Follower-based measurement method: a 2% social media engagement rate and click- through rate is considered good, and 

anything above 2% is great.

Q2 2023



HQ LinkedIn Visitor Highlights

Job Function Total views

Engineering
5,977 

(22.4%)

Business Development
3,140 

(11.8%)

Information Technology 1,696 (6.4)

Human Resources 1,583 (5.9%)

Sales 1,457 (5.5%)

Research 899 (3.4%)

Industry Total views

Software 

Development
3,247 (12.2%)

IT Services and IT 

Consulting
2,913 (10.9%)

Staffing and 

Recruiting
1,396 (5.2%)

Real Estate 934 (3.5%)

Higher Education 749 (2.8)

Advertising 

Services
588 (2.2%)

Technology, Informa
tion, and Internet

500 (1.9%)

Location Total views

Greater Los Angeles 

Area

3,791 

(14.2%)

San Francisco Bay Area 1,364 (5.1%)

Singapore 733 (2.7%)

Orange County, CA 568 (2.1%)

Greater New York Area 503 (1.9%)

Austin, Texas 312 (1.2%)

Greater Boston 287 (1.1%)

Q2 2023



Top Ed Cal Social Media Posts

Interactions 74 48 48

Impressions 2,486 1,930 1,745

Shares 9 5 1

Q2 2023

Key Points

• Company culture posts outperform all other content categories • Graphics/ IRL photos featuring Beyond Limits employees



Top PR Social Media Posts

Interactions 49 49 27

Impressions 2,456 1,653 1,108

Shares 2 3 2

Key Take-Aways

• Graphics include headshots, CTAs, "AI" in the title, dark abstract 

background

• Industry relevant hashtags in all captions

• 3 different publishers

• Publishers and features employees tagged in the caption

• Designed graphics linking to our website outperform the hero image posts 

linking directly to the article
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The Human Element

LinkedIn Analytics KPI (combined)

Total Video Views 2,171

Impressions 3,035

Clicks​ 117

Click-Through Rate​ 3.86%

Avg. Engagement 

Rate
6.53%

Reactions​ 83

Comments​ 4

Reposts​ 11

March 2023- Present

A collaboration between Beyond Limits 
Marketing & Recruitment to spotlight 

employees across the globe and attract new 
talent.

*Based on a follower-based method [12,613]. 

Anything above 2% social media engagement 

rate is considered great.



Beyond the Buzz

February 2023 -April 2023

Repurposing the 2020 Beyond the Buzz video 
series on the ‘Beyond Limits News’ LinkedIn 

Newsletter. The newsletter publishes to 
3,965 subscribers bi-weekly.

LinkedIn Analytics​
KPIs​

(combined)​

Total Article Views 9,518

Unique Impressions​​ ​6,685

Interactions ​479

Clicks​​ ​248

Click-Through Rate​​ 3.7%​

Avg. Engagement Rate 4.65%

Reactions​​ ​219

Comments​​ ​5​

Reposts​​ ​7

*Based on a follower-based method [12,613]. 

Anything above 2% social media engagement 

rate is considered great.



Industry Innovations

LinkedIn Analytics
KPIs

(combined)

Total Articles Posted 4

Article Views 5,523

Impressions​ 5,137

Clicks 209

Click- through rate 4%

Engagement Rate 2.6%

Reactions​ 119

Comments​ 0

Reposts​ 2

May 2023- June 2023

Repurposing the Industry Innovations video series on the 
Beyond Limits News LinkedIn Newsletter. The newsletter 

publishes to 3,965 subscribers bi-weekly.

*Based on a follower-based method [12,613]. Anything above 

2% social media engagement rate is considered great.

https://www.linkedin.com/newsletters/beyonds-limits-news-6970504392647065600/


Forbes Technology Council
Panel Q&A

LinkedIn Analytics KPI (combined)

Total posts (all 

platforms)
30

Interactions 172

Clicks 117

Click- through rate 1.14%

Engagement rate 2.29%

Impressions 10,256

Shares 6

New Contacts 22

May 2023- Present

This campaign promotes AJ’s features in Forbes 

Technology Council Panel Q&A articles. The 

campaign features visually appealing graphics, 
engaging captions, and call-to-actions.

*Based on a follower-based method [12,613]. Anything above 2% 
social media engagement rate is considered great.



APAC PR Social 
Media Campaigns

April 2023- June 2023

This social media campaign highlights members 

Beyond Limits APAC in articles published by local 

news outlets. Engaging graphics, incorporating 

headshots, logos, and compelling CTAs, are 

used throughout the campaign.

HubSpot Analytics
KPIs

(combined)

Published Posts

(LI, TW, FB)
14

Interactions 145

Clicks 48

Click-Through Rate​ 1.03%

Avg. Engagement 

Rate
1.14%

Shares 18

Impressions 4,634

*Based on a follower-based method 

[132]. Above 2% social media 

engagement rate is considered great.
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Holiday Content

Jordan Independence Day 

(EMEA)

May 24th

Earth Day

April 22nd

EID Al Adha (EMEA)

June 27th

https://www.linkedin.com/feed/update/urn:li:activity:7067607948327358464
https://www.linkedin.com/feed/update/urn:li:activity:7067607948327358464
https://www.linkedin.com/feed/update/urn:li:activity:7067607948327358464
https://www.linkedin.com/feed/update/urn:li:activity:7079246553743314944
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KPIs 05/10-05/15

Impressions 9,445

Clicks 156

Click-through 

rate
1.65%*

Cost per click $1.28

Total Spend $200

View LinkedIn Post

*With a global average CTR for LinkedIn ads of 0.39 to 0.65%, everything 

above that should be considered an acceptable result. A good CTR should be 

at least 1%, and everything above that is exceptional

LinkedIn Boosted Post #1

https://www.linkedin.com/feed/update/urn:li:activity:7027338528279695360


LinkedIn Boosted Post #2

Q2 2023

View LinkedIn Post

*With a global average CTR for LinkedIn ads of 0.39 to 0.65%, everything 

above that should be considered an acceptable result. A good CTR should be 

at least 1%, and everything above that is exceptional

KPIs 06/26-07/02

Impressions 8,936

Clicks 148

Click-through 

rate
1.66%*

Cost per click $1.35

Total Spend $200

https://www.linkedin.com/feed/update/urn:li:activity:7078045889465880576
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Website Traffic
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Competitor Rankings
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Trending Competitor Posts • Employee Spotlights, promotions/leadership 

changes

• Partnership announcements

• Employee interviews

• Video Clips

• In person event photos of employees/people

• Messages & interviews from leadership
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Competitor "Life at Company" Posts

Aspen Tech: Content & testimonials 

surrounding Diversity Equity & Inclusion

AVEVA: Video about diversity and inclusion + external 

link to all the awards they've received for being an 

inclusive company
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Q3 Snapshot
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Active Campaigns Holidays Beyonders Interns New Platforms

LinkedIn Newsletter (bi-weekly)

The Human Element (bi-weekly)

Forbes Tech Council- Panel Q&A

APAC PR

AI Appreciation Day (07/16)

Saudi National Day (EMEA) 

(09/23)

Dodgers game

Volunteering

Panel Speakers

Instagram (revamp)

Threads (new)
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DocLink by Altec Organic Content

Platform​ LinkedIn​ Twitter​

Total Followers 4,283 1,377

New Followers (Q2) 89 -6

% Growth 2.12% -.45%

% growth compared to last quarter growth* 1.88% -0.34%

Click- through rate 0.3%* N/A

Engagement rate 9.5%* 4.3%*

Published Posts​ 39 13

Interactions​ 353 11

Clicks​ 23 46

Shares​ 30 2

Impressions​ 8,196 N/A

5,660 Total followers

52 Total published posts this quarter

*Based on a follower-based method [4,283]. Anything above 2% social media engagement rate is 

considered great.
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DocLink by Altec LinkedIn Visitors

Job Function Total views

Business 

Development
449 (21.1%)

Sales 322 (15.2%)

Human Resources 160 (7.5%)

Marketing 160 (7.5%)

Information 

Technology
105 (4.9%)

Research 95 (4.5%)

Industry Total views

Software 

Development
321 (15.1%)

IT Services and IT 

Consulting
206 (9.7%)

Real Estate 174 (8.2%)

Advertising 

Services
128 (6%)

Staffing 

and Recruiting
70 (3.3%)

Measuring and 

Control Instrument 
Manufacturing

54 (2.5%)

Location Total views

Orange County, CA 266 (12.5%)

Greater Los Angeles 308 (14.5%)

Greater Seattle Area 58 (2.7%)

Milton Keynes, UK 57 (2.7%)

Miami/ Fort Lauderdale 40 (1.9%)

Greater New York City 35 (1.6%)

Greater San Diego 34 (1.6%)
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DocLink by Altec Organic Content

Interactions 28 26 22

Impressions 433 507 509

Shares 2 0 4

Key Points

• Posts with partnerships, events, and CAM tags/ hashtags receive the most engagement

• Videos are outperforming static images

• IRL photos of DocLink employees



Organic Social

Media Campaigns
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DocLink Webinars & Events

HubSpot Analytics
KPIs

(combined)

Published Posts 32

Interactions 304

Clicks 51

Click-Through Rate​ 0.9%

Engagement Rate 6.7%

Shares 26

Impressions 5,653

April 2023- Present

These campaigns aim to drive registrations for 
DocLink's webinars and in-person events. By 

leveraging social media, the campaign 

creates awareness about the upcoming 
events, highlight their value, and encourage 

individuals to attend.

*anything above 2% social media engagement rate is 

great based on a 5,660 follower-based method.



DocLink Customer Success Team

HubSpot Analytics
KPIs

(combined)

Published Posts 4

Interactions 65

Clicks 32

Click-Through Rate​ 3.4%

Engagement Rate 5.1%

Shares 15

Impressions 943

Web Sessions 4,435

New Campaign

This campaign features a landing page, new 
headshots, and video social media posts 
via LinkedIn and Twitter to foster stronger 

connections with DocLink customers.

*anything above 2% social media engagement rate is 

great based on a 5,660 follower-based method.
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DocLink by Altec Email Stats

KPI April '23 May '23 June '23 Q2 Total

Deliveries 69,447 82,347 88,219 240,013

Opens 14,367 18,597 21,383 54,347

Open Rate 21.3% 22.5% 24.23% 22.7%*

Unique Clicks 1,077 1,680 5,843 8,600

Web Visits 12 392 1,331 1,735

Bounces 1,423 1,981 2,647 6,051

*The average email marketing open rate in 2023 is 21.33% across all industries when removing Apple MPP proxy opens.

Q2 2023

https://mailchimp.com/resources/email-marketing-benchmarks/


Q2 White Space Email Campaign (#1-8)

KPI Q2 Total

Total Emails 8

Emails Sent 41,973

Deliveries 40,547

Unique Opens 5,057

Avg. Open Rate 12.5%

Unique Clicks 1,385

Web Visits 288

*The average email marketing open rate in 2023 is 21.33% across all industries when removing Apple MPP proxy opens.

Q2 2023

Key Take Aways 

Top Performing Subject Lines

1. ⚙️Automate [any] AP form! 

2. 🎮Level up your AP game today! 

3. 🐌 Say NO to [purchase request] delays 

• Jerry's emails have the highest open rate s 

(overseeing 2 territories)

• Andrew's emails have the highest click rate s

https://mailchimp.com/resources/email-marketing-benchmarks/


Website Traffic (GA4)

Q2 2023



*On websites and online businesses, on average, a good engagement rate is somewhere between 60% and 70%.

Altec-inc.com Website Traffic
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DocLink LinkedIn Competitor Rankings
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Trending Competitor Posts

• Industry relevant hot topics

• Event promo
• Video content

• In-person conference photos tagging 

employees and partners
• Informational posts providing tips
• Achievements

• Awards

• Follower count milestone

• Employee recognition
• Announcements

• Rebranding
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Q3 Snapshot

DocLink Event Campaigns: Social Media & Email

DocLinkU Customer Webinars Prospect Webinars How-To Webinars Partner Webinars

(08/21) Admin 101

(07/07) Introduction 

to DocLink4.1 (Cloud 
tenants ONLY)

(07/19) Streamline, 

Simplify, Succeed

(07/20) ADMIN: How to 

Patch Doclink

(07/20) Close more deals 

by giving your clients 
what they need

(09/11) Advanced Admin
(07/18) Use DocLink On-

the-Go!

(08/23) AP Automation 

Delivers A+ Results

(08/17)Manual Index 

with the Smart Client

(08/24) Understanding 

the ROI of DocLink

(08/22) 3 Ways to 

SimplifyYour Audit Prep

(09/20)From Chaos to 

Control: Transform Your 
AP Processes

(09/21)Manual Index 

with the Web Client

(09/21) Seizing the 

Opportunity: Moving 
Forward with 

Your DocLinkLead!

(09/19) Why, How and 

When 
to Upgrade DocLink!
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