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B2B LINKEDIN MARKETING CASE STUDY - GOVERNMENT FUNDING ADVISORY

SELLING A $200M
PROCUREMENT
PRACTICE TO

AN AUDIENCE
THAT SCROLLS
PAST EVERYTHING

Aegis Creek helps deep tech companies raise non-dilutive government
capital. Its team has authored hundreds of winning federal proposals, and

almost none of that was visible to the founders who needed it. We built a

content engine, a LinkedIn publishing rhythm and a paid video campaign

that put the firm's core argument in front of a quarter of a million
professional feeds.

LINKEDIN CONTENT STRATEGY LINKEDIN VIDEO ADS THOUGHT LEADERSHIP BRAND POSITIONING

Raising Government
Funds for Al,
Cleantech, and Semi

FREE ASSESSMENT

261,101 249,266 $269.21 9

Paid impressions delivered Video views recorded Total campaign spend Insights articles on federal
funding programmes

LINKEDIN CAMPAIGN MANAGER LINKEDIN CAMPAIGN MANAGER 20 AUG - 18 SEP 2026
OWNED BLOG
CLIENT INDUSTRY SERVICES GOAL PERIOD
Aegis Creek Government funding advisory Content - LinkedIn - Paid Visibility & qualified reach 20 Aug - 18 Sep 2026
THE CLIENT

A FIRM WITH ENORMOUS
CREDIBILITY AND ALMOST
NO WAY TO SHOW IT World-Class, Full-Life

Cycle Government

Aegis Creek's team has authored winning federal proposals from Strategy
$100K R&D grants to $200M+ procurements, across NSF, NIH, USDA,
DOE, DARPA, SOCOM, Army Futures Command and the Space Force. It
is headquartered in Palo Alto, with Washington D.C. and Austin

presence.

Federal funding, defense contracts and strategic positioning for technology and

Government funding advisory is a referral business, won in rooms and G s G I e s
over introductions. That works until the firm wants to be found by the
deep tech company that does not yet know a programme office exists,

let alone which one funds their technology.

THE CHALLENGE

FIVE GAPS BETWEEN WHAT THE FIRM
KNOWS AND WHAT THE MARKET SEES

The challenge was never capability. A deep tech founder evaluating funding
advisors has no way to tell a firm with USSOCOM and CIA acquisition experience
from a firm with a template and a subscription to a solicitation database. Both

have a website. Both say “we win grants”.

REACH THE RIGHT PROVE CREDIBILITY PUBLISH MOVE AT BE DISCOVERABLE
AUDIENCE EARLY CONSISTENTLY SOLICITATION AT ALL
Founders and CTOs are Expertise is invisible on a Deep knowledge surfaces SPEED Non-dilutive capital is
worrying about runway, services page, so every in meetings, not in public. Timely commentary arrives unfamiliar to most venture-
not searching for “grant sales conversation starts after the window closes track founders.
writer”, from scratch. without a production

system.

FOUNDERS CTOS HEADS OF BD PROGRAMME LEADS

Deciding whether government Holding the technology that Looking for a route to Needing to act on a change while
capital is worth pursuing at all. agencies actually need solved. programmes they have never itis still actionable.
heard of.

WHAT WE BUILT

01 / 05

ONE FUNDING INSIGHT, FIVE SURFACES

The engagement was never to run posts. It was to build a repeatable system: take
live federal funding intelligence, turn it into a point of view, publish it where the
buyer actually reads, republish it to an asset the firm owns, and put paid
distribution behind the sharpest argument the firm has.

FUNDING LINKEDIN INSIGHTS PAID VIDEO CONVERSION
INTELLIGENCE POST ARTICLE AMPLIFICATION PATH

LIVE PROGRAMMES WHERE BUYERS READ OWNED & INDEXABLE REACH LAYER FORM - CALENDLY

ENGAGEMENT SIGNALS FEED TOPIC SELECTION FOR THE NEXT CYCLE
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POSITION ON THE OUTCOME,
NOT THE PAPERWORK Shratosio Exportive

The category default is to sell the deliverable: proposal Non-Dilutive Capital
writing, grant applications, compliance support. Aegis Creek's

positioning sells the strategic outcome instead, non-dilutive

Government Grant Strategy Al & Emerging Tech

capital, and treats the paperwork as the mechanism.

NAME THE SECTORS “Al, Cleantech, and Semi” in the H1 qualifies S B il B
the buyer before any body copy is read. mown ;

LEAD WITH NON- The word that reframes government funding ke A ket R b
DILUTIVE as capital that costs no equity. s it

PRACTITIONERS FIRST “Technologists and entrepreneurs first,

consultants second.”

GOVERNMENT AS Find the agency's problem, position the
CUSTOMER capability as the answer.

THE PUBLISHED LIBRARY

01 Small Business Innovation and Economic Security Act 03 / @5

02 DCSA MPP Broad Agency Announcement NINE ARTICLES ANSWERING
03 DARPA's Smash Program: reinventing how America separates ONE UNASKED OUESTION

critical materials Every Insights piece answers something the reader has not

04 The Army Is Funding Soldier Technology Research Year-Round Ui e8¢ 5 U el Meney alEaey Spean o iz,

build? Each takes a live, under-covered funding vehicle and
05 The Army Corps of Engineers Is Funding Research Year-Round explains who it is for and how to get in. There is deliberately

o6 BARDA Just Updated Its Open Solicitation no promotional content in the library. Making the system

legible for free is the pitch.
07 A 5-Year Navy Test and Evaluation Contract Is Opening

DARPA BARDA DCSA Army Corps of Engineers Navy T&E
08 The Federal Government Is Looking for a Lab to Screen Epilepsy

Drugs

NIH SBIR& STTR

09 Why Non-dilutive Funding Matters
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THE ONE CHANNEL WHERE THE
AUDIENCE IS ADDRESSABLE
BY WHO THEY ARE

A founder at a 30-person semiconductor company is a BI‘OOId
qualified prospect almost by definition. LinkedIn is the only Agency
major surface that reaches that person by role, seniority, Announcemen-l-

company size and industry rather than by what they typed

(=7.V_.N

The Defense Counterintelligence and Security Agency
DCSA doesn't make headlines the way the United
States D

into a search box. The company page is the publishing home.
Each article lives twice: once in the feed where the audience
already is, once on the firm's own domain where it becomes

an owned, linkable, indexable asset.

the federal g...

Paid is the reach layer. Avideo views Sl 2l carried the The same article, republished on the firm's own domain as an

firm's central argument: strong technology is only the starting owned, indexable page.

point.
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THREE CREATIVES, ONE
ARGUMENT, ESCALATING

HOOK ARCHITECTURE

A Doesn't need more proposals — needs a strategy
All three are built on one rhetorical move: take away the thing
B Great technology doesn't win — mission-critical technology the prospect thinks is the answer, then name the real one.
does . . _— .
Each headline is negation followed by substitution, which
c $5B taught us one thing — winningis a system works in a feed because the first three words disagree with
the reader.
The third closes on the only question in the set: “What's your
system?” The set shares one visual grammar of deep navy, a cyan-to-

magenta gradient from the Aegis Creek mark, condensed

display type and a full-width call to action.

@ e ©

YOUR GREAT $5B+IN
STARTUP 3 TECHNOLOGY FEDERAL FUNDING
DOESNT NEED A DOESNT - TAUGHT US ONE THING:
MORE : y WI N FEDERAL * . ~ WINNING IS A SYSTEM. WHAT'S YOUR SYSTEM?
PROPOSALS e FUNDING ~ \

it Needs a Winning Mission-Critical Technology Does.

Federal Funding Strategy

- . HEDULE
e —— — -
FOR MORE INFORMATION S FOR MORE INFORMATION . ——

www.aegiscreek.com < www.aegiscreek.com —

REFRAME THE ACTIVITY REFRAME THE BELIEF ASSERT AUTHORITY, THEN ASK
Speaks to the founder already submitting and losing.  Challenges the assumption that the best technology =~ Closes on the only question in the set: what's your
wins. system?

RESULTS & IMPACT

VISIBILITY INFRASTRUCTURE, AT
THE LEVEL IT CAN BE DEFENDED

This engagement built reach and assets. The honest account of its impact is

what was verifiably delivered and what now exists.

2 6 1 1 0 1 impressions 2 2 B 2 Average dwell time
] Inside a four-week window, against $269.21 of ° s Not a scroll-past. For a cold audience meeting an

media spend. unfamiliar firm, a genuine hearing.

7 9 Clicks, all to the landing page — s 1 0 3 CPM (derived)
None diverted to profiles or page views. = i Spend divided by impressions. Cost per view is

roughly $0.001.

Owned Insights articles Repeatable system
Published to the firm's own domain rather than Intelligence to post to article to paid amplification,

rented feed space. a cycle the firm can run indefinitely.

Campaign figures are read from the LinkedIn Campaign Manager export; CPM and cost per view
are arithmetic on those figures. No leads, revenue, pipeline or ROl are claimed, because
conversion tracking was not in place during the period.

WHAT'S NEXT

TURNING REACH INTO AN
AUDIENCE THE FIRM KEEPS | o cnetiomenstacnsysooung soctsiresovers

outcomes.

LINKEDIN INSIGHT TAG

Retarget video viewers and site visitors instead of paying for reach twice.

The creative is working. The next flight should be set up to keep what
UTM DISCIPLINE

it buys, and to prove what it produces.
On every paid and organic link, so channel contribution is separable.

QUESTIONS

ABOUT THIS B2B MARKETING CASE STUDY

HOW MUCH DID THE LINKEDIN CAMPAIGN COST AND DELIVER? +
WHY LINKEDIN FOR A GOVERNMENT FUNDING ADVISORY FIRM? +

CAN CONTENT MARKETING WORK FOR A REFERRAL-BASED PROFESSIONAL SERVICES FIRM? +

EXPERTISE IS GENUINE

AND INVISIBLE? THAT IS A
DISTRIBUTION PROBLEM.

_ DOWNLOAD THE FULL CASE STUDY
Bytes & Partners combines strategy, content and

technology to reach the audiences that matter, and

instruments the result so the impact can be proved rather

than asserted.
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