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VWhat you will learn in this guide

Introduction How they work How to set it up Reporting

What are Document Ads? How do Document Getting started checklist Key Metrics FAQ
Ads work?
Why Document Ads? How to create @ Reporting in Best Practices
Specs Document Ad Campaign Manager
What can you do with Product Questions
Document Ads? Chargeability How to edit o
and Layout Document Ad Usetul links

When should you use
Document Ads? Limitations How to duplicate
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TIP: Click the home button to return to this page at any stage during this guide.
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Collect high-intent leads and accelerate

interest through the funnel.
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Document Ads allow advertisers to promote
documents directly in the LinkedIn teed, where
memlbers can easily read and downloao
content without having to leave the platform.
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Choose to share your content freely to build
awareness and grow thought leadership or
gate your document with a Lead Gen Form to
capture interested leads.
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Why Document Ads”

L1 | |
A
Build awareness and Collect Quality Vleasure audience
nurture key audiences Leads interest in your content
Boost engagement with audiences by Capture quality leads by gating your Learn how much of your document is
sharing educational, inspiring content document with a Lead Gen Form. read and downloaded to inform your

they can read and download directly Share a preview of your document to strategy across all phases of the

in their feed. generate interest and convert at marketing funnel.
scale.
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VWhat can you do
with Document Ads”

¢ Leverage your full content library of J Drive engagement and
eBooks, case studies, white papers, conversions across all phases
infographics, or slides to nurture of the marketing funnel
audiences and increase interest

«' Collect high-quality leads at scale / Measure impact of your content
by requiring members to exchange by understanding member
information for access to your interest and engagement with
full document your document
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VWhen should you

use Document Ads”?

Let members gain knowledge and be informed on topics related to your
product/service via different mediums

Inform with thought leadership via eBooks & Slides.

Demonstrate best practices via guides & tip sheets Show off how to use your product and service, and best practices

Share how other customers have found success and results through a
Showcase success of other customers via case studies. case study or customer testimoniall

Demonstrate command overyour sector, industry or vertical by showing 7z

Present research & trends via data sheets & analyst reports. data sheets & andlyst reports

Drive bottom of funnel results by gating documents to capture interested

Collect interestedleads through gated e-Books, guides, reports etc. lecidk

Position your company as an employer of choice by highlighting diversity

Attract high-quadlity talent via inf tive inf hi d how-t ides.
ractigh-quaiity Falent vidinformative Infographies anc how-to gin initiatives, mission & values, and providing educational resources
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Document Ads are delivered to a member’s
newsteed where they can easily view and Global Marketing Trends
quickly read your Document without needing
to leave LinkedIn.

Advertisers can decide to provide members
full access to their document or require
members to complete a Lead Gen Form
betore accessing their content.
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Members will be served Document Ads in the
newsfeed where they can read the entire  Globl Morketing Trends
document without having to leave LinkedIn or T
orovide additional information.

Users can download your document directly

. ; . ) . 222 e
to their desktop or mobile device.
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Introduction

What is the Lead Gen

Form Experience? -

Search

Malini Misra follows Fixdex

now view our comprehensive overview o
global marketing trends in 2021.

Fixdex promoted

your brand fall behind...

Members will be served a preview of your
Document Ad in the newstfeed.

Global Marketing Trends

>> Want to see more,

unlock the full
document below

Once they view the maximum number of
oages, they will need to select “Unlock
Document” and complete a Lead Gen Form
to view the full document. ‘ .

& Unlock full document

2 comments

mmmmmmm

All leads will receive a confirmation message
in their LinkedIn inbox that includes the
downloadable document, a thank you
message, and an oft-site link.
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Document Ad
Specifications

1 File Type: 2 Limits:

PDF, DOC, DOCX, PPT, PPTX 300 Pages or IMM Words
2 Aspect Ratio: 4 Size:

Vertical, Horizontal, Square 100MB

To see full specs, visit our help center article here:

Document Ads — Advertising Specifications



https://www.linkedin.com/help/lms/answer/a493903
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John Smith likes this

John Smith likes this

LinkedIn Marketing Solutions
4,604,902 followers
Promoted

LinkedIn Marketing Solutions e Linkedin Marketing Solutions
4,604,902 followers Xeoml 4,604,902 followers
Promoted Promoted

Let’s connect the dots on why we need to give our
campaigns more time to gain traction before deeming
them 'successful’ or ‘'unsuccessful’

This just in: B2B Doesn't have to be boring. Engaging
creative is disruptive, interactive and inspiring. See
how brands are winning over eyeballs in these
examples.

We recently partnered with Edelman to identify and
highlight strategies for engaging B2B customers in
2021. Uncover the five strategies and how to
implement them on the linkedIn platform.

Return to growth 2021

.
The Case for Slowing _
Your ROl Measurement Traits of the Most

Engaging B2B Creative

New B2B Customer
Engagement Strategies

The disconnect

77%

of morketen mecsure RO! n month

95%

Amoog them, 55% odemat
one of thew compaign — betue o having o woles cycle of measurs ROI over
the ochuol soles cycle = complete » 3 manths =6 montha
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The typical B2B sales cycle length

Linked [

Return to growth 2021 Return to growth 2021
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For Engagement
objectives

For Lead Gen

[ J
A% At 1S ﬂ e dI IOJ[OP’Wy C)]E @ objectives
e < >I ) ( )( :l |I‘T]EED ) mQSearch “ ‘ | 0 # | I
b Home Explore Jobs Messaging Notifications Me Work Learning
S -t = o Be Cloud SASE securely - Own your network security destiny. Read Gartner SASE report.

LinkedIn News a8
E’j Start a post

@ Here's who's hiring right now

9h ago . 23,953 readers

O] Phot 1 vid D t Write articl
©31 Photo o B R St ® What's next for the Olympics?
S d Tia Derby 6h ago . 1,287 readers
J cvean Re po rt M ey Account Executiveat Floxls AORDY: Seommended » Planes pile up as demand plummets

Menu to save, share, report, and "\Why am | seeing this ad”. ' Matint Misrarfovert o:iis agore S uecas

Access e:fc!uslw_* tools & insights @ Near the end of an era for US tech?
Try Premium Free for 1 Month 5h ago « 22,481 reader
Shago » 22,4 zaders

Fixdex
® “ 123,456 followers

@ |s WeWork growing up?

. 3 [ My items Fixdex i
Cth J[O L]nkedln POge Promoted 3h ago « 4,801 readers
J Today, I'm releasing a free kit on how to get started with electronic media, for
free. Please DM me if | can help in any other way.

Show more v

(chargeable click) 12 — Tracked under “Clicks to Linkedin Page” -2

Runity Analvtics 2021 Global Marketing Trends - 3 page preview Today's trending courses (]

) o led rvmuli-
Include copy, hashtags, and/or shortened URLs (chargeable clicks)1,2 URL |
clicks are tracked under “Clicks to Landing Page” +? while hashtags and

“ ” 1. “ . . ” My pages (4)
see more” clicks are tracked under “Social actions” +2 S nccorE _
. et Global Marketing Trends

1. Building Online Communities

By Pete Mockaitis

2. Critical Thinking for Better Judgm...

By Sean Adams

See visitor analytics 3. Establishing Credibility as a Speaker

By Dorie Clark

Show more on LinkedIn Learning

Promoted
. i DevTestCo We aim to beat the market, not outguess it
J FUH Screen \/]eVV s ; Page notifications@ 16
Click to open the documentin Full Screen (chargeable click on first click) ! [ restvniersi i

Learn more about investing with
Mintone Fund Advisors

See all my pages

Y Page Viewer (Follow )
Navigate different pages with swipe/scrolling (chargeable click on first click) * ¥ s —
_smmwmw.ﬂ e Add to your feed a
v oo OEE

CTAfor Lead Gen (chargeable clicks)?

Groups

A Arianna Huffington
Founder and CEO at ( 4 Follow )
&4 SF Women in Sales Thrive Global

#4 B2B Sales Professionals

v Social Actions o

The Atlantic
- Popular in the + Follow

1 1 1 1,2 Show more ~~ internet industry
Like, Comment, Share and Sendto Connections (chargeable clicks) e —— Lo
Events -
E5 Harnessing Data Webinar OGQ 18 - 2 comments
See all About Help Privacy & Terms ~ More
o & Like Q Comment (_> Share 1 Send Business Services Advertising

Followed Hashtags
Linked[fl). Linkedin Corporation & 2016

# accounting Be the first to comment on this
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Introduction

VWhat is the anatomy ot o
deSktOp DOCU MENT Adrp Note: Thisis full view

2021 Global Marketing Trends - 3 pages Accessibility mode

| Download Button
v Download document to device as a PDF

Global Marketing Trends

All the latest benchmarks, insights, + resources you need
to build a smarter marketing strategy.

Next Page
v Click to the next page of the document

Page Viewer
v Scroll/swipe through document with a page scrubber tool.

TIP: URLs links in the Document Viewer will
not work; but URL links will work when PDF is 2021 Global Marketing Trends
dowrﬂocded. Find your focus
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For Engagement
objectives

\What is the anatomy of o , Faiomon
mobile Document Ad”?

9:41

o Q, Search

Malini Misra follows Fixdex

am!
il |

Y Intro Text
Include copy, hashtags, and/or shortened URLs (chargeable clicks) +2 URL
clicks are tracked under “Clicks to Landing Page” 2 while hashtags and —
“see more” clicks are tracked under “Social actions” 12

v Save and Report Menu
Menu to save, share, report, and "\Why am |
seeing this ad”.

Fixdex
_‘% 408,328 followers
Fixdex promoted @ I

Do you know the latest marketing trends? Don't let
your brand fall behind...

Vv Click to LinkedIn Page
(chargeable click) — Tracked under “Clicks

Page Viewer
J o 7712
to LinkedIn Page™ ™

Navigate different pages with swipe/scrolling (chargeable click on first click) * Digital Maturity - Preview 1 of 3 pages

v Unlock Document Vv Full Screen View

CTAfor Lead Gen (chargeable clicks)? Global Marketing Trends D Click to open the documentin Full Screen

(chargeable click on first click)!

Y Social Actions
Like, Comment, Share and Sendto Connections (chargeable clicks

) 1,2

@ Note: See example

q Unlock full document

2 comments

-7
Send

Comment

o D oD il
Bn L ) -_—
Home My Metwark Post Motifications Jobs
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For Engagement
objectives

\What is the anatomy of o , Faiomon
mobile Document Ad”?

Y Intro Text v Download Button
Include copy, hashtags, and/or shortened URLs (chargeable clicks) +2 URL document to device as a PDF
clicks are tracked under “Clicks to Landing Page” 2 while hashtags and — Fixdex

Promoted

“see more” clicks are tracked under “Social actions” 2

Note: Thisis full view

Y Page Viewer

Navigate different pages with swipe/scrolling (chargeable click on first click) -2

Purposae: Built to flourish

Y Social Actions

Like, Comment, Share and Send to Connections (chargeable clicks)*

Agility: Changing the playbaok
Human Experience: Know thyself

Trust: The promises we keep—or don't

Participation: A two-way street

Fusion: The new ecosystem

TIP: URLs links in the Document Viewer will
not work: but URL links will work when PDF is

downloaded

2 Comments

@

Comment Send
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Document Creation Tips and Tricks

Keep the file size
under 100mb

Keepthe file as small as possible for
optimal download experience. You don't
want members to undergo a timely
process. It could risk abandoning the
download.

Keep length of document
under 10 pages

Documents are read mostly on phone or
tablet; so look to keep content short &
snappy. Each page of your document is
convertedto an image on upload, so make
sure your documentisn't one continuous
page. Remember, members don’t have
search functionality in the posts.

Minimize the number of
PDF layers

PDF s with multiple layer render poorly. For
optimal experience, remember to flatten, use
durable hyperlinks. Note: Videos and other
animations in documents aren’t supported
and will display as staticimages instead.

Use images, bullets, and
graphics

Members are most likely to read whenthe
design is image forward, scannable and
visually appealing

Resources

€9

<>

Avoid using CTAs (including
URLs) in your Document

Links and CTAs are not active when read
within the LinkedIn platform. Once the
documentis downloaded, links and CTAs
will become clickable.

Attention-grabbing cover
page

Yourdocument cover (e.g. 1st page) will
be the first thing seen, so make sureiit’s
visually appealing.

Note: Check out our Best Practices

Guide for more tips and tricks



https://helpx.adobe.com/acrobat/kb/printing-complex-pdfs-acrobat.html
Link
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Document Ads Limitations

Campaign Objectives: Placement:
v Only available for Brand Awareness, Engagement, and Lead v/ Not available for LAN or Sponsored
Gen Objectives Messaging
CTA’s: Creative:
v No call-to-actions on the document unless using the Lead Gen v Hyperlinks are not clickable while viewing a
objective which includes the CTA “Unlock Document” document on platform
Reporting: Single Page Documents:
v No reporting on Page Views, View Time, Clicks to open the v Single page documents will not be compatible with the
document, Clicks on the document Lead Gen experience since all creatives must have at

least one previewable page. As a workaround, add a coverage
oage to single page documents to gate them behind a Lead
Gen Form

v API Integrations:

No APl integrations are available until after GA Live Preview:

Not available but we will display an option to preview in
feed with a QR code



OW 10 set up

inkedin

ocument Ads
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Your checklist tor Document Ad success

Here are some things to consider before setting up your Document Ads:

Ensure you have the right Document Ad creatives.
Your documents must have the following:
- Less than 100MB file size

- Below 300 pages or IMM words.
- Must be PDF, DOC(X) or PPT(X).

Determine your campaign objective.
This will help you decide what type of content to use and if you
need to create a Lead Gen Form.

Confirm your document’s layout creates a

seamless member experience.

Ensure your document is easy to read, avoiding multi-column
text and small fonts. Avoid documents over 10 pages and make
sure itisn't uploaded as one continuous page.

Confirm who will follow up with leads.

You could get all the leads in the world but if you don”t have
a sales team following up, they go cold! For a lead generated
online, waiting just five minutes will reduce the likelihood of
contact by 10x factor®.

Set up a plan to manage your leads.

Are you setting up an integration with your CRM or
marketing automation software”? Are you going to
manually download them?

Decide how you plan to evaluate success.

How will you evaluate the success of your document campaign?
What are the key KPI's and metrics your team will use to
evaluate performance?

*Based on a study conducted by Hubspot



https://blog.hubspot.com/marketing/how-and-when-to-follow-up-with-all-types-of-leads
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-irst, log into
Campaign Manager

Advertising LinkedIn Pages Resources Customer Stories

This is an online tool for creating and
managing ad accounts and campaigns.
There are two ways to log in: Advertise on LinkedIn g '

Create ad

1. Loginto your LinkedIn account via the homepage.
Under the ‘Work' tab, select ‘Advertise’

Advertising on Linkedin helps businesses of any size achieve their goals.

2. Login via the Linkedln marketing site

and click 'Create ad' or directly go to
g [=

www.linkedin.com/campaignmanager/accounts

Target a unique audience Create easy and effective ads Control your budget and costs
Over 560M active professionals are on Whether your goal is leads, brand awareness, Control your spend with flexible pricing
LinkedIn. Target them by job title, function, or even event registrations, LinkedIn ads can options. Start with any budget and stop your
industry, and more, help. ads at any time,

View all targeting options How people see ads How ads are priced

D



https://business.linkedin.com/marketing-solutions/ads
https://www.linkedin.com/campaignmanager/accounts
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I'hen, name your
campaign and select
yOour objective B o s e @

Default Group 2

< Untitled campaign 2
Document Ads are i e o
SU pported U nder the fOHOWi ng Objectives: * Objective Let’s get started! Select the objective that best fits your goals below.

Awareness Consideration Conversions

Brand Awareness, Engagement, and Lead Generation

Brand awareness Website visits Lead generation
Engagement Website conversions

Video views Job applicants

TIP:

Curious about lead generation with Document Ads?

The next slide will tell you more.
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Selecting the ‘Lead generation
add a Lead Gen Form to your

Reporting Resources @ Q

" objective allows you to

Document Ad campaign

/. ° 4
Drive up to 4x more leads by gating A Lead Gen Form is pre-filled with Prospects can sign up
your document with a Lead Gen Form. accurate professional information withoutleaving the ad.

from the prospect’s LinkedIn profile,

such as name,

contact info, company

name, seniority, job title and location.
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Next, set up

Linkedln Document Ads Campaign gz

your targeting.

Select Campaign Group
@ Brand awareness Change
| want mare people to learn about my business.

é

Step 2
Set up Campaign
@ Your campaign will be shown to people most likely to view your ads.

You can use any targeting feature, including

Audience

s retargeting & action-based retargeting.

Audience Saved Audiences ¥ f Audiences *

Placement

Budget & Schedule Create a new audience

Conversion Tracking

Where is your target audience?

Locations (Recent or Permanent)

United States

Exclude peoplein other locations

Your audience has their Profile Language set to | English * |®

Your audience size will vary depending on the language selected here. English may be selected as the default language,

Back to account even in areas where a local language is available, to reach all users in the region.
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Ihen, select your ad
format: Document Ao

Default Campaign Group

< Linkedln Document Ads Campaign 2

Select the Document ad tormat

Stan 1 Reset audience View audience summary Save as template
ep

Select Campaign Group

Ad format

Plaocement:

Set up Campaign Choose your ad format

No placement options are available, + ot - = =

¢ Ad format

including LinkedIn Audience Network. o

¢ Budget & Schedule

* Conversion Tracking —=
Document ad i

Create ads of slides, papers or docs that will
Step 3 show in the news feed light ad Follower ad

s B
TIP:
* Document ad Conversation ad

Back to account

Your LinkedIn Audience Network setting has been disabled as it is not available for the ad format =
you selected.
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Once you select your ad
format, set your budget,
schedule and bid type.

Step
Set up Campaign

Budget & Schedule Forecasted Results @
* Objective selection (@ Your Campaign Group is scheduled to run from 116/2019

* Audience Budget Target audience size
160,000,000+

* Ad format Set a lifetime budget w ‘

* Placement

1-day 7-day 30-day @
» Budget & Schedule |

Not sure? Click the circles below to learn

Schedule $310.00 - $900.00

more about bids, budget and schedule: e ek d T

1,500 - 6,400

Your campaign will run for 31 days starting from April 19, 2022. Your campaign will spend no more than
£1,000.00 rotal.

Bidding
Optimization goal (3

Engagement clicks Change

B] d B U d Q et S C h e d U] e Back to account ‘ Bidding strategy (5

a Maximum delivery [Automated) - Get the most results possible with your full budget

Hide additional options ~

Once you're done, click ‘Next’. N—

Measure the actions members take on your website after clicking or viewing your Linkedin ad

+ Add conversions

NOTE: Document Ads will be billed
on a CPC or CPM basis. This is the same

oricing model as all Sponsored Content.



https://business.linkedin.com/marketing-solutions/success/ebooks-and-guides/bidding-guides
https://business.linkedin.com/marketing-solutions/success/ebooks-and-guides/bidding-guides
https://business.linkedin.com/marketing-solutions/success/best-practices/maximize-your-budget
https://business.linkedin.com/marketing-solutions/success/best-practices/maximize-your-budget
https://business.linkedin.com/marketing-solutions/success/best-practices/maximize-your-budget
https://business.linkedin.com/marketing-solutions/success/best-practices/maximize-your-budget
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About
scheduling

Budget & Schedule
(D) Your Campaign Group is scheduled to run from 1/16/2019

Budget

Set a lifetime budget

A start date cannot be in the past. 100000

Schedule

An end date is not required.

|4,|"'IQ}2C|22 ‘ — ‘5}'19}'21]22

A CO m pOig n Wﬂ] e n d eith er VV h e n -i-t hits -th e Your campaign will run for 31 days starting from April 19, 2022, Your campaign will spend no mare than
total budget or campaign end date.

Bidding
Optimization goal &)
Engagement clicks Change

Bidding strategy (3

o Maximum delivery [Automated) - Get the most results possible with your full budget

Hide additional options .~
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Add conversion
tracking

Monitor the valuable actions people take on
your welbsite.

Start date

Conversion tracking lets you see how your o] )

tinuwously starting from April 19, 2022. Your campaign will spend no more than $600.00 this week. From next wi
Il md no more than $700.00 in a week

ads led to valuable actions on your welbsite, O wevmmtmion
including content downloads, sign-ups, s

Engagement clicks Change

UFC| |ases, di Id maore sideing strategy ©
? °
a]) et the most results possible with your full budget
'.'_,". Target cost - Gat the most results possible while staying near your cost goal

ek,

\Visit our help center tor details.

Conversion tracking (optional) &

Measure the actions members take an your website atter clicking ar viewing your | inkedin ad,

4 Add conversions

NOTE: Once you've completed the
campaign setup, click ‘Save and next’ to
continue to set up your ads..



https://www.linkedin.com/help/linkedin/answer/67514?query=conversion%20tracking&hcppcid=search
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Nice work!

You now know how to create your campaign!
Next, we will guide you through creating your ad.
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r

Select your ads
€ | e e for this campaign

Step 1
Select Campaign Group Ads in this campaign £ Create new ad f‘B—_t‘—t_t—’_rowse existing conten

For new document for this campaign, select
‘Create new ad'.

By EE For existing documents used in other

* Placement

* Budget & Schedule To add ads to this campaign, browse cdam pO ] g NS Or O rg ad n]c y Se] eCt ‘ B fOWse

* Conversion Tracking your existing content or create a new

il E xisting Content'.

Step 3
Set up Ads

* Document Ads

Previous Save and exit

Step 4

Review & Launch TI P:
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Suilding your ad -
Awareness &
- ngagement objective

<« Create a new Document ad for this campaign

Mame this ad (optional)

| Linkedin Profile Tips Preview

Name your ad

| Desktop Feed «

Intraductory text

| ntro J[e)(J[ Check out how to use LinkedIn effectively. Stephanie Tilton, Mike Romeff and 620 other cennections follow Linkedin

Keep this under 150 characters to avoid Marketing Solutions

. . Document . Linkedin Marketing Solutions
truncation across most devices. . o e Promoted
Upload Complete Check out how to use Linkedin effectively.
Documentupload Headline ®
| Top tips to Use Linkedin ‘I?E|
Upload your document. Must be PDF, DOC(X) or
PPT(X) and under 100MB.

| Cancel Add to campaign (8

Headline
Will show at the top of the document

It you are using the Lead Gen Objective,

continue to the next slide for campaign set up details




Introduction How they work Set up your campaign Reporting Resources @ Q

Creating your ad -
Lead Gen Objective

[ campaiGN MANAGER B fodex | €3 nrent tansger

N ame yO ur Od & Create a new document ad

Name this ad (optional) Preview

‘ 2021 Global Marekting Trends PDF ‘ Desktop Feed View Full Document

Intro text
Keep this under 150 characters to avoid truncation across most devices.

1. Ad

Introductory text &

Document upload
Upload your document. Must bbe PDF, DOC(X) or PPT(X) and under I00MB. —

ﬂ Do you know the latest marketing trends? Don't let your brand fall behind...

® n 2021MarketingTrends.PDF

Pl’eVieVVClb]e POgeS Document guidelines

Adjust the number of previewable pages by sliding the bar (maximum 10) @ereviouable pages 2
Headline @

H e(]dhﬂe ﬂ 2021 Global Marekting Trends

Will show at the top of the document

2. Form details @ Unlock full document

3. Confirmation

&\ Like & Comment () Share < Send

I P [ ]
I (] Be the first to comment on this

Continue to the next slide for instructions

to create a Lead Gen Form
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| ead Generation

[t you are using the Lead generation
objective, select the Lead Gen Form
you'd like to use for this ad.

Select your Lead Gen Form from the
dropdown, or create a new one by
clicking ‘Create a Lead Gen Form'.

Create new...
Form - Constance
Form - May 2, 2022
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[t you'd like to build o
new Lead Gen Form,
vou'll do that now —

1. Form details

2. Lead details & custom questions

{ Formlafl) 3
Profile information %)

Custom questicns &

+ Add custom question (0/3)

TIP:
° Custom chec ()

V + Add custom checkbox (0/5)

3. Confirmation

4. Hidden fields (optional)

Cancel

NOTE This creation flow will open in a new tab. Once
you finish building your Document Ad, you can close
the tab to go back to the Document Ad draft. Your
form will appear in the dropdown once you hit ‘Create’
in the new tab.



https://business.linkedin.com/marketing-solutions/cx/21/10/lead-gen-ads?trk=sem_lms_gaw&src=go-pa&veh=LMS-S_NAMER_US_High_EN-US_SEM_SEM_GoogleAds_NA_ALL_NA_NA_Core_SelfServeLP_LeadGenForms_Brand_Exact_593572252005_SearchTheme_linkedin%20lead%20gen%20forms_c__kwd-299493389697_14254516739&mcid=6833116242744877149&cname=LMS-S_NAMER_US_High_EN-US_SEM_SEM_GoogleAds_NA_ALL_NA_NA_Core_SelfServeLP_LeadGenForms_Brand_Exact&camid=14254516739&asid=123123700742&targetid=kwd-299493389697&crid=593572252005&placement=&dev=c&ends=1&gclid=CjwKCAjw7IeUBhBbEiwADhiEMbg5K4EyjFRp84kEZMMhC1UO8a0yqanWvWewv23Wq5Tdyja7UhtzzhoCZWIQAvD_BwE&gclsrc=aw.ds
https://business.linkedin.com/content/dam/me/business/en-us/talent-solutions-lodestone/body/pdf/LGF-Playbook-LinkedIn.pdf

Introduction How they work

Check and resolve
any errors before
SAVINg your Ao

Before you're able to click ‘Create ad’,
you must resolve all errors in red.

Once a Document Ad is saved, you
cannot edit the document and will
need to create a new ad.

Set up your campaign

Reporting

reate a new Document ad for this campaign

Resources

<>
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Once you finish,
click ‘Create’ to
save your Ao

« Create a new Document ad for this campaign

Mame this ad (optional) Praview
Document Ad 1 Maobile Fead -

Actual ads shown in Feed will not be cropped or altered
Intreductory text (& @ a

Chick bedow 1o access our 2021 Annual Report!

Document

Doznirmage Ads Tesl docs

Headling (3

Document Ads Test.dacx

Y TIP:

Cancel
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Confirm your ads
in the campaign

It Ads Campaign g

Ads in this campaign 3 Create new ad ‘ Browse existing content

Review your ads and add any
ES additional ads.

FEED ADS (®

Hit ‘Next’ when done.

i LinkedIn Profile Tips
| B

Top tips to Use Linkedin Billing information

Check out how to use Linkedin effectively. needed

Document ad - Direct sponsored content - ID:

111196776
‘ Previous ‘ Save and exit ‘m
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Review the
campaign details
and launch! ... R

Default Campaign Group  g*
Lead generation - Jan 30, 2020 ¢

Step 1 aL
Set up Campaign

« Objective selection

Make sure all the information

« Ad farmat

« Placement

looks accurate.

» Comersion Tracking

Step 2
Setup Ads

« Conversation Ads

Step 3
Review & Launch [T

Back to account |

TIP:
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How to edit a
Document Ao

In this section, you will learn about the current
editing capabilities within Document Ads.
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- diting o
campaign

Q. | = Optimaing | Conversation Ads Beta Bug Bash

Default Campaign Group &

To make changes to the campaign in draft € Lead generation - Jan 30,2020 /

Step1 Forecasted Results &
Create new ad

mode, click ‘Edit’ in the ellipses on the s © |

+ Objective selection

Search by name or keyword 14,000+
‘ ° ° ° ’ « Audience .
Ads in this campaign’ screen. .

w5t 3
+ Budget & Schedule

normal et 30-day spend

» Conversion Tracking £370.00 - 51, 452.00 ®

test 3 I0-day Impres

¥ D Firgnce Say Vet To Auiomation - OPT 1pdf - 3 pages 18,000 - 73,000
Step 2 fastd -
Setup Ads et ad - Direct sponsored content « I0: JEEPITIEA
Feem « Mar 1, 207 Edlt ¥ - 0.43%
« Conversation Ads i leads  |TLLET

TIP: - =
. Preview
- w clicks
Step 3 B IELI | -
Review & Launch [[XEI Duplicate etod rosults are directions estimalss and
puarantes periormance. Leanm mong

@

Back to account

Manage Tracking

®

D
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Duplicating
Q cregatve

Default Campaign Group &

You are currently unable to edit a saved © Lead generation - Jan 30,2020 ¢
document in a campaign under the Brand e
Awareness and Engagement objectives.

I0-day pand
£370.00 - $1,452.00 @

To make edit the document, duplicate the S = I R
existing live creative to make a new dratt in R - —
the same campaign. oo

Manage Tracking

©




How to
et reporting 1n
Campaign Manager

In this section, you will be introduced to
reporting within Document Ads.
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m CAMPAIGN MANAGER E Ideacubator :EE:\' OBB Business USD Account @

You can view reporting
in Campaign Manager

EMEA Account ) tokal campasgn growups 257 total ca

Filters * Columns: Documents v  Breakdown »  Timerange: 12/3/2018 - 1/4/2019 = Export

Campaign Name Status o <= Impressions o Clicks 2 Average Default age CPM 2 Average CPC 2 Conversions o Cost Per Conve
IE efau 5

Search by nama, camgaign 1D, o type All
J L Performance

Total clicks and downloads are

EMEA Academic Em - Engagement

represented in the reporting dashboard O B e

CXO ADS Campaign

D: 13456896 - Sponsored Content Complated ) Sponsorsd Messaging

CXOADS Campaign Video

B Completed =
ID: 13458896 - Sponsored Content )
T ' Budget & Bid

CXO ADS Campaign

O 13458896 - Sponsored Content Talent Leads

Be sure to switch your view to ‘Document Ads’

CXOADS Campaign Job Applicants

: ID; 13458896 + Sponsored Content Completed ¥

x: 1345ER96 - Sponsored Content

To view Lead Gen Form performance, just switch O CoRICmEEs x| ook

CXO ADS Campaign

your view to ‘Conversions & Leads’ O o ot

CXO ADS Campaign

[x: 13458896 - Sponsored Content

Customize Columns

Completed *
CXOADS Campaign
Spondored Content

. CXOADS Campaign

e
Il 13458896 - Sponsored Content Completed

CXO ADS Campaign
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Resources @ Q

Document Ads
Performance Reporting

[ camPaIGN MANAGER

CAMPAIGH PERFORMANCE WEBSITE DEMDGRAPHICS

Clicks: Total clicks on the Document.
Accounts Campaign Groups Campaigns

C'ﬁ C |‘<S are d e- d U p e d [ Marketing CXO Account X ] 123 total campaign groups | Marekting Trends 2021 X 123 total ads

| Search by name or ID | Filters Column NEW Breakdown +  Time range: 5f16/2021- 614/2021 =

Ad Name 2 Cost Per Result 2 Impressions 2 Clicks 2 Average CTR 2 Download Clicks 2 Viral Download Clicks 2
[ 2ads

CTR: Total clicks divided by total impressions
Download Clicks: See the number of clicks to the M“
“Download” button

Creative 1D: 120042643 - Sponsoned Content - Document ac

pdf_2_pages.pdf
Detober demo of SCP

Viral Download Clicks: Number of clicks on the
“Download” button resulting from users sharing a
Document ad to their own network of connections.

Show 100 per page

Linked[ Linkedin Comoration® 2020 Help Center  Certified Partners  Privacy and Terms
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Resources @ Q

Document Ads
Performance Reporting

M camPaIGN MANAGER

CAMPAIGH PERFORMANCE WEBSITE DEMOGRAFHICS

Displays: Learn how much ot your document is

Campaign Groups Campaigns Ads

displayed to members (25%, 50%, 75%)

Bulk Actions ¥ [ Performance Chart | Demographics H Export ]
Comp]etionS: LeOn hOW mOny members com p]eted document Filters (4) w Breakdown w  Time range: 3/21/2022 - 4/19/2022
your document Campaign Name © ~ . . —

1 filtered of 1,407 campaigns

Document Ads
1D: 194445084 - Sponsored Content

Viral Displays: Learn how much of your document is

displayed by those not directly in your target
audience (25%, 50%, /5%)

Show 15 per page

Viral Completions: Lean how many members not
d.lrecﬂy .In your .tO rge.t OUd]@ﬂCe COmp]eJ[ed yOUI' Linked[l) Linkedin Comporation® 2020 Help Center  Certified Partners  Privacy and Terms
document




Resources @ Q
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Document Ads
Engagement Reporting

1] campaiGN MANAGER

CAMPAIGN PERFORMANCE WEBSITE DEMOGRAPHICS

Be sure to switch your columns view to ‘Engagement’

Accounts

1selected X

Clicks to Landing Page: \When members clicks URL
-i n th e -i ntro tex-t. a -a:wl”rml :“ r-.”:;; Ii(.:.rjm ents Follows 2 Other 2 Total Social Actions = G Cli:ki l.: Lir::adln Page = Total En::;r;:::r:“rwz::::ﬂ-::::lz::jk ;

103 5,960 6,121

Clicks to LinkedIln Landing Page: \When member
clicks Page icon & name

Show 15 per page «

Total Engagement: All clicks, both paid and free.

Engagement Rate: Number of all clicks divided by
IMpressions

Linked[}] Linkedin Corporstion® 2020 Help Center  Certified Partmers  Privacy and Terms
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Document Ads Lead
Gen Forms Reporting

[ camPaIGN MANAGER

CAMPAIGN PERFORMANCE WEBSITE DEMODGRAPHICS

Be sure to switch your columns view to ‘Leads &

Conversions’
| Bulk Actions | Performance Chart Demographics || Export |
Leads: Total number of leads collected from this [document | pes @)+ couens: Eonvogonssiagge T] srenaom « Timo nce: sava0az - anoaozz +

: Campaign Name 2 turn on Ad Spend n r i r Event Registrations
campaign

[ 1filtered of 1,407 campaigns

— Document Ads
- ID: 194445084 - Sponsored Content

Lead Form Opens: Total number of unique
members who opened a form

Show 15 per page «

Lead Form Completion Rate: Number of Lead
Form submitted divided by Lead Form Opens

LinkedP] Linkedin Corporation® 2020 Help Center  Certified Partners  Privacy and Terms

Cost Per Lead: Total spend divided by total Leads
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Resources @ Q

You can export

This report will show the number of clicks

(S10]0 N g 1n on each button.
CCH NPAIgn M anager There are ‘Total rows that sum up data in each
column. Be sure to disregard these rows it you're
Clicks on each button can be found doing your own calculations, pivot tables, etc.
in the exported .CSV report.
. AF A AH Al Al AK AL
Follow these three steps: \
Button Sends Opens Clicks (Sponsored InMail) Button Clicks Banner Click: Link Clicks  Cos!
Total 0 (1] 74 74 0 0
EXpOrJ[ CS\/ repOrt nmu employees’ laboriou: 0 0 7 7 0 0
How could this help me? 0 0 11 11 0 0
Show me more resea_\rr.:hi 0 0 24 24 0 0
Select Report Type e ———
| Talk to an expert 1] 0 2 2 0 0
. . Let me talk to an expert 1] 0 1 1 0 0
Conversation Ad CTA reporting show me more research 0 0 3 3 0 0
Download now 0 0 2 2 0 0
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Brand awareness  Engagement Leadgeneration

objective objective objective
What metrics
Reach Yes Yes Yes
S h O U-‘ O yO J U Se 7% Document Viewed Yes Yes Yes

to evaluate campaign

Click Thr h R Y Y N
performance? ok Through Rate . . :

Engagement Rate Yes Yes Yes

E valuate your campaign based LGF Open Rate No No Yes
on your objectives and goadls.
Use this matrix as a guide to help

: Document Downloads Yes Yes No
you select metrics to track success

Lead Fill Rate No No Yes

at each stage of the tunnel. -
Cost Per Lead No No Yes
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Detfinitions of
reporting metrics

Currently, displays only
w tracks % of your document viewed in feed.

We cannot track once the document is
downloaded and read off-feed.

Set up your campaign Reporting

Resources

<>

Metric Definition

Clicks

Total clicks on the Document. Clicks are de-duped

Download Clicks

See the number of clicks to the “Download” button

Viral Download Clicks

Number of clicks on the “Download” button resulting from users sharing
a Document ad to their own network of connections.

Clicks to Landing
Page

When members clicks URL in the intro text

Clicks to LinkedIn
Page

When member clicks Page icon & name

Total Engagement

All social actions and clicks, both paid and free.

Engagement Rate

Number of all engagements divided by impression

Learn how much of your document is displayed to members (20%,

Displays 00%, 75%). Display is calculated by the total number of pages viewed
divided by the total number of pages in the document
Learn how much of your document is displayed by those not directly in
Viral Displays your target audience (20%, 50%, /5%). Display is calculated by the

total number of pages viewed divided by the total number of pages in
the document

Completions

Lean how many members completed your document




-requently Asked
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® O

-or best quality document, we recommend using a PDF file.

For accessibility purposes, Use one of the standard layouts:

members who view your ad can * |etter: 8.5 by 1linches o Letter: 21.09 by 2/.94 centimeters
download your document as @

PDF regardless of the original file *  labloid: Ll by 1/inches * Tabloid: 2/.94 by 45.18 centimeters
type. Converting a different file * Legal: 8.0 by l4inches * Legal: 21.59 by 35.56 centimeters
type into a PDF reduces the *  Statement: 5.0 by 8.5 inches o Statement: 13.97 by 21.59 centimeters
quahty ofthe OﬂngI] document *  Executive: /.25 by 10.5 inches o Executive: 18.41 by 26.6/ centimeters

*  Folio: 8.0 by 18 inches e Folio: 21.59 by 35.02 centimeters

* A3 1169 by 16.54 inches » A3:29.69 by 42.01 centimeters

* A4 8.2/ byll6Yinches o A4: 21 by 29.69 centimeters

© BRPer by LiSlinehes +  B4: 24.99 by 35.30 centimeters

* BO0YSby Y84 inches e B5:17.60 by 24.99 centimeters
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Keep the file size
under 100mb

Keepthe file as small as possible for
optimal download experience. You don't
want members to undergo a timely
process. It couldrisk abandoning the
download.

Keep length of document
under 10 pages

Documents are read mostly on phone or
tablet; so look to keep content short &

snappy.

o Note: Check out our Best

Practices Guide for more tips
and tricks

Set up your campaign Reporting

ocument Creation Tips and Tricks

Minimize the number of
PDF layers

PDFs with multiple layer render poorly. For
optimal experience, remember to flatten, use
durable hyperlinks. Note: Videos and other
animations in documents aren’t supported
and will display as staticimages instead.

Use images, bullets, and
graphics

Members are most likely to read when the
design is image forward, scannable and
visually appealing

7
N\

@-
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Avoid using CTAs (including
URLs) in your Document

Links and CTAs are not active when read
within the LinkedIn platform. Once the
documentis downloaded, links and CTAs
will become clickable.

Attention-grabbing cover
page

Yourdocument cover (e.g. 1st page) will
be the first thing seen, so make sure it’s
visually appealing.

Keep to 3-4 Enticing
Preview Pages

Include helpful stats or a table of contents
that leaves the viewer wanting to see
more. Personalize content by calling out
key audience traits such as industry,
function, or topic.


https://helpx.adobe.com/acrobat/kb/printing-complex-pdfs-acrobat.html
Link

® O

Introduction How they work Set up your campaign Reporting

- nsure a positive
member experience

(_ ceoe

_ LinkedIn Talent Solutions
U.','kedm 932,955 followers
Promoted

Avoid using multiple columns of text and small font sizes.
Multicolumn textis harder to read and scan when printed
out and small font sizes cause readers to strain their eyes.

Finding the right applicant is easier now. https://
Inkd.in/g8b5CP8

Start hiring again - 2 pages

v' Check for accessibility-compliant color combinations. = -
Many free tools will check it color combinations have Find the right personfor N
L. . . your company. Fast. = .’ ‘: v
sufficient contrast. Be sure to check those combinations = — & SC TN
oaired with your font size, as some combinations i e N

become compliant when the font isn't large enough.

et 3x more qualifie

v’ Best practice is to embed fonts into the PDF itself and — ——
use at least Spt- font. " —
[ S=———wauiea] ja_______+nosie]
Co— & St Jo—
To see examples of different text e ; = =i
@ sizes on a LinkedIn post, check out o e
this example here. D LU Postaree o o
O S o X

Like Comment Share Send



https://www.linkedin.com/feed/update/urn:li:sponsoredContentV2:(urn:li:ugcPost:6884569769807245312,urn:li:sponsoredCreative:174738643)/
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How to gate a one-page document

Currently, the Lead Gen Objective is not compatible with
one-page documents since it requires at least one page

to be previewed in the member’s feed. If uploaded, the Ul
will show an error. — A1t st enchors ght - xnces yo oo

to build a smarter marketing strategy.

As a workaround, we recommend adding a cover
nage to your single-page document, so it shows as o
two-page document. The coverage page will
pecome the “previewable page” members see in
their feed, and they will only see the second page
once they complete the Lead Gen Form. 2021 Global Marketing Trends

Find your focus

1T /33— @'
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“roduct questions

What if my Document Ad has video or animations?

Videos and other animations in documents aren’t supported and will
display as static images instead.

What if my PDF has multiple layers?

PDFs with multiple layers must be flattened or merged.

How will the Document ads be charged / billed?

They will be charged / billed the same way as normal image Sponsored
Content. It will use CPM or CPC.

What will viewability standards be for Document Ads?
Viewable impressions are 100% in view for at least 200m:s.

Will | be able to see conversions on Document Ads?
You can enable conversion tracking for any campaign, but it
will only track welbsite visits to an off-site URL.

Set up your campaign Reporting

® O

Will third-party tracking tags work with Document ad?
Yes, manage tracking in CMT is available for Document Ads when using
approved trackers.

Are multiple clicks in the document counted to the CTR?
Clicks are de-duped.

How will viral actions impact the Lead Gen Form
experience?

As with all Lead Gen posts, viral impressions will only see previewable
oages and won't have the option to complete a Lead Gen Form to

download or view your full document. Post GA adding controlled viral
actions.

Will clicks on the documents counted as engagement and

therefore impact the engagement rate?

Every click will be counted as an engagement and impact the
engagement rate. However, chargeable clicks will only be the first click,
other clicks will be not charged.


https://helpx.adobe.com/acrobat/kb/printing-complex-pdfs-acrobat.html

Helpful

N
O,
>
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_earn more with
these usetul resources

Linkedln Campaign Manager

\

/% - Organic Document Ad Specs

Document Ad Best Practices



https://www.linkedin.com/campaignmanager/accounts
https://www.linkedin.com/help/lms/answer/a493903
https://www.linkedin.com/help/lms/answer/a726534

Congratulations!

You have now completed this guide
to Document Ads on Linkedln.

v






