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Document 
Ad overview



Document Ads allow advertisers to promote 
documents directly in the LinkedIn feed, where 
members can easily read and download 
content without having to leave the platform.

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.

What are LinkedIn 
Document Ads?



Why Document Ads?

Boost engagement with audiences by 
sharing educational, inspiring content 
they can read and download directly 

in their feed.

Build awareness and 
nurture key audiences

Capture quality leads by gating your 
document with a Lead Gen Form. 

Share a preview of your document to 
generate interest and convert at 

scale. 

Collect Quality 
Leads

Learn how much of your document is 
read and downloaded to inform your 

strategy across all phases of the 
marketing funnel.

Measure audience 
interest in your content



What can you do 
with Document Ads?

Leverage your full content library of 
eBooks, case studies, white papers, 
infographics, or slides to nurture 
audiences and increase interest

Collect high-quality leads at scale 
by requiring members to exchange 
information for access to your 
full document

Drive engagement and 
conversions across all phases 
of the marketing funnel

Measure impact of your content 
by understanding member 
interest and engagement with 
your document



When should you 
use Document Ads?



Preparing 
for launch 



Assets needed to start 
a Document Ad campaign

Content & document for 
Sponsored Content. 

Also select a CTA that will drive 
members to a destination after 

completing the Lead Gen Form.

Ad creative

Data to collect from members. 
When setting up a campaign, you 

can leverage an existing Lead Gen 
Form or create a new one.

Lead Gen Form 

Provide the asset you've offered in 
your ad and a thank you message.

Confirmation 
message



Ad creative assets 
for Document Ad1.

✓ File Type: PDF, DOCX, DOC, PPT, PPTX

✓ Limits: 300 pages or 1MM words

✓ Aspect Ratio: Vertical, Horizontal, Square

✓ Size: 100MB

✓ Keep under 150 characters to 
avoid truncation on most devices.

✓ Language of Document must 
match the targeting and creative 
(unless in English)

✓ Will show at the top of your 
document



Lead Gen Form assets2.

Offer Headline 
(60 characters)

Offer details
(160 characters)

Privacy Policy URL
(required)

Data fields
(required)



Confirmation Message Assets3.

“Thank You” message
(300 characters)

URL for members to 
visit after submission

Thank You Message 
Call-to-action



Access needed to create 
Document Ad campaigns 
and manage leads in 
Campaign Manager

Advertisers must have the “Sponsored Content 
Poster” or a Page Admin role in order to launch 
Document Ad campaigns and must have the 
“Lead Gen Form Manager” or a “Page Admin” 
role  in order to view or download leads.

Here's how to get necessary Sponsored Content 
Poster and/or Lead Gen Form Manager access:



Best practices: 
Document and 
campaign creation



For best quality document, 
we recommend using a 
PDF file.

For accessibility purposes, members who 
view your ad can download your document 
as a PDF regardless of the original file type. 
Converting a different file type into a PDF 

of the original document. 
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Ensure a positive 
member experience

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

• Check for accessibility-compliant color 
combinations. Many free tools will check if color 
combinations have sufficient contrast. Be sure to 
check those combinations paired with your font size, 
as some combinations become compliant when 
the font isn’t large enough.

• Best practice is to embed fonts into the PDF itself 
and use at least 8pt- font.

To see examples of different text 
sizes on a LinkedIn post, check 
out this example here.

https://www.linkedin.com/feed/update/urn:li:sponsoredContentV2:(urn:li:ugcPost:6884569769807245312,urn:li:sponsoredCreative:174738643)/


Document creation tips and tricks

Keep the 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.

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

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 static 
images instead.

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

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

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

For optimal performance and efficiencies, 
use 3-4 preview pages for lead gen 
campaigns.

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.



How to gate a one-page document

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



Map your audience’s mindset to your content strategy

They don’t know what they don’t 
know but are actively seeking to 
become more knowledgeable

They don’t know what their options 
are and who to seek out to help 
solve their challenges

They’re trying to make a decision and 
are recalling who they know and trust

Introduce best practices, tips and 
expertise to improve their 
business/solve a challenge

Showcase your overall brand, 
expertise, products and services

Differentiate yourself via proof points, 
case studies and distinct brand 
experiences
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Early stage
(Awareness/Interest)

Middle stage 
(Consideration/Intent)

Late stage 
(Evaluation/Purchase)

eBooks 40% 40% 50%

Whitepapers 43% 45% 51%

Webinar/Events 45% 47% 46%

Infographics 59% 48% 31%

Guides 36% 46% 43%

Research Reports & Data Sheets 37% 46% 44%

Presentations 48% 49% 43%

Spreadsheets 15% 41% 36%

Process Documents 21% 46% 27%

Best Practices & Tips 44% 53% 34%

How-to-guides 36% 59% 43%

Case Studies & testimonials 53% 44% 46%

In which stage of the is each content type 
?



Experiment with your creative
CTR, View Rate, Open Rate.

• Does your document include an attention -grabbing cover page?

• Can you personalize your intro text to call out relevancy to your 
audience?

• Is your document optimized for mobile (size, length, imagery)?

• Are you clear about the value you’re offering members in 
exchange for their information?

0



Ensure your Lead Gen 
Form is easy to complete

Lead Gen Form Completion Rate

Tip: Check out the LinkedIn Lead Gen Form 
Playbook and Lead Gen Getting Started Guide

https://business.linkedin.com/content/dam/me/business/en-us/talent-solutions-lodestone/body/pdf/LGF-Playbook-LinkedIn.pdf
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


Optimize your target audience 
using demographic data

CTR, ER, Open Rate, Completion Rate

• Exclude weaker performing audience segments in your campaign 
targeting to improve efficiency such as such as unengaged industries, 
functions and seniorities.

Note: Demographic reporting is 
not available for Document 
column metrics at this time.



Monitor campaign frequency
CTR, Open Rate, Completion Rate



Best practices: 
Bid, budget and 
audience



Bid, budget and audience tips and tricks

$100 daily spend on a 1M audience size won’t allow 
you to drive enough reach and frequency to generate 
impactful results.

Are you focused on optimizing for cost? Leverage 
Target Cost Bidding. Bid value? Max Cost Bidding. 
Budget delivery? Auto bidding. Time management? 
Auto bidding. Confused on what your bid strategy 
should be? Auto bidding.

Tip: Check out our Bidding Guides 
library for more tips

https://business.linkedin.com/marketing-solutions/success/ebooks-and-guides/bidding-guides


Best practices: 
Reporting



Metrics can be viewed and 
downloaded from two places

Visit the Campaign Performance tab of 
Campaign Manager by selecting ‘Document’ 
in the Columns dropdown.

Visit the Campaign Performance tab of Campaign 
Manager by selecting ‘Leads & Conversions’ in the 
Columns dropdown.



Definitions of 
reporting metrics

Currently, displays only tracks 
% of your document viewed in feed. We 
cannot track once the document is 
downloaded and read off-feed.



What metrics should 
you use to evaluate 
campaign performance?

Evaluate your campaign based on your 
objectives and goals. Use this matrix as a 
guide to help you select metrics to track 
success at each stage of the funnel.  



Supercharge your reporting 
with Conversion Tracking

Although you can track conversions with this format, the 
Website Conversion objective is not available for Document Ads

https://www.linkedin.com/help/lms/answer/a420536


Comparing 
cost per conversion 
vs. cost per lead



Thank you


