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What are Linkedln

&% Fixdex Fixdex
7 406,328 followers ﬁ 406,328 followers
D O ‘ l I I I l e I l I A S Do you know the latest marketing trends? Don't let Do you know the latest marketing trends? Don't let
u your brand fall behind... your brand fall behind...

Digital Maturity - 1 of 22 pages Digital Maturity . Preview 1 of 3 pages

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.

Global Marketing Trends

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?

| | K
A
Build awareness and Collect Quality Measure 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 tg strategy across all phases of the
in their feed. generate interest and convert at marketing funnel.

scale.
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What can you do
with Document Ads?

v Leverage youull content libraoyf »/ Drive engagement and
eBooks, case studies, white papers, conversions acroak phases
Infographics, or slides to nurture of the marketing funnel
audiences and increase interest

‘/ Collecthighquality leadat scale v Measure impadif 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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When 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 testimonial

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. e

Position your company as an employer of choice by highlighting diversity

A high-quality tal iainf tiveinf hi d how-t ides.
BGEISE G -GS i e St WIS OIS (11 2] @) liesiel e ie i o ElUlel2e initiatives, mission & values, and providing educational resources



Preparing
for launch
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Assets needdo start ) | e
a Document Ad campaign

objectivein CampaignManager.

v

Confirmation

Ad creative Lead Gen Form
message
Content & document for Data to collect from members. Provide the asset you've offered Iin
Sponsored Content. When setting up a campaign, you your ad and a thank you message.

_ can leverage an existing Lead Gen
members to a destination after

completing the Lead Gen Form.
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1 Ad creativessets
" for Document Ad

Advertising within LinkedIn’s newstfeed:

Document Intro Text

V File Type: PDF, DOCX, DOC, PPT, PPTX V Keep under 150 characters to

V Limits: 300 pages or 1MM words avold truncation on most devices.

V Aspect Ratio: Vertical, Horizontal, Square V Language of Document must
V Size' 100MB match the targeting and creative
(unless in English)

Headline

V Will show at the top of your
document

Reporting @ Q

Document Ad

9 Q, Search

Malini Misra follows Fixdex

Fixdex
L+

) 406,328 followers
Fixdex promaoted

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

Digital Maturity . 1 of 22 pages

& Download document

2 comments
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7 Lead GerForm assets

Know the latest marketing trends

Sign up below to gain access to the top global
marekting trends of 2021 ...sece more

We'll send this information to FixDex, subject to their « | Offe r H e ad I I n e « P rlvacy P O I I Cy U R L

(60 characters) (required)

Work email
johnedoe@linkedin.com

~ Offer details ~ Datafields
(160 characters) (required)
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3 ConfirmatioMessage Assets

v/ Z51 BPM : QWZ D FHank Bdd Message
(300 characters) Callto-action

<+ URL for members to
Visit after submission

Reporting

Thank you for completing the form. You can
now view our comprehensive overview of
global marketing trends in 2021.

2021 Global Marketing...

C & Visit website)




Introduction Preparing for launch Document and campaign creation Bid, budget and audience Reporting @ Q

AcceSS N eed etd) C reate Don't have the right permissions®?
Document Ad campaigns oster andlor Lead Gen Form Manager access:
and manage leads In

Campaign Manager

Both admin roles will be given by the Super
Admin through their page.

The Super Admin clicks “Admin Tools” on their
Page and selects “Manage Admins”.

Advertisers musthavethd RQPUQTFE $ QI
1 Q U df B Page Admin role in order to launch
Document Ad campaigns and must have the

Z- FBE (FP ' @&l B HRP B'HFAQXP
role in order to view or download leads.

Click the Paid media admins tab.

Click the Add admin button.

Type the name of the member, associated
employee, or advertiser you'd like to add in

the Search for a member... text field and select
the members name from the menu that appears.

Select the correct Admin role.

Click the Save button.



Best practices:
Document and
campaign creation =i M '/

......
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i

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

Use one of the standard layouts:

Letter: 8.5 by 11 inches Letter: 21.59 by 2794 centimeters

Tabloid: 11 by 17 inches Tabloid: 2794 by 43.18 centimeters
Legal: 8.5 by 14 inches Legal: 21.59 by 35.06 centimeters

Statement: 5.5 by 8.5 inches Statement: 1397 by 21.59 centimeters

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
reduces the quality of the original document.

Executive: 7.25 by 10.5 inches Executive: 1841 by 26.6/ centimeters

Folio: 8.5 by 13 inches Folio: 21.59 by 33.02 centimeters
A3: 11.69 by 16.54 inches AS: 29.69 by 42.01 centimeters
A4:8.27 by 11.69 inches Ad: 21 by 2969 centimeters

B4:9.84 by 1390 inches B4: 2499 by 35.50 centimeters

Do To  Po To  Po To o I o I»
Do To  Po To  Po To o I o I»

B5: 693 by 9.84 inches Bo: 1760 by 2499 centimeters
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Ensure a positive
member experience

—
Avoid using multiple columns of text and .. Linkedin Talent Solutions
: - : tinkedlld 932,955 followers
small font sizdgulticolumn text i1s harder to Promoted
read and Scan Wheﬂ pnnted out and Sma” Finding the right applicant is easier now. https://

Inkd.in/g8b5CP8

font sizes cause readers to strain their eyes.

Start hiring again - 2 pages

A Check fomccessibilisgompliant color TR E———m
combinationdVany free tools will check if color oucompany Fost. B - (O e
combinations have sufficient contrast. Be sure to i st S
check those combinations paired with your font size, e | S p— T
as some combinations become compliant when - sl
VI F GQPV JUPzV NBTHF FPQ — i ————

A Best practice is anbed fontinto the PDF itself e e =
anduse at least 8pfiont. CE—— CE——

Rated #1 by customers in delivering quality hires
O @ o

Like Comment Share

Reporting

<>



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

Introduction Preparing for launch Bid, budget and audience

ocument creation tips and tricks

Minimize the number of PDF layers

PDFs with multiple layer render poorly. For
F Z k - T JdptimalexperienGeWente@lieetd/flatten,
use durable hyperlinks. Note: Videos and
QVI FT BPJOBVJQPU
supported and will display as static
Images instead.

Keep the file size under 100mb

Keep the file as small as possible for
QRVJOBN EQYPNQBE
want members to undergo a timely
process. It could risk abandoning
the download.

Use images, bullets, and graphics

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

Keep length of document under
10 pages A

Documents are read mostly on phone

or tablet; so look to keep content short

& shappy. Each page of your

document is converted to an image on
upload, so make sure your document
JUPzV QPF DQPVJPWQV
OFOCFTU EQPzV | BXF
functionality in the posts.

t

" BHF &Y EWROCF T
, T oy optimal performance and efficiencies,
use 24 preview pages for lead gen

campaigns.

y 4
«

Reporting

<>

Avoid using CTAs (including URLs)

in your Document

Links and CTAs are not active when read
within the LinkedIn platform. Once the

J P E QD Wgdeuh¥ntis ddvnto&dédYlinks and CTAs

will become clickable.

Attention-grablbing cover page

Your document cover (e.g. 1st page) will
CF VIF GJTUV VI JPH UFFPS
visually appealing.

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.
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I ‘ ||||| IVII \

ow to gate a onpage 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. It uploaded, the Ul
will show an error.

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

As a workaround, we recommend adding a cover = .!'&L .
page to your singfmge document, so it shows as a Ky N
two-page document. The coverage page will p———.’
CFDQO mreeWwdblRBHFZ OFOCFTU

their feed, and they will only see the second page

once they complete the Lead Gen Form. 2021 Global Marketing Trends

Find your focus
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. BR [ QWT BWEJFPDFzZU OJPEUFV

Audience Mindset Content Strategy
Unknown Recognition

51 F[ EQPzV MPQY Y 'z V Introduce best practices, tips and
know but are actively seeking to expertise to improve their
become more knowledgeable business/solve a challenge
Unclear Relevance

51 F[ EQPzV MPQY YI BVVIEJT QRVJ QP 8howcase your overall brand,
are and who to seek out to help expertise, products and services

solve their challenges

Unmemorable Recall
51F[ zTF VT[JPH VQ OB DJ UJ QP Difeereriiate yourself via proof points,

are recalling who they know and trust case studies and distinct brand
experiences




How to use Document Ads across the tunnel

Awareness

Engagement

A Offer a unique perspective on relevant commentary and news from your industry or company
Brand Awareness A Promote content from your company's thought leaders and subject matter experts
Introduce industry commentary and expertise A Share relevant, high-level company/industry research and trends
to improve their business/solve a challenge A Positionyour company as an employer of choice by highlighting why you're a great place to
work

A Share best practices & tips

Relevance A Spotlight new product or service launches, highlighting key features and benefits
Showcase your overall brand, expertise, A Drive adoption with product or service how-to's and tutorials
products and services A Offer proof points such as case studies and customer testimonials

A Summarize event, conference, or webinar recaps via decks and infographics

A Gate valuable insights & information thatyour audience will find helpful (ie. annual reports,
predictive analysis, industry or job specific data)

A Offer new product or service demos

A Drive webinar, newsletter, or podcast sign ups

A Tease helpful Spreadsheets or Templates

Recall

Offer warmed prospects relevant, helpful
insights & information that have a clear value
exchange

Linked [}



Multiple content formats
are needed to engage
across the buyer’s journey

In which stage of theyer’s journey Is each content type

most effective?

eBooks

Whitepapers

Webinar/Events

Infographics

Guides

Research Reports & Data Sheets
Presentations

Spreadsheets

Process Documents

Best Practices & Tips

Howto-guides

Case Studies & testimonials

Early stage

Middle stage Late stage
(Awareness/Interest) (Consideration/Intent) (Evaluation/Purchase
40% 40% 50%
43% 45% 51%
45% 47% 46%
99% 48% 31%
36% 46% 43%
37% 46% 44%
48% 49% 43%
15% 41% 36%
21% 46% 21(%
44% 53% 34%
36% 59% 43%
53% 44% 46%
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Experimenwith your creative

Helps Improve: CTR, View Rate, Open Rate. @ s

Malini Misra follows Fixdex

Fixdex
e

) 406,328 followers
Fixdex promoted

Do you know the latest marketing trends? Don't let

v Rotating 4-5 creatives per campaign is ideal for a test & learn your brand fll behnd..
strategy and taking full advantage of LinkedIn’s frequency platal Maity 1 of 22 pages
cap (members can see O unique pieces of creative per
campaign in 48 hours)

Global Marketing Trends

v, Rotate in new creatives to replace poor performers after they
reach statistical signiticance (typically 10K+ impressions)

v Ensureyour creative is engaging your audience

A Does your document include an attentjoabbing cover page? + Downioad document
A Can you personalize your intro text to call out relevancy to your
audience? ~
A |Is your document optimized for mobile (size, length, imagery)? D
A"TF [ QW DNFBT BCQWV VI F XBNWF [ ¢ P

exchange for their information?
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Ensuregour Lead Gen
Form Is easy to complete

Helps Improve: Lead Gen Form Completion Rate

Know the latest marketing trends

Sign up below to gain access to the top global
marekting trends of 2021 .. see more

Ditferences in messaging between your creative

. . We'll send this information to FixDex, subject to their
and form can cause a drop-off in completion rate. Srvacy policy
If applicable, adjust your offer copy to better align
with creative messaging to reinforce the reason
your audience clicked on the ad in the first place.

Work email

johnedoe@linkedin.com

Use the preview tool to see it your copy is being First name
truncated on desktop or mobile. If it is, consider 550D
shorteningyour copy so members can understand

Last name

Doe

Job title

Engineer

Company name

LinkedIn



















