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WHY  THIS  REPORT  EXISTS

We Analyzed 17M Impressions
So You Don't Have To.
LinkedIn Thought Leader Ads have become one of the most talked-about formats in B2B marketing. Some

teams report incredible performance. Others try them and see nothing. We wanted to know what the data

says across a real portfolio over a meaningful time period. A quick note before we dive in: this data comes

from B2B SaaS companies. If you sell to a different audience, your results may look different. But if you

are marketing to B2B tech buyers on LinkedIn, these findings should map closely to what you will see.

Fractional Demand manages LinkedIn Ads across a portfolio of B2B SaaS ad accounts. We wired all of

them into a centralized data pipeline and pulled 15 months of daily performance data: 17.4 million

impressions, 6,280 ads, and $3.5 million in spend. Then we ran the numbers to find out what the data

says about Thought Leader Ads relative to other ad formats on the platform.

What we found surprised us. Not just in the magnitude of the performance gap (a 6.9x CTR lift is hard to

ignore) but in the specific mechanics of how and why Thought Leader Ads work. The conventional

wisdom about ad fatigue is wrong. The budget allocation most teams use is wrong. And the reason so few

accounts are running Thought Leader Ads at all has nothing to do with whether they perform.

WHAT  YOU  WILL  LEARN

The 6.9x performance gap: Why Thought Leader Ads outperform and why the CPM looks worse before the

math works in your favor.

›

The 18-week rotation rule: Why rotating at 4-6 weeks is costing you your best-performing ads at their

peak.

›

The 25-40% budget sweet spot: The allocation data from our portfolio and what breaks above and below

that range.

›

Seasonal strategy: Why July-September delivers cheapest Thought Leader Ad clicks and how to plan your

calendar around it.

›

The 3-layer playbook: The system we use to take a cold ICP account to a booked demo using Thought

Leader Ads.

›

Monday morning actions: Six specific things you can do this week regardless of where your program is

today.

›
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THE  HEADLINE  FINDING

Thought Leader Ads Are the
Best Performing Ad Format
on LinkedIn Right Now.
If you're still running mostly single-image ads, you're leaving
money on the table.

6.9×
higher CTR

79%
cheaper CPC

100%
of accounts show lift

Click-Through Rate (%) Cost Per Click ($)

Why is the gap this large? It comes down to a fundamental difference in how people process what they

see in their feed. The other ad formats on LinkedIn get recognized as ads immediately. It is clear and

evident to the user that they are looking at an advertisement. A Thought Leader Ad looks more like an

organic post from a person they might know, and people read those. LinkedIn's algorithm amplifies this

further: Thought Leader Ads generate real engagement signals (comments, saves, shares) that the other

formats on LinkedIn just don't produce to the same level. You are not just buying impressions. You are

renting someone's credibility, and LinkedIn rewards it.

* Thought Leader Ads carry a higher CPM ($23.56 vs $16.33). The 6.9x click rate is why each click ends up 79% cheaper.
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THE  FATIGUE  MYTH

Don't Rotate at 4–6 Weeks.
The data says rotate at week 18. Here is why.

KEY  FINDING

CTR improves from 3.9% in week 1 to 8%+ by weeks 10–12. The drop-off doesn't happen until week 19. Standard

ad rotation advice (4–6 weeks) is wrong for Thought Leader Ads. You're pulling winners at their peak.

TL Ad CTR by Week Live. Creatives Improve Through Week 12, Cliff at Week 19.

Most industry guidance says to rotate LinkedIn ad creatives every 4 to 6 weeks. That rule makes sense for

standard sponsored content formats. But our data tells a different story for Thought Leader Ads specifically.

Creatives that survive weeks 1 through 6 are the ones that received genuine engagement signals. LinkedIn's

algorithm learned those posts perform and keeps serving them more efficiently. The creatives that would have

fatigued fast get weeded out early. What's left at week 8 is the best of the pool, being served to increasingly well-

matched audiences.

A note on this finding: this is what we are seeing across our B2B SaaS client portfolio and there could be other

factors at play, including seasonality and audience size. We are not saying the 4 to 6 week rule is always wrong.

We are saying that for Thought Leader Ads in our dataset, the data supports letting strong performers run

significantly longer. Keep a close eye on engagement and use the guidelines below.

GUIDELINES  FOR  THOUGHT  LEADER  AD  ROTATION

CTR > 2% at wk 6

Keep running. Peak ahead.

CTR 1–2% at wk 6

Monitor weekly.

CTR < 1% anytime

Rotate immediately.

Still strong at wk 18

Rotate proactively.
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BUDGET  ALLOCATION  SWEET  SPOT

Allocate 25–40% of LinkedIn
Budget to Thought Leader Ads.

Avg CTR (%) by TL Budget % Avg CPC ($) by TL Budget %

The 25–50% Thought Leader Ad bucket delivers 5.08% average CTR at $0.84 CPC. That is the best

efficiency of any allocation tier by a significant margin. Zero-TLA accounts average $13.84 CPC, nearly

16x worse. The relationship is not linear: accounts in the 1–10% bucket underperform zero-TLA accounts

on CTR, likely because they are running Thought Leader Ads without the supporting targeting architecture

that makes them work.

The 50%+ bucket reveals a real ceiling effect. Despite reasonable CTR, CPC spikes to $6.25, worse than

the sweet spot. The culprit is audience exhaustion. When you push heavy budget through a narrow

Thought Leader Ad setup against the same target account list, you burn through your audience faster

than LinkedIn can find new qualified members to serve. The fix is to expand your audience before scaling

spend, not after.

THE  AUDIENCE  EXHAUSTION  TRAP

Above 40% TLA allocation, CPC inflates because you are targeting the same finite audience repeatedly.

Fix: Expand your target account list or broaden job title targeting BEFORE scaling spend past 40%.

At $5k+/month per TLA campaign, watch your frequency metrics. Rising frequency = CPC about to spike.

Optimal per-campaign budget: $2,000 to $5,000/month. Above that, expand audience first.
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SEASONAL  STRATEGY

July–September Is TL Peak Season.
Cheapest clicks, widest performance gap, lowest auction
pressure.

Monthly TL vs Standard CTR. The Gap Widens When Budgets Get Expensive.

The seasonal pattern in Thought Leader Ad performance is driven almost entirely by LinkedIn auction dynamics. In

summer months (July through September), large enterprise advertisers pull back spend as marketing teams go on

vacation and fiscal quarters close. This reduces competition in the auction, which drives down CPMs across the

board. Thought Leader Ads benefit disproportionately because their efficiency advantage compounds when base

CPMs are low. In our dataset, August 2025 saw TLA CPC hit $0.16. That is essentially free reach to your exact ICP.

MARCH  2026: THE  BIGGEST  GAP  IN  OUR  DATASET

TLA hit 31.8x lift over other formats. The highest recorded gap in our dataset.

When other ad formats get expensive, Thought Leader Ads look even better. The gap widens when you need it

most.

Jul–Sep LEAN HEAVY INTO TLA CPC $0.16–$0.38. Cheapest of the year.

Oct–Nov MAINTAIN & TEST TLA still lifts vs other formats. CPC rising.

December REDUCE SPEND Worst month: 2.64% CTR, $2.12 CPC.

Jan–Feb RELAUNCH & TEST Low competition. Ideal for new creative.

Mar–Jun SCALE WINNERS Other formats get expensive. Gap widens.
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CREATIVE  STRATEGY  & ENGAGEMENT  QUALITY

What's Working. What's Not.
WHAT  IS  WORKING WHAT  IS  NOT

7.2×
more comments per like

TLA vs other formats

8.6%
TLA comment-to-like ratio

vs 1.2% other formats

35.3%
highest comment/like ratio

best performing account

ENGAGEMENT  QUALITY: WHY  COMMENTS  MATTER  MORE  THAN  CLICKS

Thought Leader Ads generate 7.2x more comments per like than other ad formats (8.6% vs 1.2% comment-to-

like ratio). Comments are the highest-intent engagement signal on LinkedIn. They are visible to the commenter's

entire network, creating organic amplification beyond your paid reach. A post that generates real comments is a

post that LinkedIn's algorithm keeps surfacing. Our best-performing accounts hit 26-35% comment-to-like

ratios.

Contrarian takes: "Everyone says X. We tested it."›

Transparent failures: sharing what didn't work›

Specific numbers: "We cut CPL 34% doing this

one thing"

›

Process reveals: step-by-step how you do

something

›

Hooks under 150 words before "see more"›

Raw phone video under 90 seconds›

Promoted organic posts over purpose-built ads›

Carousels that walk through a real process or

framework

›

Long-form storytelling as the hook: algorithm

punishes it

›

Company milestone posts repurposed as TLA›

Generic authority content ("leadership is

about…")

›

Polished listicle content ("5 ways to improve…")›

Links in the post body: LinkedIn penalizes these›

CTA-heavy copy in the post text itself›

Same creator running for more than 18

consecutive weeks

›

Standard branded creative repurposed as TLA

format

›
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EXAMPLES  IN  THE  WILD

Three Ads Worth Stealing.
The post has to work as a post first. Here's what that looks like in the wild.

Adam Holmgren · Founder, Fibbler

THE HOOK
Milestone + constraint in ALL CAPS. "500 customers with ONLY 2
employees." The contrast is the whole story. You stop to see how.

VULNERABILITY AS AUTHORITY
Admits the fragility of being the whole GTM. That honesty is what
sells the pivot.

PROOF BAKED IN
+255% growth chart embedded in the ad itself. Not linked, not
gated. Screenshot-style, inside the post.

THE TELL
Brand tag three times as links, never a pitch. Reads like a founder
debrief, not a campaign.

Adam Robinson · CEO, RB2B

THE HOOK
Three anchors in one line: 22 days, 10 videos, $10m ARR. Time +
output + outcome. No fluff, no setup.

GIVE IT ALL AWAY
Full 10-video curriculum in the post. "No comment required" breaks
the creator convention of gating. Feels generous, not needy.

LAYERED CTA
Free download for everyone + comment-gated 1:1 for the serious
ones. Two audiences, one ad. Commenters self-select as qualified.

THE TELL
Social proof stated once, not hammered ("2,000 people already
downloaded it"). Builder energy, not marketer energy.

Allie Guffey · Rebrandly Partner

THE HOOK
"I built First Light Clothing on $14 an hour." Personal + specific +
zero setup. You feel the stake before you see the brand.

PROBLEM FIRST, BRAND SECOND
Three paragraphs on why generic links bothered her before
Rebrandly appears. Readers are sold on the ache before they hear
the fix.
CREDIBILITY LOAN
She has nothing to sell you. Not "here's our great partner," but
"here's a thing that annoyed me and what I did." That's the
mechanism the brand can't fake.
THE TELL
Ends on a question, not a link. The hashtag is the only attribution.
Engagement-optimized, which is why LinkedIn's algo loves it.

WORTH  STEALING

Allie doesn't work at Rebrandly. She's a customer with her own company (First Light Clothing) who posted about them, and

Rebrandly put paid behind the post. Anyone can run this play. Find a customer who loves what you built, promote what they

wrote, let their credibility do the work.

Notice what none of these do: no "Book a demo." No countdown timer. No bolded value prop. The ad is the post. That's the
whole trick.
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THE  3-LAYER  PLAYBOOK

The Three-Layer Stack.
The biggest mistake teams make with Thought Leader Ads is treating them as a standalone format. They

run one campaign, point it at their ICP, and measure whether demos got booked. When they don't, they

conclude it doesn't work. But Thought Leader Ads are a warming mechanism, not a conversion

mechanism. The ROI comes from running them as a layered system where each stage feeds the next, and

the audiences you build in stage one become exponentially more valuable by stage three.

LAYER  1

Warm the ICP
Days 1–30

Target account list + job title.

Pure value content. Zero CTA.

Let them see your creator 3–

5x before asking for anything.

50% of TLA budget

LAYER  2

Retarget
Engagers

Days 31–60

Anyone who engaged with

Layer 1 moves into a

retargeting audience.

30% of TLA budget

LAYER  3

Convert
Ongoing

Retarget with a direct CTA.

Case study, demo, etc.

This is where you ask.

They already know who you

are.

20% of TLA budget

How we activate this: once we see accounts engaging with Layer 1 ads, we push that data into Clay and

enrich contact information for the high-engagement accounts. Where the contacts match our ICP criteria,

we feed them to the BDR/SDR team for direct outreach. We also layer in Conversation Ads to retarget

engaged accounts. It is a two-pronged approach: Thought Leader Ads warm them up, Conversation Ads

drive the next action.

PRO  TIP

If your founder or CEO is already posting organic content that performs well, start there. Promote those posts as Thought Leader

Ads. If it is already resonating organically, chances are very high it will perform even better when you put it in front of your exact ICP.

The first post is the hardest. After that, it becomes habit.
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MEASUREMENT  & ATTRIBUTION

TL Ads Are Hard to Measure.
Here's How We Do It.
Here's the thing nobody loves admitting: Thought Leader Ads don't have a "book a demo" button, and the

data LinkedIn sends back to your CRM is thin. Most teams see ad spend going out, deals coming in

months later, and no line between the two. We've spent a year finding the line. The tool we run on is

Fibbler. What follows is exactly how we use it, plus the playbook we built on top.

Influenced pipeline

Deals whose accounts saw LinkedIn

touchpoints before they became

opportunities. The metric that

proves ads didn't just reach people.

They reached the people who

bought.

Customer Journeys

Company-level timeline showing

every ad impression, engagement,

and click leading up to opportunity

creation. You can finally answer "did

they see us before they booked?"

with a screenshot.

9 HubSpot properties

Auto-created on the company

object at setup. Build any HubSpot

report you want on top. Salesforce

and Attio get the same treatment.

Setup is super simple. Connect LinkedIn Ads, connect your CRM, wait 30–60 minutes for the initial sync,

and you're looking at your first journey. Compared to the enterprise attribution tools I've used, Fibbler is

10% of the setup effort for 80% of the insight. For a B2B SaaS team under $20M ARR, it's the one I keep

recommending.

THE  ACTIVATION  LOOP

THE  REVERSE-ENGINEERING  TRICK

LinkedIn won't tell you "John Smith, CMO at Company X, saw your ad." They don't surface person-level data. But you already know

what job titles you targeted. And Fibbler tells you which companies engaged. Combine those two and you can reverse-engineer with

high confidence: if you served ads to CMOs at these 200 accounts, and Company X's engagement just spiked, the person who

engaged is probably a CMO at Company X. That's close enough to act on. That's the whole playbook.

LinkedIn serves ads

To your target account list

(Layer 1 from the previous

page).

01

Fibbler catches
engagement

Impressions, clicks,

company identity. Logged

on the company record in

your CRM.

02

→

A Signal fires to Clay

Engaging accounts push

into a Clay table.

03

→

Clay enriches, team
acts

Enrich the personas you

targeted at the engaging

accounts. Route to BDRs,

direct mail, cold

outbound.

04

→
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BENCHMARKS  & MONDAY  MORNING  ACTION  PLAN

What Good Looks Like in 2026.
These benchmarks come from 15 months of portfolio performance across our B2B SaaS clients, not

industry surveys or estimates. Two important caveats: first, Thought Leader Ad benchmarks vary

significantly by campaign objective (engagement campaigns will always outperform lead gen on CTR).

Second, these numbers reflect B2B SaaS audiences. If your audience is very narrow (under 50k target

accounts), expect higher CPMs and lower CTRs across the board. Use these as directional guides, not

absolute targets.

Metric Underperforming Average Strong

TLA CTR <1% 2–4% 6%+

Other Format CTR <0.4% 0.6–0.9% 1.2%+

TLA CPC >$2.00 $0.50–$1.00 <$0.50

TLA CPM >$40 $20–$35 <$20

Comment-to-Like Ratio <2% 5–10% 20%+

Creative Lifespan <4 weeks 8–12 weeks 16–18 weeks

MONDAY  MORNING  CHECKLIST

Audit your creative mix. What % of active LinkedIn creatives are Thought Leader Ads? Pull Campaign Manager and

count. Under 25% means clear priority.

Identify your TLA creator. Founder, CEO, or credible senior operator. Marketing ghost-writes, they review, approve, and

post. 45 min/month.

Write 4–6 posts to start. One contrarian take. One process reveal. One transparent failure. Two specific-numbers posts.

That is a full flight.

Set up Layer 1 targeting. Account list + job title. Engagement objective. $50–$75/day. One post at a time. Let data tell

you what resonates.

Don't rotate too early. Give creatives 6+ weeks before deciding. CTR above 2% at week 6? Let it run. Peak comes at

weeks 8–12.

Build retargeting audience now. You need 300+ members before LinkedIn serves retargeting ads. Start collecting on

day one even if Layer 2 is weeks away.
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ABOUT  FRACTIONAL  DEMAND

Your GTM Team.
Ready from Day One.
Fractional Demand is a Go-To-Market partner that embeds senior operators across Paid Media

and RevOps to build and run a scalable demand engine that accelerates qualified pipeline

without the overhead of a full team.

PAID  MEDIA

Fractional Paid Media

Senior performance marketers running LinkedIn,

Meta, Google, X, and Reddit campaigns tied directly

to your pipeline. Including Thought Leader Ads.

REVOPS  +  GTM  ENGINEERING

Fractional RevOps

CRM optimization, data enrichment, automation,

and GTM engineering so your paid media,

outbound, and sales all work together as one

system.

We don't just set up Thought Leader Ads and hand you a dashboard. We build the full system: paid media strategy

across every platform, CRM enrichment workflows that turn engaged accounts into sales conversations, and the

reporting infrastructure that connects first click to closed-won. One partner. Paid media and RevOps working together.

Why Fractional Demand

Senior-Level Only

Every person on your
account has 7+ years of

B2B experience. No

juniors.

Dedicated Focus

Each manager handles 5
to 7 clients. You get in-

house-level attention.

Full-Funnel Thinking

We think about your
entire funnel from first

click to closed-won.

Ready from Day One

No ramp-up. We plug in,
execute, and start driving

pipeline immediately.

Get a GTM Team That Builds Pipeline Fast.
Senior-only · Embedded operators · B2B SaaS focus · fractionaldemand.com
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