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Our Goal:

To quantity the drivers

of B2B ad performance
among Business
Decision Makers.




The B2B
Renaissan

Beyond Functionality
o Emotional Connection

There's a growing acknowledgment that
establishing emotional connections with
clients and stakeholders is crucial.




We

Ran Some
Experiments

We conducted controlled
testing of 67 Sponsored
Content Ads in the LinkedIn
news feed to measure their
effectiveness amongst
Business Decision Makers.
The ad formats comprised
of Single Image Ads and
Video Ads.

26 | 67

Brands

1.773 3,024

LinkedIn Users

# of Exposures

LinkedIn
4,477,067 followers

Promoted

T E s T E D In a world built for B2C, use a platform built for B2B.

Drive results with our precise B2B audience targeting.

Oaky
undertones
don't sell
enterprise

ENTERPRISE
software. .

Ads on
LinkedIn do.

Linked [ Ads

Start driving results on Linkedin.
business.linkedin.com

Single Image Ads

Display Ads are a Sponsored Content ad format
on LinkedIn. These ads feature one image and
are seamlessly integrated into the Linkedin feed
of targeted professionals, accessible on both
desktop and mobile devices. They serve multiple
purposes: generating leads, driving brand
awareness, and nurturing relationships
throughout the sales cycle.

Linkedin
4,477,067 followers
Promoted

Reach over 70m decision-makers on the platform built
for B2B.

Playful / i
packaging

doesn'tsell SEJAV TN
CRM \ sTOLFIT NwXAXRYE]
Ads on

LinkedIn do.

Linked

Join the place to B2B
n

business.linkedin.corm

Video Ads

Video Ads are another Sponsored Content ad
format on Linkedin, offering a dynamic way to
engage professional audiences at scale. These
Video Ads are presented within the LinkedIn
feed, providing captivating video experiences.
Video Ads are versatile and support various
objectives across the marketing funnel, catering
to all stages of audience engagement.

M/GNA in



Is

icipan
Survey

Part
Ad Exposure

Measurement

Participants were driven
to controlled version of
LinkedIn to explore their
feed, which exactly
mirrored the platform.
Test or control ads were
randomly served to the

LinkedIn users were participants.

recruited from a

nationally representative Participants were Test ads:

online survey panel. surveyed to get to know Single Image Ads and After exploring the feed
them better, including Video Ads for test brand. participants were driven

Total their media habits, role to a survey to measure

Participants: n=1,773 at company and Control ads: traditional brand metrics

Exposures measured: decision-making Public service and collect creative

n= 3,024 responsibilities at work. announcement. feedback.

M/GNA in]




What are the
Strongest Drivers
of B2B Ads?

We used statistical modelling to quantify the
strongest drivers of branding KPIs.

KPIS MEASUREIL

Brand Favorability Brand Perceptions

Research Intent Purchase Consideration

Creative attributes measured:

Had a lot of emotional appeal

Felt relatable

Had strong storytelling

Featured characters | connected with

Had a clear message

Was memorable

Shared a unigue perspective

Felt refreshing

Made me feel something

Was creative

Was humorous

M/GNA m



What The Data

Creativity In B2 B




We know
both display
and video B2B

ads work.

B2B ads have the power to improve

brand opinions and drive consideration.

Video and display ads significantly
increase brand KPIs.

Impact of B2B Ads

Among Business Decision Makers

- Delta (absolute difference between test
and confrol group)

- Display Ads

P Video Ads

Brand Favorability

+12%1

Research Intent

8%

Purchase Consideration (Product)

9%

Business Decision Makers n = 2,032: Display Ads control n=537, Display Ads exposed n=461; Video Ads control n=632, Video Ads exposed n =402

8 1= significant difference between control and test at >=90% confidence

MIGNA in



However, Business Decision Makers
are underwhelmed by the B2B ads they typically see.

B2B ads lack humor, emotional appeal, characters they can connect with, and a unique perspective.

G il e RA S LI PL P Among Business Decision Makers

Very Often: <

Business Decision Makers n = 2,032
9 Q: How often do you see ads for B2B (i.e., business-specific) products/professional services that...

MIGNA in



No indusiry vertical is immune.

Business Decision Makers don't often see creativity in B2B ads, regardless of the vertical.

Perceptions of I

—
Among Business I—
Decision Makers
- % Somewhat/Not Often

Financial
Auto Retail Education | Healthcare Tech Services Agency
Humorous

Character connection
Unique perspective
Emotional appeal

Memorable

Relatable

Clear message

Strong storytelling

0% 100%

Business Decision Makers n = 2,032
10 Q: How often do you see ads for B2B (i.e., business-specific) products/professional services that...

Q: Which industry vertical do you currently work in2 (select all that apply) M’GN-\ MEDIA TRIALS m



Business Decision
Makers say more
creative ads would
drive their interest
& action.

More creative ads would encourage
next steps and even forge personal
connections with those who make the
purchase decisions for their company.

I'd be more
likely to talk
about them

43%

Business Decision Makers n = 2,032
Q: If you witnessed a company creating ads for business products/professional services that featured more creativity M’GN.\ MEDIA TRIALS m
in their ads (e.g.., humor, good storytelling), how would that impact your opinion of them, if at all2 (select all that apply)



It's not just what decision

makers say - it's how they

respond to advertising.

When ads are “creative”, they work significantly
harder for B2B brands.

A o s |

Impact of Perceived
Creativity on Brand KPIs

Among Business Decision Makers
- Modelled Lift % (ratio between
outcomes with and without ad
creativity)

12 Business Decision Makers n = 2,032

+34%!

Research Intent

MIGNA in)




When B2B ads
are creative,

they get more
engagement.

Ads that are perceived as creative have higher
view times and get more likes among Business

13

Business Decision Makers n = 2,032

1
,-5
o rce
7
Among Business Decision Makers -
S for ads per. d t -
dexed fo average ad -
........... G G i -""-('E

ABOVE

Indexed to Avg. (100)

# of
Likes



Know When
Planning "




B2B brands
have many
avenves for
creativity.

Good 1)
visuals/colors

« The visuals stood out
most. The ad was colorful
and memorable.

+ Set design and visuals
overall looked eye
catching.

Feedback from Business
Decision Makers on why
promoted content stood out
as “creative”.

P I AR

A

Business Decision Makers n = 2,032 M’GN,\ m

15 Q: You mentioned the promoted content was creative. What about the promoted content stood out as creative to you?



For driving short
term objectives,
B2B brands
should focus on
message clarity.

While good storytelling has an

The ad . [ Research Intent Drivers] ‘

’

___was creative

impact on Research Intent, having shared a unique perspective
a clear, memorable message is the -
sfrongest driver. __had emotional appeal

__ felt relatable

Drivers of Research Intent —felf refreshing

Among Business Decision Makers |- __made me feel something

- Modelled Lift % (ratio between
outcomes with and without ad

__had strong storytelling

creativity) :
B T T T T e .
___Was humorous
r T 1
0% 20% 40%
16 Business Decision Makers n = 2,032 M/GNA [in]



For longer term
growth, B2B ads
should include
an emotional
component and
share a uvnique
perspective.

Drivers of “Is a brand
| feel connected to”
Among Business Decision Makers

- Modelled Lift % (ratio between outcomes
with and without ad creativity)

] 7 Business Decision Makers n = 2,032

The ad . ["Is a brand | feel connected to”]

__shared a unique perspective

__had emotional appeal

__felt refreshing

__featured characters | connected with
__had strong storytelling

__made me feel something

__was memorable

__was humorous

__feltrelatable

__Wwas creative

__had a clear message

Unique
Perspective

Sharing a unique
perspective is over 2x
more important than
being humorous

0% 20%

40%

M/GNA in]



B2B brands should consider shifting
creative focus based on who they're trying to reach.

Drivers of Research Inten

Among Business Decision Makers - Modelled Lift % (ratio between outcomes with and without ad creativity)

25%

20%

15%

10%

5%

0%

18

HAVE NOT PURCHASED BRAND BEFORE
For prospective customers*, having a
¥ refreshing, strong story works best

HAVE PURCHASED BRAND BEFORE
For existing customers, message clarity is
most important

AR AR

\.\\.\\‘\\.\X‘t\\\.\\.\\‘\\.\1\\‘\\.\\.\\\\.\1‘“‘\\.\\.\\‘\\.\\.\\\\N

Refreshing Strong Humorous  Character Unique Emotional Felt
storytelling connection perspective appeal something

Business Decision Makers n = 2,032: Have not purchased brand before n = 1,294, Have purchased brand before n = 738
* prospective customers: those who haven't purchased the brand before

Creative Memorable Relatable

Clear
message

M/GNA in]



Celebrities Ad has Ad has
may not be celebrity human
the answer. presence presence

Celebirities didn't help or hurt
brand KPIs. Simple human
presence, however, amplifies

performance.
. 0%
Unaided Recall .°
Any Mention
Impact of Celebrity Presence
£[vs. Human Presence
§§§5 Among Business Decision
5555 'VA‘AO';er”S L% (ratio bet “Is a brand that knows 0%
% - MoaQgelle ITT 7o (rATiO Derween
1 outcomes with and without ad how fo C.()nneCT e
1 creativity) with me”
-'l-------- T
Purchase 0%
Consideration o
(Product)
]9 ?gSsi%erwsi?iCDC?rWCTiSé?frf]el\r/(\e%kceersbnefzvféoe?con‘rrol and test at >=90% confidence MIGN‘ MDA m



Use caution with music.

Music is in the “ear” of the beholder so should be used with
care. This is consistent with what MAGNA has seen in B2C

research.

On the whole, inclusion of music led to declines in branding
metrics.

Impact of Music on Brand Metrics

Among Business Decision Makers

1 - Modelled Lift % (ratio between outcomes

14 with and without ad creativity)
P P |

MIGNA in

20 Business Decision Makers n = 2,032



Don't
underestimate
the power of
creativity.

B2B advertising is just as much “people to people”
advertising as B2C. Brands should put just as much effort
intfo creativity and the emotional appearance of their
B2B ads.

Be sirategic
with creativity
based on goals.

+ To build long term brand *+ When marketing to

(79
-
.9
e —
O
.2
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growth through stronger
personal connections, brands
should communicate a unique
perspective and focus on
emotional appeal.

When the objective is short
term sales, prioritize clear,
memorable messaging. Ensure
a clean canvas without extra
visual clutter.

prospective customers, brand
storytelling should be the
focus.

When marketing to existing
customers, clear concise
messaging/call-to-action is
important.

M/GNA in]






