
ABX Ad Creative: 
3X Your Ad Performance
Ad creative best practices to get more bang 
for your advertising buck



Compelling creative is an important part of your 
campaign success.

Emotion and ad design
Remember, brand building is about emotion. If ads 
don’t trigger customers’ emotions, they won’t 
remember you and they won’t take any action in 
response. Don’t just make people think something, 
make them feel something.

When creating multi-touch ad campaigns, tell a story 
with your ads. Bring your buyers on an emotional 
journey where possible. Make individual touches add 
up to something more.

A consistent design makes your ads recognizable and 
helps your campaign hold together. Your ads should  
contain elements that are recognizable for the brand 
(e.g., colors, imagery, and concepts) to create 
stickiness with the consumer. 

Designing for direct response
Although the goal of many ads is brand awareness, 
there are times you’ll be trying to drive direct response 
(e.g., a click) from your ad. If this is the case, you’ll need 
these five elements:

• Headline: communicates a clear message

• Visual: is relevant and compelling

• Call-to-action: provides clear direction

• Body copy: is light and just enough

• Landing page: consistent with the ads (see below)

Think of the action you want your user to take. Use 
“Learn More” if you have an awareness campaign, but 
not if you want them to read an eBook. For that, say 
“Get the eBook” or “Read the eBook.” And if it’s a video, 
say “Watch the video.” I also recommend avoiding 
using the word “Download”, since it suggests that by 
clicking the ad, a file is going to download immediately 
to the desktop.

When it makes sense, be fun, engaging, and unexpected. 
There’s no rule that says you have to stick to any  
B2B formula! 

Creative assets  
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Designing the landing page
Once the consumer clicks on the ad, where do they 
land? Make sure your landing page is consistent with 
the messaging from the ad they clicked.

Be consistent with:

Color: The ad is mostly blue but the landing page  
is mostly green.

Typography: The ad uses a big, white san-serif font, 
but the landing page uses a small grey serif font.

Imagery: The ad uses big, people photos but  
the landing page uses abstract illustrations

Assets: The ad promises an industry report but  
the landing page serves up an infographic.

Messaging: The landing page features brand 
messaging but the landing page features a  
product message.

The 5 elements of an effective landing page:

• Headline: grabs attention.

• Visual: contains a visual of the offer.

• Call-to-action: is strong and provides clear direction.

• Body copy: is light and just enough.

• Short form: do you really need a form? If so, make it 
easy to complete and put it above the fold.

Keep in mind that landing pages with multiple offers 
get 266 percent fewer leads than single offer pages. 
Also, reducing the number of form fields to 10 or fewer 
increases conversion by 120 percent, and reducing the 
number of form fields to 4 or fewer increases 
conversions by 160 percent! So capture only the 
information you need. For example, an email address 
may be all you need.

Creative assets (cont’d)

Example of a personalized ad campaign that’s consistently designed with the landing page
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We’ve seen that personalized creative performs 33 
percent better. This can mean a lot of things. You can 
insert a company’s name dynamically into an ad.  
Or you can insert the industry or vertical, a zip code,  
or even a custom attribute. 

Use personalization across a multi-touch  
ad campaign
Change up the personalization experience as the 
contact experiences your ads. For example, you could 
start with a first touch campaign using industry 
personalization and a general message. Then, you 
could follow this up with a second touch campaign 
using the company name with a more direct offer, 
fine-tuned to this account. This way, you let them know 
you’re talking to them directly, that you know their 
purchasing intent, and you’ve got the goods they need.

Avoid gratuitous personalization
Make sure your personalization works with the creative. 
Make the messaging and personalization flow and 
seem intentional, not tacked on as if picked from  
a different or generic campaign.

Think about word wrap in your  
personalized ads
The last thing you want your accounts to see is your 
carefully crafted messaging unintentionally wrapping 
to additional lines, causing your copy to overflow on 
other parts of the ad. To prevent this eyesore, use 
placeholder text for the personalization that takes into 
account long words or names. Usually, something as 
simple as “{A Long Company Name Goes Here}” would 
suffice. Doing this guarantees a smoother production 
process and can avoid some embarrassing moments 
for your brand.

Personalization tactics
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Demandbase is transforming the way B2B companies go-to-market. 
Demandbase One is the most complete suite of B2B go-to-market 
solutions, connecting the leading account-based experience, advertising, 
sales intelligence, and B2B data solutions so Marketing and Sales teams at 
the biggest and fastest-growing companies can collaborate faster, share 
intelligence, and experience explosive growth. 

For more information about Demandbase, visit: demandbase.com 

About Demandbase


