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B2B Marketing

The Challenge

The Solution
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B2B Challenges

Trust

Intricate

Multiple DMs

Competing priorities

Creative 

Lengthy cycles



A Long Term Relationship

Partnership with Nielsen and LinkedIn

Best Practise Longitudinal Solution



Brand Impact In Action

1000+ Studies

17 Categories

10+ Years

10 Questions

Exposed / Non-Exposed

Segmented Analysis

Validated Effectiveness



Brand Impact In A B2B World

Key Factors 

Salience Frequency Long Term



Maintaining A Presence



The 95 - 5 Rule

Current v Future Buyers



Creative 

B2B ads tend of use the wrong creative recipes 

How Many B2B Tech Ads Use Each Elements

Source: LinkedIn B2B Institute Analysis



Measurement Dilemma 

What to Measure? 



Solution #1: Audience Reach



Empathy Maps
Understand Your Audience by creating Empathy Maps for each persona



Customer Journey
Understand Your Audience by defining the customer journey for each persona



Solution #2: Making The Brand Memorable

Your marketing has big jobs to accomplish throughout the customer journey



Case Study : Siemens

Align to Buying Motive



Creating 
Breakthrough 
Content on 
LinkedIn:

1. Embrace Emotional Connections

2. Be Distinctive, Consistently

3. Get Personal

4. Break the Format

5. Bring Your Value to Life

Solution #3



Emotional Ads Deliver Revenue, Profit & Market Share



Creative Elements

Source: LinkedIn B2Bi B2B creative meta-analysis: Ads 

that provoke more intense emotions consequently 

contribute to brand sales)

Most Effective Creative Elements in B2B Tech Ads



Case Study 
Emotional Ads Equally Effective for B2B Brands 

Source: Nielsen Brand Impact Study 2021



Case Study: APAC

Emotional Ads Equally Effective for B2B Brands 

Source: Nielsen Brand Impact Studies 2022-2023



Measurement

The CMO Scorecard measures the 95% by linking creative and media outputs to key 

business outcomes

Source; Nielsen Creative Services n=500 campaigns



Linking Performance to Outcomes



Creative

Attention, Branding, Linkage



Media

Effectiveness, Evenness, Efficiency



Outcomes

Marketing, Selling, Hiring



CMO Scorecard Report Access  

Download The Full Report At 

b2binstitute.org.



Standout from the crowd

Making the intangible, tangible

It may take a looooooong time

Measure, measure, measure
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