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SenseCheck is a way to get objective, arms length feedback anonymously on
your B2B marketing ideas before you spend your hard-earned cash.

Section 1

Feedback is reciprocal and it’s from a community of B2B Business Owners, Managers, Marketers and
Marketing Services Professionals. 

As champions of Small Business, we understand that you need your marketing money to work hard for 
you. SenseCheck enables you to get a commercially effective “sensecheck” of your ideas to avoid 
making unnecessary marketing mistakes.

We’ve harnessed the power of our community to give some in sight on LinkedIn adverts we’ve found 
online. LinkedIn is famously the most expensive of the social media platforms, let’s find out how to 
make LinkedIn advertising more effective. 

We’re thankful to our participants contributions and to our 
collaborators across the community and team. 

We hope you find it useful. 

About SenseCheck

Founder of SenseCheck
Roger Jackson 
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Introduction
Section 1



More and more B2B companies are using Linked in as a primary marketing 
channel.

Adverts in the feed have quite severe limitations and lack flexibility but they 
represent the perfect way to compare “like for like” and learn what makes for a 
good B2B advert in general. Lessons that can be used in any media channel.

The SenseCheck community offers reciprocal feedback to each other on 
marketing ideas, so we sent 20 randomly selected Linked in ads out to them, for 
the usual 5 reviewers to rate and comment. Reviewers are anonymous and don’t 
see each others ratings and comments so it’s a 
very honest, fair and objective test.

This report is therefore based on 100 B2B professionals’ reviews.
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The 20 ideas were then ranked from worst to best in the eyes of our 
members using the 5 measurement criteria, each rated on a 5 point scale:

 
Is the ad eye catching?
Does it engage my interest?
Is it easy to understand?
Does it get its intended message across?

Each reviewer gives a final “would I run it” decision.
For the detailed comments on any particular Advert, please contact us, 
in the coming report we just summarise the overall outcomes
To submit your own idea for review and feedback as well as giving 
feedback join the community at www.sensecheck.com. 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What can we learn 
from this study

Section 2



Several key themes emerge from these pragmatic reviews, which perhaps seem
obvious at first sight but were missing from many of the Ads are worth noting,
and using as your own check list:

 
Compelling hook. Most important, ads need to grab attention with some up 
front point – give the reader a good reason to take a closer look. Often best    
stated as a problem to be solved or a benefit to be had.

Use an eye catching distinctive and relevant visual. Yes, this is advertising. 
Bold, simple visuals are important but it is also crucial that the image connects 
to the benefit you are offering. The image isn’t just about filling the box in the 
template with something generic; far too many ads use obvious stock images 
as a crutch.
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3.Copy needs to be brief, single-minded and punchy. People have low 
tolerance of long copy on LinkedIn, and too few ads are 100 single minded 

in what they try to say. Decide your main message, make sure it talks 
about what your clients care about, and stick to it. Avoid too much 
repetition. Less is definitely more.

 
4.Get your call to action right. Make it clear what you expect the reader to do 

next and motivate them to do it. This is social media, so you need your 
audience to take the next step or you lose them immediately at the swipe of 

a finger.
5.Coherence – do all the parts work together in the same direction?

Section 2What can we learn from this study



The ranking
Section 3



HCL Software

Global Shares

Attention Grabbing Media

Palantir Financial Planning

E-ON

Nespresso

CAP Gemini

Monday.com

Exertis UK

Intel Business 

Citygold

Contentfly

BoldSpace

Valitor

Continuum

E-Maint

Helastel

Breaking Bud

Thinkwise software

Consumer Goods forum

Total Scores 8.2 10.0 10.2 10.6 11.2 11.4 11.4 11.8 11.8 12.0 12.6 12.8 12.8 13.2 14.0 14.2 14.6 15.0 15.8 16.0



Reviewers combined scores

Seen as weak by all, mainly due to too much dull copy and an uninspiring call 
to action. Despite its probably worthy content, 
none would run this advert as it is.

“Is there something of particular interest in this 
white paper, in which case, tell me in the ad.”

1.8 2.0 1.8 2.6 8.2

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

#20 Consumer Goods Forum

No



Reviewers combined scores

Was viewed as weak, generic and uninteresting. The images didn’t add any 
additional information despite there being four of the and the copy didn’t 
really talk about anything unique. Generally, sort of wallpaper stuff. None of 
our reviewers would run it.

“The stock photography is unappealing and there is 
no real element of intrigue that compels me to read 
on.”

2.0 2.2 2.8 3.0 10.0

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

No

#19 Intel Business 



The video was felt to be “OK” but got in the way of legibility of the copy. 
Overall the ad wasn’t as clear as it needed to be, nor the call to action. The 
imagery didn’t really reinforce a discussion about “security” in anyway and 
it wasnt particularly interesting.

Reviewers combined scores

#18 HCL Software

“Not completely sure what the idea actually is. Is it 
a spam blocker, is it third party coding? What 
exactly am I downloading – information… or the 
tool itself?”

2.2 2.4 2.6 3.0 10.2

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

No



“It took me more than 5 seconds to work out: 
is this ad relevant to me, what exactly are you 
offering, is that something of value to me, do 
I want to investigate it further now? Too hard.”

Reviewers combined scores

#17 Citygold

Generally, our reviewers failed to “get” what this ad was trying to do. The 
image seemed wrong for the medium and the target. The link between the 
“travel” idea and the proposition seemed to be missing; and overall there is 
a mismatch between the tone of the ad and the target (HNW individuals).

2.8 1.6 3.4 2.8 10.6

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

No



“The copy starts well with a hook but it goes down 
hill from there: Who is Valitor? Why should I trust 
what they have to say about 
Ecommerce?”

Reviewers combined scores

Nice colours and quite a good catchy intro, but then the copy became pretty 
bland and the proposition of a free guide is a bit buried (and its not clear 
what the guide will tell you). Overall, too general and a bit confused with 
multiple messages. Needs to be far more single minded.

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

No

#16 Valitor

3.0 2.4 2.8 3.0 11.2



Reviewers combined scores

3 out of 5 reviewers wouldn’t run this Ad. The general view was although 
the video is “slick” it lacks any compelling reason to engage nor a call to 
action. It had too many buzzwords. Didn’t say anything different or special 
about why it would benefit us to use this company.

No

“There is no call to action, no mention of what they 
do, nor what problems they solve etc”

#15 CAP Gemini

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

2.4 2.6 3.4 3.0 11.4



Reviewers combined scores

No

Confused by unclear (dual) calls to action, generally this is too 
copy-heavy and lacks a punchy benefit or hook, plus not a very exciting and 
seeming “stock” image which does little to re-enforce the message.

“The call to action is not clear, is it download 
a guide or chat to a professional?”

#14 Palantir Financial Planning

2.4 2.0 3.8 3.6 11.8

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score



Reviewers combined scores

“The image isn't eye-catching and the text 
underneath isn't compelling enough to get 
my attention.”

#13 Nespresso

Reviewers thought this was more of an “awareness” ad, certainly it lacked 
any call to action. The introductory line was seen as “empty mumbo jumbo” 
and the ad lacked any clear point of difference. Attractive enough visually 
but overall felt to be feed wallpaper.

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

3.2 2.6 3.0 3.0 11.8

Yes



“I can’t understand the content or messaging on the 3 
mobile phones as it is too small. Is the wording on them 
important? is it supposed to be?”

Reviewers combined scores

The copy in the ad was felt to explain the proposition well but the image for 
most was too detailed and hard to see in this medium 
(not legible) and a little generic. Too much jargon got in the way somewhat 
but that may be less of a problem for their true target.

#12 Global Shares

2.6 3.0 3.0 3.4 12.0

Yes but with minor changesWould you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score



Reviewers combined scores

The image was seen as a bit generic and lacked “punch” and most felt the 
opening line “the business landscape has changed” was bland to the verge of 
pointless. The copy doesn’t really land what the company does for its clients, 
The final line was the most intriguing point to some, but the audience was 
probably lost by that point.

Yes but with minor changes

“The 4 lines of copy do not engage or capture my attention 
with an intriguing benefit for me… as it merely states the 
obvious that I already know.”

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

3.4 2.8 3.0 3.4 12.6

#11 BoldSpace



The image of a book didn’t really inspire our reviewers despite giving a way 
a book being accepted as a good mechanism for engagement. Most 
struggled to see what the proposition being offered by this ad was. 
Generally it was on the dull side and it didn’t help that most didn’t know 
what MSP stood for.

Reviewers combined scores

Yes but with minor changes

“I was always taught to only use an acronym 
once you had explained it.”

#10 Continuum

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

3.6 3.2 2.6 3.4 12.8



The dominant view was “vague”. Reviewers struggled to work out what the 
business was and the proposition of the Ad was. “Tech trends” is 
too general. And the ad didn’t offer any clear benefit from taking action. It’s 
only upside was an eye catching visual but without more explanation this 
didn’t get the viewers very far.

Reviewers combined scores

Yes but with minor changes

“The title is too vague and needs to be more focused 
on what the report is aimed at.”

Would you 
run this idea?

#9 Helastel

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

3.4 3.2 2.8 3.4 12.8



Reviewers combined scores

It’s a simple message which is good, but the imagery wasn’t appealing to 
our reviewers, and it was a bit too hard sell 
(a no no for Linked in). The body text is too wordy and the 
message considered a bit generic. 2 reviewers wouldn’t run it.

#8 Attention Grabbing Media

No

“Comes across as a bit pushy and hard sell. The 
image is a bit smug.”

3.2 3.0 3.4 3.6 13.2

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score



Rated well for its simple and clear messaging/copy although a rather 
uninspiring image that is generic rather than relevant to the proposition. 
Clearly its aimed at subject matter experts and lacks clarity for the rest of 
us.

Reviewers combined scores

#7 Thinkwise Software

Yes but with minor changes

“The image is very generic and stocky, it's the main 
focal point and it doesn't tell a story or even seem to 
link to the copy”

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

3.2 3.4 3.6 3.8 14.0



Reviewers combined scores

No

“It takes quite a lot of effort from someone 
to read that much in an ad”

Seen to be a bit uninteresting visually and too much copy. Lacked a clear 
benefit statement for most. The logic connecting efficiency with rugged was 
questioned. 4 out of 5 reviewers wouldn’t run it.

#6 Exertis UK

3.6 3.0 3.8 3.8 14.2

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score



Reviewers combined scores

Yes but with minor changes

“I am not sure the plumes of steam/smoke bellowing 
out of the chimney promotes 
a "green" business?”

#5 eMaint

The 20% increase was considered to be persuasive. 
There were several responses regarding a dislike for acronyms.

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

3.6 3.6 3.6 3.8 14.6



Reviewers combined scores

Yes

“I don’t see why they need to say the same thing 
twice”

Eye catching and simple. This Ad was seen to be pretty effective 
but with some comment around repetition of “templates” and a lack of 
understanding what Monday actually is, and why a template would help 
improve content. The image is probably too complex for a social media 
stream.

#4 Monday.com

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

3.8 3.6 3.8 3.8 15.0



Reviewers combined scores

Seen by all as a very clear and strong image, plenty of impact in the feed. 
Having said that it was let down by lack of what reviewers felt was an 
understandable call to action/next step. One took issue with sexual 
innuendo. But all 5 would run it.

YNeos

“Succinct and visually disruptive and easy to decode.”

#3 Breaking Bud

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

4.4 3.8 3.6 4.0 15.8



Yes

“The message is very clear and the visual 
is bright, eye-catchy colours.”

Reviewers combined scores

#2 Contentfly

A good attention grabbing headline and strong visual. This was seen as 
an effective Ad. Improvements suggested were to remove distraction 
from behind the copy and that the visual, whilst impactful didn’t seem in 
any way connected to the proposition. All reviewers would run it.

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

4.4 3.6 4.0 4.0 16.0



Reviewers combined scores

Was felt to be simple and eye catching and the concept of “competitive 
edge” stimulated curiosity. The 100% idea lost a bit of traction without 
explanation but overall a very strong ad.

Yes

“All the info is visible within a few seconds so the 
message get across straight away.”

Would you 
run this idea?

Eye 
catching

Compelling Easy to 
understand

Says what 
it’s meant to

Total 
Score

#1 E-ON

4.8 3.8 4.2 4.0 16.8




