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How to plan your 
creative in 2023

anicca webinar – 13th January 2023

B2B edition
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Thom Shardlow
Head of Creative & Client Strategy

Introductions
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About Anicca

Supporting your digital ambitions.
We invest in relationships with businesses and brands 
to drive growth and succeed in what we do.

Our multi award winning agency in the heart of 
Leicester speaks for itself.

Established

2007
Staff

27
Clients

46+
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Paid Media 
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Senior Paid Media

Brad Longman
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Client Services
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Client Account
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Paid Media
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Senior PPC
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Strategy & Delivery

We invest in relationships with businesses and brands 
looking to drive growth and succeed in what they 
do.

Whatever your brief, we can mix and match our 
services to best suit your needs. Our services tell you 
all you need to know when looking for a truly 
integrated agency.
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Our pedigree

We have vast experience of working with companies and 
organisations across many industries and parts of the UK
Our deep understanding and sharp focus across digital 
marketing is what sets us apart from the competition, giving 
you comfort in knowing we are a true extension of your 
business.
This is also why our internationally renowned clients stay with 
us year after year.
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Planning your B2B 
creative in 2023

What to focus your attention on
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What do we mean by creative?

Your visual representation of your brand, service and product (digitally) 

Organic posts (day to day)

Ads (paid for content)

Websites

Emailers

Social Channels

Landing pages

Presentations

Internal comms

Press releases

Case studies

Affiliates / Partnerships
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Cumulative Exposure

Ecosystems not Singular assets
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Audience First

Fundamentally, we want to target the decision makers 
with digital content at all times, so we do that through 
all need states. 

But your existing and prospective audience are at 
different points of the purchase journey.

No matter what part of this funnel your audience are 
in, we have planned the creative to meet their needs.

So we need to address cumulative exposure and 
design eco-systems instead of singular creatives (or 
assets)
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Time to absorb

Depending on the time of day, location and target 
audience, will depend on the relevance of your 
creative.

Score your creative on where it will be seen.

Is it quick content that can be absorbed on a scroll of 
a social post whilst your audience are on their 
commute? 

Or does it require a more concentrated view where 
the consumer needs to take in your message?
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Are you meeting their needs?

Depending on the time of day, location and target 
audience, will depend on the relevance of your 
creative.

Score your creative on where it will be seen.

Is it quick content that can be absorbed on a scroll of 
a social post whilst your audience are on their 
commute? 

Or does it require a more concentrated view where 
the consumer needs to take in your message?
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B2C vs B2B

The main point of difference is that the B2B mindset of 
the audience is around the size and success of your 
business. The perception of working alongside you, 
mimics their own ambitions and targets.

Offers < Trust

Product < Reassurance

Company news < Repetition

Case Studies < Success

Design < Growth
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B2B neglect

The temptation to follow suit and reserve LinkedIn for 
deeper company coms is tempting, but remember to 
include acquisitional quick content too.

Neglected

Seldom seen
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Quiz time

Where would you place this social media creative?
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Quiz

Oracle – Thought Leadership blogs
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Quiz

Sage – Business Start up templates
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Quiz

Sunbelt (A-Plant) – Product heating
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Visual 
Representation

Are you standing out for the right reasons?
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What is Visual Representation?

More than just your logo.

Typefaces

Colour Palette

Imagery

Tone of Voice

Culture

Product / Service

Staff

Audience 
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Are you well represented?

When planning the exposure you require for your 
creative, you need to be well represented within the 
asset.

If you don’t brand your own content then you will be 
giving consideration to your competitors. 

You have just 0.25 seconds to grab the attention of 
the audience, so make your point quickly.

B2B Always make the mistake of posting long hand 
content on thought leadership. Don’t forget to sell on 
LinkedIn with quick launch and product content
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Right first time
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Old habits

Break out of immediate competitor review and over the counter mentality
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Old habits in marketing

The perception of traditional metrics don’t work as well as they used to. B2B has 
the reputation of ’Over The Counter’ or ‘On the Golf Course’ mentality.

We are ALL users of the platforms and digest information in the same way as 
any active audience. Perception has shifted and the pandemic forced a more 
digital B2B strategy.

But here’s the advantage…SMEs have struggled to stand out because they 
aren’t necessarily owning their own experience and creating trust.
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Standing out

Good and bad examples of what we see in organic social
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A great example

All feels well designed 
and owned by FedEx

Clean and 
white space

On brand 
typography 

Diagonal shapes 
to stand out

Brand clear in 
image asset

Related 
believable 
imagery
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Good not great

Relevant to 
the business

Well written

Nice imagery
Zero ownership and 
branding.

Does everyone know
they supply kitchens?

May be giving 
consideration to the 
competition 

The hard work has been 
done. All that was needed
was a quick overlay of the
branding.



All rights reserved 2023/41|

An SME example

Imagery with zero branding across 
any of the content.

None optimised imagery straight 
from mobile

Could be anyone, no ownership

Inconsistent

No clear messaging or reason 
behind the post
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Good not great

Highlight brand in bolder 
colour to Stand out and 

own asset

Add information and 
reason as to why you are 

posting

Use the shard shape 
taken from the logo 

on your brand

Own your own content so it 
cannot be mistaken for 
competitor content.

Add the right amount of copy to 
tell the audience what the point 
of the post is

Don’t be afraid to 
obstruct with block colour

Break the shape with cutouts 
and add additional patterns to 
stand out



All rights reserved 2023/43|

An SME example

Applying a language to social 
assets will make major differences 
in engagement from minor 
changes in platform best 
practices and persona based
data.
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An SME example
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An SME example
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An SME example
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An SME example
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To wrap it up

Plan plan plan
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In summary

If you take anything from this Webinar…

Use this:
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In summary

If you take anything from this Webinar…

Use this:
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In summary

If you take anything from this Webinar…

Use this:

But remember:
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In summary
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Disclaimer
The materials set out in this document are concepts only (the “Concepts”) and, in addition to 
any rights vesting in Anicca Digital Limited (“Anicca”), may be the subject of existing third party 
intellectual property rights.
If the client wishes to utilise any of the Concepts, it should notify Anicca in writing and Anicca will 
then put in place the appropriate intellectual property searches (the “Searches”). The use of 
the Concepts is therefore subject to the results of the Searches.
Anicca shall not be liable for any damages, costs or losses whether direct or indirect (and 
including, without limitation, loss of profits, loss of business and loss of goodwill) arising out of any 
claim by any third party relating to the Concepts proposed by Anicca where the client uses a 
Concept:
prior to Anicca confirming whether or not the Concept is subject to existing third party 
intellectual property rights; and/or
in breach of existing third party intellectual property rights following the Searches.
All Anicca rights to proposed technical, content and creative concepts belong to Anicca 
unless paid for by the client. Should the client subsequently use any concepts without payment 
to Anicca (unless agreed otherwise by both parties in writing), Anicca reserves the right to take 
action to recoup, without limitation, damages for breach of intellectual property rights and/or 
any lost costs associated with the development of such concepts from the client.

thom@anicca.co.uk


