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FROM THE EDITOR

Ah, the joys of being an Editor-in-Chief. One moment, you're juggling
creative refreshes for at 1least four clients at once, fine-tuning
creative direction, and reminding the team that “urgent” is a deadline,
not a suggestion. The next, you're staring at a blinking cursor, tasked
with introducing this very magazine— an assignment I absolutely did not
volunteer for.

How did I end up here? Great question. Somewhere between signing off on
landing page copy, deciphering cryptic client feedback (is "maza nahi aa
raha hai" a color palette issue or a life crisis?), and making sure my
dear manager, Raveen, doesn’'t descend into existential dread over
“templatize this or “No no no, don’'t reinvent the wheel!!”-I was ever-
so-gently informed that launching a magazine would be a fantastic idea.
And who better to spearhead this than yours truly?

I"

So here we are, dear reader. A magazine filled with insights, creativity,
and the collective brainpower of a team (members listed in the previous
page) that somehow thrives on caffeine and controlled chaos. It's a labor
of love (and about 37 rounds of revisions), but if you find inspiration,
a fresh perspective, or at the very least, a chuckle— then we’ve done our
job.

Now, if you’'ll excuse me, I need to check whether our dev has actually
started on the PSB landing page or is he just thinking about starting.

Enjoy the read!

EDITOR-IN-CHIEF | CREATIVE STRATEGIST
DIGITAL ADVANTAGE MEDIA
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Designing an ad isn’t just
about making things look good-
it's about making them work.
You want people to stop,
notice, and (hopefully) take
action. So how do you make that
happen?

To understand that, you need to
first familiarize yourself with
the basics/principles of design
and then everything I am
talking about will start making
sense. Good? Okay -

You are a non-designer, but still know enough to differentiate between a
good design and bad design but you can’t pin point exactly what’'s wrong
in that creative, all you can say is ‘something’s not right’'. That
happens when the design principles are not kept in mind while creating,
well, a design. So, what exactly are these design principles, and why do
they matter? Let’s break it down using this Bike Expo New York poster.

] 36 NYC

FREE & OPENTD
THE PLBELIC '
bikpsxponewyorieorng

What are your thoughts on this? Does it look nice? Improvable? Messaging seems clear?

Keep your thoughts open while we move on to the next section
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First up— Proximity & Grouping.

Ever seen a design where everything feels
scattered, and you don't know where to 1look?
That's bad proximity. Grouping related elements
together makes things easier to read and
understand.

Look at this poster-the event details (date,
location, website) are all neatly packed at the
bottom. The title is at the top, separate from
everything else. Even the 1logos are grouped
together. Nothing feels random or out of place,
and that’'s why it works.

Next— Visual Hierarchy.

When you 1look at a design, your eye naturally
follows a path. If that path isn’'t clear, the
message gets lost.

Here, the first thing you notice? The big, bold
title—"BIKE EXPO NEW YORK." That’'s your attention
grabber. Next, your eye moves to the date, then the
location, and finally, the website. Everything is
structured in a way that guides you, step by step.

If everything was the same size, color, and weight,
nothing would stand out. That's why hierarchy
matters—it tells your brain what to read first.

Now, let’'s talk about Spacing.

Have you seen one of those cluttered posters where
the text is crammed together? and the informatior
load feels overwhelming?

This poster does it right. Look at how there’s
enough breathing room between lines, sections, and
even the bike wheel and manhole cover. The left
side has plenty of open space around the text,
balancing out the busy image on the right.

Good spacing makes everything clean, readable, and
easy on the eyes.



April 2025 ISSUE 01

THE ABC'S OF DESIGN

Alignment - because messy designs
are a no-go.

Alignment 1is what keeps a design
from looking like a scattered mess.

In this poster, the text on the left

is perfectly 1left-aligned, keeping

things neat and structured. The bike

' wheel and manhole cover align

g ey % " perfectly in the center, creating a
Ii*fl- Car l "1 strong focal point. Even the website
:l'”.,ll: 0" and logos at the bottom are lined

e, 2
8% It's these little things that make a
design look sharp and professional.

¢

i i
"l"_
1 |

[ ]

‘h!t FRE — as no one likes a lopsided
Ve i. e = design.

S -t All of us at some point have come

mz—s p#g%%cnv across a layout where everything is

: ( packed on one side, making it feel

iy 2 e bilasexponewyork.org off, right? That's called a bad

balance.

This poster nails it. The 1left side has bold text and a bright
background, while the right side has a detailed image. The bike wheel and
manhole cover split evenly, keeping both sides visually stable.

Even though the two halves are totally different, they work together.
That's balance. You know, yin-yang types

— because if everything is bold, nothing is.

Contrast is what makes things pop. It’'s how you make sure key elements
don't just blend into the background. Here's how contrast is working in
this design:

e Bright green vs. dark asphalt. The text on the left stands out against
the background.

e White text on dark backgrounds. Easy to read, not lost.

e Flat color vs. real-world texture. The split between the smooth green
and the rough pavement makes the poster visually striking.

e Without contrast, the whole thing would just look.. flat.
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Repetition & Consistency-because chaos isn’'t cool.

A design should feel cohesive, not random.

e The same font style and size are used throughout, keeping everything
unified.

e The color palette (green, black, white) is consistent—no sudden pops
of unrelated colors.

e Even the circular shape of the bike wheel and manhole cover is
repeated, reinforcing the theme.

Finally-Pacing.

Pacing is about controlling how
someone reads your design.

Good design is actually

First, you see the bold title-—

quick, immediate impact. a lot harder to notice
Then, you move to the date and

location—-the next most important than poor design, N part
info.

Lastly, you get to the smaller because good designs

details like the website and fit d Il that
sponsors—less urgent, but still 'tourneeds sowe :

there. the design is invisible
Everything flows naturally, so

nothing feels overwhelming or hard
to follow.

See how all these principles come together? The poster feels good
because it’'s designed with purpose. Proximity, hierarchy, spacing,
alignment-it’'s all working behind the scenes to make sure the message
lands clearly and effectively.

Now that you know what to look for, you’'ll start noticing these
principles everywhere. And when you design? You'll know exactly what to
do to make it work.
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THE AD BREAKDOWN

Because criticizing is easier than
conceptualizing, so why not?

“T'm a commercials director” “Ob, anything Img,&r o |
have skipped?” |
(
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LET'S TEAR AN AD APART
(RESPECTFULLY)

Mn‘.‘.‘lﬂiu‘.l‘“y' En
B% Softwane Development

BZB sellers are up against competitive chaos and buyer
skepticiem. Standing cut may feel impossible, but we
know the way forward: sales enablement.

Acknowledge your

prospec

ct's struggles in bold,

terms and set the

stage to provide a soluf

"% B2B SELLING
using DO e DN IR 8y e
' IS TOUGHER
THAN EVER

This is how
you win.

irm mediafly

The Ultimate Guide to Sales Enablement

Okay, we've talked about design principles and how they make things look
pretty. Now let's put that knowledge to work and dissect a real ad.
We're looking at this Mediafly B2B sales enablement ad and honestly,
it's 1like watching someone who knows the rules of basketball but

occasionally travels with the ball. Let's break it down. First with good
stuff...
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THE GOOD STUFF
They Nailed The Contrast Game

Look at that mint green background with bold black text. Chef's kiss.
It's like they actually want people to read their headline. Shocking, I
know. The "B2B SELLING" and "IS TOUGHER THAN EVER" have different
weights, creating contrast within the headline itself. Smart move-it's
guiding your eyeballs exactly where they want them to go.

That Image Actually Makes Sense

AP Il IMNMC=
Ever seen ads where the image has ETE’&*‘JEE} by I:r_ L ;f"';l,].%':"f:f
nothing to do with the message? - b

=T

Ko il 5o W BT
Like a random smiling person for

enterprise software? Yeah, not IS TOUGHER
here. The person struggling with

a rope literally visualizes "B2B THAN EvER
selling 1is tough." It's not

exactly subtle, but it works. The ThlS Is_h':"w

image and text are playing for YGU WiInN.
the same team, and that makes the
message stick.

[+ :.-_.-\.1:;1. — R

¢ mediafly

The Hierarchy Doesn't Make You Think

You know what's nice? Not having to solve a puzzle to figure out what to
read first. This ad gives you:

e The big bold "B2B SELLING IS TOUGHER THAN EVER" (problem statement-

check)

e "This is how you win" (solution hint-check)

e« That context paragraph at the top (background-check)

e "The Ultimate Guide to Sales Enablement" (what they're offering—check)
Your eye naturally follows this path without you even realizing it.
That's good design working behind the scenes 1like a good waiter who
refills your water without you noticing.
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THE NOT-SO-GOOD STUFF

Where The Heck Is The CTA Button?

No but, where is it? They tell me there's an "Ultimate Guide to Sales
Enablement,"” but... how do I get it? Do I just stare intensely at my
screen until it materializes? A simple "Get the Guide" button wouldn't
have harmed anyone. It's like opening a restaurant but forgetting to put
doors on the building.

Value Proposition Is Vague % M:dhrﬂftnn

"This is how you win." Um,

but how exactly? By pulling

a rope? Magic? Their BZB sellers are up against compatitive chaos and buyer
software? The ad tells us skepticism. Standing out may feel impossible, but we

B2B selling is tough, agreed know the way forward: sales enablement.

but doesn't clearly spell
out how Mediafly fixes that.
It's 1like saying "Hungry?
Food exists." Cool, but what

food and why is yours
better? BzB SELLING

No Clear CTA Destination

Even if we assume "The ls TOUGHER
Ultimate Guide to Sales

Enablement” is meant to be THAN EVER
clickable (which

isn't
visually obvious), there's

no indication of what ThIS IS_ hOW
you'll get when you click. yc)u wWIin.

Is it a download? A landing
page? A video? When
designing ads, always make %mediﬂﬂv
the next step crystal clear.
Don't make people guess-—
because, they won't.

The Ultimate Guide to Sales Enablement
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THE TAKEAWAYS: DO THIS, NOT THAT

Do: Use Visual Metaphors That Actually Make Sense

The struggling figure with the rope? Perfect match for "B2B selling is
tough." Visual metaphors shouldn't require a literature degree to
interpret. This one's direct, relevant, and reinforces the message.

Do: Break Color Expectations (When It Makes Sense & Brand Guidelines
allow it)

Most B2B ads use the same boring blue palette like they're all shopping
at the same design store. This mint green is refreshing and stands out
without looking unprofessional. It says "we're different" without saying
"we're weird."

Don't: Forget The Call To Action

This is Marketing 101, people. All the pretty design in the world means
nothing if people don't know what to do next. Always, ALWAYS include a
clear button or direction. "Download Now," "Learn More," "Get Started"-
pick one and make it impossible to miss.

Don't: Be Vague About Your Solution

Saying you solve a problem without explaining how is 1like a magician
saying "I can make things disappear" but never actually performing. Get
specific! What exactly does Mediafly offer that makes B2B selling less
tough? How exactly do they help you "win"?

HERE'S MY AD BIBLE (CHECKLIST) WE FOLLOW WHILE COMING UP WITH
CONCEPTS:

v Are they following basic design principles? (proximity, hierarchy, contrast, alignment,
etc.)

v Is the message instantly clear? Or do you need to decipher it like ancient
hieroglyphics?

v Does the imagery support the message? Or is it just there to look pretty?

V' Is there a clear next step? Because confused people don't convert, period.

v Does it speak to the audience's pain point? Or is it just shouting features?

v/ Canyou scan it in 3 seconds and get the point? Time's precious, folks.

v Is the branding consistent? Or does it feel like it was made by three different
companies?

v Does it pass the "so what?" test? (AKA, why should anyone care?)
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THE SECRET SAUCE

The Recipe for a High-Converting Landing Page

A

deel.

L& * 4.8/5 7020 Reviews

Deel'S GIObaI payroll Get started with Deel
you ?" be pleased Schedule a 30-minute product demo with expert O&a,
to use (and can

run in minutes)

Ensure your international team gets paid quickly with the best in-house
aglobal payroll for direct employeess, EOR, and contractors. It's the seamless
axperience you and your team deserve in one place with 24/7 suppodrt.

vl PESPECE your GETA. By Subimeiling Bhas Tarm, you agise Mal we woll CoOntacE you
| Fel L B GuF PIOGUETE 8d BETERoaE, iR SECOMdance wilh 0w Orivacy poicy
e priﬂing *

A\ SENTRY

Performance Monitoring
Developers Will Actually
Use

Sentry’s developer-first APM offering automatically detects

performance issues and halps you debug them by showing slow API

calls and database queries, or the broken line of codo.

TRY SENTRY FOR FREE | SEE THE DOCS
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Imagine this: you're an urban
professional in Bangalore, enjoying

your morning filter coffee at a chic
cafe in Koramangala. You tap on our
ad - slick, promising, and right on
cue. But instead of 1landing on a
page that feels as smooth as a drive
on MG Road in an air-conditioned
cab, you're met with a digital
disaster. The page is cluttered like
a chaotic Saturday market at Brigade
Road, the headline is as vague as a
weather forecast during the monsoon,
and the call-to-action 1is hidden
like an elusive parking spot in
Indiranagar. It's a scenario that
not only disrupts the flow but also
turns a promising engagement into a
frustrating detour.

TAILORED FOR
CONVERSION, NOT
DISTRACTION.

April 2025 ISSUE 01
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% M Stmmlard £ Beaiily
Cha VT Tiewmn

Elernd frsd | manials

A landing page 1is not a generic
welcome mat; it's a finely tuned
instrument designed to resonate
with the promise made in your ad.
The ideal page cuts through the

noise with a clear, punchy
headline that instantly
communicates the benefit. It
follows with a concise value
proposition that reassures
visitors they’'re 1in the right
place. Instead of overwhelming
them with endless options or

unnecessary links, every element-—
from text to visuals—-is crafted to
drive one outcome: conversion.

Trust is built not by bombarding
the visitor with every detail, but
through thoughtful touches: a few
well-placed testimonials, credible
trust signals, and a clear
differentiation that shows why
your offering stands apart from
the competition. This approach
transforms the landing page from a
mere information hub into a
conversion powerhouse.

So, Why do we need a separate landing page? >
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HERE’S WHY YOU NEED A LANDING PAGE

s

2 -_llli-
A e

L
Crisp Communication ®

*
*Continuity of Flow

)
¥ Precise Attribution and
Tracking

ISSUE 01
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MAPPING THE JOURNEY: FROM GLANCE
TO ACTION

The journey on a landing page should feel intentional. It starts with an
arresting headline that captures attention, much 1like a captivating
storefront in a bustling urban district. From there, the narrative
unfolds seamlessly—a short, compelling value statement, engaging visuals
that support the story, and a final, bold call-to-action that guides the
visitor to the next step. Every element is in harmony, ensuring the
visitor never feels lost or overwhelmed.

ﬁ h‘ﬂﬂhli'ﬁ' Fealure <i Pricing A Network = Benkay for R s cet f\.'l'r"":||.1-|r w Login Star trind | Wl @ o ]
o

MAKE A
STATEMENT IN THE

beehiiv is the newsletter-first operating system for
creators building a digital business
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MUST-HAVE CONMIPONENTS OF A LANDING PAGE

Crisp & Attractive Headline Immediately hook the visitor by clearly stating the benefit

Follow up with a concise explanation of what'’s in it for the visitor,

Clear Value Proposition : : ]
ensuring alignment with the ad

: Include testimonials, client logos, and any relevant metrics to build
Robust Social Proof 9 y

trust
Differentiation - Why Us Over Highlight what makes our offer unique and superior to the
Others competition

Provide a quick snapshot (using bullet points or icons) that explains

i fP t i
R Pdtcts/Sonces the key features and benefits

Strong, Focused Call-to-Action Make the next step clear and irresistible—this is our conversion
(CTA) goal (Free consultation, sample product, download catalogue)

Keep forms simple and incorporate trust badges or security seals
to reduce friction (data privacy, what will this collected data be
used for)

Minimal Form Fields & Trust
Elements

Use high-quality images or videos to illustrate the product or

Engaging Visual Content :
gaging service, and to break up the text

Continuously test headlines, CTAs, and
Advanced A/B ) J .
. design elements to refine our approach
Testing
based on data
. Quizzes, dynamic sliders, or chatbots can
Interactive . . .
personalize the experience and drive
- Elements
Amazing To-Have engagement
Components
Exit-Intent Capture those about-to-leave visitors
Popups with a last-minute offer or bonus content
Scarcity and Countdown timers or limited-time offers
Urgency can create a sense of urgency that
Signals pushes visitors toward conversion
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Even the best landing pages need to be monitored and refined. This is
where Microsoft Clarity (a tool which helps you understand user
interaction with your website or app) becomes invaluable. It provides a
window into the wuser’'s journey with features 1like heatmaps, session
recordings, and scroll maps. With heatmaps, we can pinpoint exactly
where visitors are clicking and whether the call-to-action is capturing
the intended attention. Session recordings offer a replay of the user
experience, revealing any moments of hesitation or confusion. And scroll
maps tell us how far down the page users are venturing-if they’'re not
reaching the CTA, it’'s a sign we need to rethink our layout.

By keeping a close eye on these metrics, we can iteratively improve our
landing pages, ensuring they remain as dynamic and responsive as the
urban environments we serve. This data-driven approach 1lets us make
informed decisions to continuously enhance the user experience and
ultimately drive more conversions.

IN THE END, IT'S ALL”
ABOUT THE EXPERIENCE

A landing page isn’'t just a collection of design elements and copy-it's
the gateway to building genuine connections with our audience. When
every detail is carefully considered, from the opening message to the
final click, we create an experience that not only meets expectations
but exceeds them.

The goal is clear: transform
every click into a meaningful

interaction. Whether you're One link - all
refining the layout or your research
analyzing wuser behavior with The: capture store *

tools like Microsoft Clarity,
it’'s about delivering a digital
experience that's both engaging
and effective. Keep it focused,
keep it seamless, and let every

element serve the SinQUIar"-—i‘i" e

purpose of conversion.

Houw to test and improve your Key metrics ’
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Metric Description Benchmark How to Test/ Improve

P t f click

theercerinmaage zaﬁ-‘lz-:c?[ir;n Use Microsoft Clarity’s heatmaps to track
CTA Click (CTX); meg;ures how Ideally, 40-50% of click distribution. If low, experiment with

Concentration

effectively the CTA is
drawing attention from
visitors.

total clicks should
target the CTA.

button color, size, placement, and
surrounding whitespace to make the CTA
more prominent.

Percentage of visitors
who scroll to key
conversion areas;

At least 70% of
visitors should scroll

Utilize Clarity’s scroll maps to identify
drop-off points. If users aren't scrolling

Scroll Depth L " enough, reposition your CTA higher or
indicates whether users to the critical ;
. ) add visual cues (e.g., arrows or teaser
engage with content conversion elements. .
o content) to encourage deeper scrolling.
below the initial fold.
Average time visitors Analyze session recordings for quick
Session spend on the landing Sessions longer than | bounces. If the duration is consistently
Duration page; reflects overall 30 seconds are short, streamline content, enhance visual

engagement and interest
in your content.

generally positive.

engagement, and optimize page load
times.

Dead Clicks and
Rage Clicks

Frequency of clicks on
non-interactive elements
or repeated clicks
indicating frustration;
signals potential usability
issues or misleading
design cues.

Ideally under 5% of
total clicks.

Monitor these events in Clarity. If the rate
is high, review the page design to clearly
distinguish interactive elements from
static ones and address performance or
usability glitches.

Bounce Rate &
Form

Bounce rate (percentage
of visitors leaving without
interacting) and the rate
of form completions;
measures initial

Bounce rate below
40-50% and form
conversion rate

Use Clarity alongside GA4 to assess
these rates. If the bounce rate is high or
form engagement is low, simplify form
fields, adjust the value proposition, and

Engagement above 10% are e
engagement and health optimize page load speeds to better
effectiveness of 4 meet visitor expectations.
conversion elements.
Percentage of visitors . .
; Leverage session recordings and funnel
abandoning the . . L
. . Ideally, drop-offs analysis to pinpoint significant drop-offs.
Conversion conversion process at

Funnel Drop-off
Rate

each stage; identifies
points in the funnel where
visitors lose interest or
encounter obstacles.

should be below 20-
30% at each critical
step.

Streamline the process by reducing
friction points, clarifying instructions, or
testing alternative designs to retain more
users through the funnel.

Check a sample Landing page next page and share your critique!
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CLICK ON THE VIDEO TO WATCH

Topic: Facebook Ad Design Tips

This video gives you eight super useful
tips for designing Facebook ads that
convert. From choosing the right ad
format to crafting the perfect call-to-
action (CTA), it's got you covered.

Why should you watch it: Need to level
up your Facebook ad design skills? Or
stop torturing design team to get it
done ‘faster’. This video is like
having a pro designer in your corner,
guiding you through the dos and don'ts
and you can design things yourself!
Easy.

... Improve Your instagram Design: Critiques, Tips & Advice PT 1

CLICK ON THE VIDEO TO WATCH

April 2025 ISSUE 01

Topic: Best Meta Ad Creative Formats
for 2025

This video dives into the top 16 ad
creative formats for Meta (Facebook)
ads in 2025. It covers everything from
user-generated content (UGC) to AI-
driven ads and "ugly ads," along with
messaging tactics and strategies for
testing.

Why should you watch it: If vyou're
looking to boost your ad game on Meta
platforms, this video is a must-watch.
It's 1like having a cheat sheet for
creating ads that actually work!

g8 Facebook Ad Design Tips and Exampies!
8 FACEBOOK AD
DESIGN TIPS
AND EXAMPLES

Topic: Instagram Carousel Critique

Chris Do critiques Instagram carousel
submissions, focusing on content
structure, design layout, typography,
and formatting. He shares tips on how
to make your carousels stand out.

Want to
carousels that

Why should you watch it:
create Instagram
actually engage your audience? This
video 1is 1like getting personalized
feedback from a design guru, helps you
get a better idea of what things to
look at while giving your feedback.


https://www.youtube.com/watch?v=_ZHS6tW3f_Q
https://www.youtube.com/watch?v=Yy_Gtb1p9aQ
https://www.youtube.com/watch?v=qjZospdjnS0

April 2025 ISSUE 01

Topic: Visual Hierarchy Techniques
for Graphic Design

> ;gﬂmmcmumwlnm?umlmmmq
)( This video explores visual hierarchy
as a key graphic design principle.
SPIKES EOMES It teaches you how to guide the
TREWIN JHE viewer's eye through your design
using techniques 1like F and Z
patterns, size, typography, and
whitespace.

Why should you watch it: Now that
you've learnt in theory about design
principles, you can cross-reference
your learning with multiple examples
discussed in this video.

Topic: Copywriting Formulas (AIDA,
PAS, 4 C's)

m 3 Copywriting Fermidas Every Beginner Should Know
This video explains popular et LI
copywriting formulas like AIDA, PAS, . L ) copywrlflng
and the 4 C's. It shows you how to g

_ -l i
use these formulas to craft _- - FormUIaS
S meet ) SRS

compelling copy that drives results.

Why should you watch it: Remember
Rik’'s brown bag session? This video
will cover more in-depth about what
you learned in that session with
additional frameworks and examples to
help you master the art of persuasive
writing

CLICK ON THE VIDEO TO WATCH

Topic: Google Ads Copywriting Tips

This video shares expert tips for
writing effective ad copy for Google
Ads. It likely covers strategies for
improving ad performance and driving
results.

Why should you watch it: This video
is packed with actionable tips to
help you write ad copy that converts.
Maybe go through this and re-evaluate
the copies written so far and share
your insights with the team for your
accounts?



https://www.youtube.com/watch?v=vDe1els66t8
https://www.youtube.com/watch?v=rcBoDxsnEoA
https://www.youtube.com/watch?v=qjZospdjnS0
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4:5

1080 x 1350 px

| —

H

Feed Image, Video
& Carousel

Reels

B

1%

100%

9:16

1080 x 1920px

Story & Reels

F

Safe zones for texts
=~ and other important
placements

%

File Type

Image = |PG or PNG
Video - MP4, MOV, or GIF

1.91:1

1080 x 608px

1:1
1080 x 1080px

Max File Size

Image - 30 MB

Video - 4 GB

Collection

Stories

s

#
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FACEBOOK AD CREATIVE SIZE
CHART

Image Video

A0 & HOB0 (daiktep)
BaBG v 1BED frvabiie)

Fired Ads 1080 & 1080
Search Results Ads MOR0 & 1080 VBB 4 SR

100 = WO

In-Stream Video Ads e

Reels Ads WOS0 & 130 WG & 1920 G ¥ T30

Stories Ads WD ¥ 1930 B0 § 1920 IGB0 12

Marketplace Ads 1060 ¥ 1080

FOBO & VOB | desbo o)

100 & KOG
WORG ¥ 1350 [restiie) i

Facebook Business Explore 1HIG x 10H0

TOP PERFORMING DISPLAY
AD SIZES

Banner Small Rectangle

468x60 200x200
Moblie Leaderboand
320x50

Medium Rectangle

Large Rectangle 300x250
336x280

Half Page

300x600
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LINKEDIN AD SIZES

1200 x 627px 1920 x 1080px
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Schedule a one-on-one call with us!
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	FROM THE EDITOR
	Ah, the joys of being an Editor-in-Chief. One moment, you're juggling creative refreshes for at least four clients at once, fine-tuning creative direction, and reminding the team that “urgent” is a deadline, not a suggestion. The next, you’re staring at a blinking cursor, tasked with introducing this very magazine— an assignment I absolutely did not volunteer for.
	How did I end up here? Great question. Somewhere between signing off on landing page copy, deciphering cryptic client feedback (is "maza nahi aa raha hai" a color palette issue or a life crisis?), and making sure my dear manager, Raveen, doesn’t descend into existential dread over “templatize this!” or “No no no, don’t reinvent the wheel!!”—I was ever-so-gently informed that launching a magazine would be a fantastic idea. And who better to spearhead this than yours truly?
	So here we are, dear reader. A magazine filled with insights, creativity, and the collective brainpower of a team (members listed in the previous page) that somehow thrives on caffeine and controlled chaos. It’s a labor of love (and about 37 rounds of revisions), but if you find inspiration, a fresh perspective, or at the very least, a chuckle— then we’ve done our job.
	Now, if you’ll excuse me, I need to check whether our dev has actually started on the PSB landing page or is he just thinking about starting.
	Enjoy the read!


	Prajwal Jaiprakash
	ISSUE 01
	SPECIAL ISSUE:

	THE 8 PRINCIPLES OF DESIGN
	The Art & Science of Design: A Crash Course
	ISSUE 01

	Designing an ad isn’t just about making things look good—it’s about making them work. You want people to stop, notice, and (hopefully) take action. So how do you make that happen?
	To understand that, you need to first familiarize yourself with the basics/principles of design and then everything I am talking about will start making sense. Good? Okay -
	You are a non-designer, but still know enough to differentiate between a good design and bad design but you can’t pin point exactly what’s wrong in that creative, all you can say is ‘something’s not right’. That happens when the design principles are not kept in mind while creating, well, a design. So, what exactly are these design principles, and why do they matter? Let’s break it down using this Bike Expo New York poster.
	What are your thoughts on this? Does it look nice? Improvable? Messaging seems clear?
	Keep your thoughts open while we move on to the next section
	ISSUE 01

	First up— Proximity & Grouping.
	Ever seen a design where everything feels scattered, and you don’t know where to look? That’s bad proximity. Grouping related elements together makes things easier to read and understand.
	Look at this poster—the event details (date, location, website) are all neatly packed at the bottom. The title is at the top, separate from everything else. Even the logos are grouped together. Nothing feels random or out of place, and that’s why it works.

	Next— Visual Hierarchy.
	When you look at a design, your eye naturally follows a path. If that path isn’t clear, the message gets lost.
	Here, the first thing you notice? The big, bold title—"BIKE EXPO NEW YORK." That’s your attention grabber. Next, your eye moves to the date, then the location, and finally, the website. Everything is structured in a way that guides you, step by step.
	If everything was the same size, color, and weight, nothing would stand out. That’s why hierarchy matters—it tells your brain what to read first.
	Now, let’s talk about Spacing.
	Have you seen one of those cluttered posters where the text is crammed together? and the information load feels overwhelming?
	This poster does it right. Look at how there’s enough breathing room between lines, sections, and even the bike wheel and manhole cover. The left side has plenty of open space around the text, balancing out the busy image on the right.
	Good spacing makes everything clean, readable, and easy on the eyes.
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	THE ABC’S OF DESIGN
	Alignment — because messy designs are a no-go.
	Alignment is what keeps a design from looking like a scattered mess.
	In this poster, the text on the left is perfectly left-aligned, keeping things neat and structured. The bike wheel and manhole cover align perfectly in the center, creating a strong focal point. Even the website and logos at the bottom are lined up.
	It’s these little things that make a design look sharp and professional.

	Balance — as no one likes a lopsided design.
	All of us at some point have come across a layout where everything is packed on one side, making it feel off, right? That’s called a bad balance.
	This poster nails it. The left side has bold text and a bright background, while the right side has a detailed image. The bike wheel and manhole cover split evenly, keeping both sides visually stable.
	Even though the two halves are totally different, they work together. That’s balance. You know, yin-yang types

	Contrast — because if everything is bold, nothing is.
	Contrast is what makes things pop. It’s how you make sure key elements don’t just blend into the background. Here’s how contrast is working in this design:
	Bright green vs. dark asphalt. The text on the left stands out against the background.
	White text on dark backgrounds. Easy to read, not lost.
	Flat color vs. real-world texture. The split between the smooth green and the rough pavement makes the poster visually striking.
	Without contrast, the whole thing would just look… flat.
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	Repetition & Consistency—because chaos isn’t cool.
	A design should feel cohesive, not random.
	The same font style and size are used throughout, keeping everything unified.
	The color palette (green, black, white) is consistent—no sudden pops of unrelated colors.
	Even the circular shape of the bike wheel and manhole cover is repeated, reinforcing the theme.

	Finally—Pacing.
	Pacing is about controlling how someone reads your design.
	First, you see the bold title—quick, immediate impact.
	Then, you move to the date and location—the next most important info.
	Lastly, you get to the smaller details like the website and sponsors—less urgent, but still there.
	Everything flows naturally, so nothing feels overwhelming or hard to follow.


	Good design is actually a lot harder to notice than poor design, in part because good designs fit our needs so well that the design is invisible
	See how all these principles come together? The poster feels good because it’s designed with purpose. Proximity, hierarchy, spacing, alignment—it’s all working behind the scenes to make sure the message lands clearly and effectively.
	Now that you know what to look for, you’ll start noticing these principles everywhere. And when you design? You’ll know exactly what to do to make it work.
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	THE AD BREAKDOWN
	Because criticizing is easier than conceptualizing, so why not?
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	LET'S TEAR AN AD APART
	(RESPECTFULLY)
	Okay, we've talked about design principles and how they make things look pretty. Now let's put that knowledge to work and dissect a real ad. We're looking at this Mediafly B2B sales enablement ad and honestly, it's like watching someone who knows the rules of basketball but occasionally travels with the ball. Let's break it down. First with good stuff...
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	THE GOOD STUFF
	They Nailed The Contrast Game
	Look at that mint green background with bold black text. Chef's kiss. It's like they actually want people to read their headline. Shocking, I know. The "B2B SELLING" and "IS TOUGHER THAN EVER" have different weights, creating contrast within the headline itself. Smart move—it's guiding your eyeballs exactly where they want them to go.

	That Image Actually Makes Sense
	Ever seen ads where the image has nothing to do with the message? Like a random smiling person for enterprise software? Yeah, not here. The person struggling with a rope literally visualizes "B2B selling is tough." It's not exactly subtle, but it works. The image and text are playing for the same team, and that makes the message stick.

	The Hierarchy Doesn't Make You Think
	You know what's nice? Not having to solve a puzzle to figure out what to read first. This ad gives you:
	The big bold "B2B SELLING IS TOUGHER THAN EVER" (problem statement—check)
	"This is how you win" (solution hint—check)
	That context paragraph at the top (background—check)
	"The Ultimate Guide to Sales Enablement" (what they're offering—check)
	Your eye naturally follows this path without you even realizing it. That's good design working behind the scenes like a good waiter who refills your water without you noticing.
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	THE NOT-SO-GOOD STUFF
	Where The Heck Is The CTA Button?
	No but, where is it? They tell me there's an "Ultimate Guide to Sales Enablement," but... how do I get it? Do I just stare intensely at my screen until it materializes? A simple "Get the Guide" button wouldn't have harmed anyone. It's like opening a restaurant but forgetting to put doors on the building.

	Value Proposition Is Vague
	"This is how you win." Um, but how exactly? By pulling a rope? Magic? Their software? The ad tells us B2B selling is tough, agreed but doesn't clearly spell out how Mediafly fixes that. It's like saying "Hungry? Food exists." Cool, but what food and why is yours better?

	No Clear CTA Destination
	Even if we assume "The Ultimate Guide to Sales Enablement" is meant to be clickable (which isn't visually obvious), there's no indication  of what  you'll   get when you click. Is it a download? A landing page? A video? When designing ads, always make the next step crystal clear. Don't make people guess—because, they won't.
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	THE TAKEAWAYS: DO THIS, NOT THAT
	Do: Use Visual Metaphors That Actually Make Sense
	The struggling figure with the rope? Perfect match for "B2B selling is tough." Visual metaphors shouldn't require a literature degree to interpret. This one's direct, relevant, and reinforces the message.

	Do: Break Color Expectations (When It Makes Sense & Brand Guidelines allow it)
	Most B2B ads use the same boring blue palette like they're all shopping at the same design store. This mint green is refreshing and stands out without looking unprofessional. It says "we're different" without saying "we're weird."

	Don't: Forget The Call To Action
	This is Marketing 101, people. All the pretty design in the world means nothing if people don't know what to do next. Always, ALWAYS include a clear button or direction. "Download Now," "Learn More," "Get Started"—pick one and make it impossible to miss.

	Don't: Be Vague About Your Solution
	Saying you solve a problem without explaining how is like a magician saying "I can make things disappear" but never actually performing. Get specific! What exactly does Mediafly offer that makes B2B selling less tough? How exactly do they help you "win"?


	HERE’S MY AD BIBLE (CHECKLIST) WE FOLLOW WHILE COMING UP WITH CONCEPTS:
	✓ Are they following basic design principles? (proximity, hierarchy, contrast, alignment, etc.)
	✓ Is the message instantly clear? Or do you need to decipher it like ancient hieroglyphics?
	✓ Does the imagery support the message? Or is it just there to look pretty?
	✓ Is there a clear next step? Because confused people don't convert, period.
	✓ Does it speak to the audience's pain point? Or is it just shouting features?
	✓ Can you scan it in 3 seconds and get the point? Time's precious, folks.
	✓ Is the branding consistent? Or does it feel like it was made by three different companies?
	✓ Does it pass the "so what?" test? (AKA, why should anyone care?)
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	THE SECRET SAUCE
	The Recipe for a High-Converting Landing Page
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	Imagine this: you're an urban professional in Bangalore, enjoying your morning filter coffee at a chic cafe in Koramangala. You tap on our ad - slick, promising, and right on cue. But instead of landing on a page that feels as smooth as a drive on MG Road in an air-conditioned cab, you're met with a digital disaster. The page is cluttered like a chaotic Saturday market at Brigade Road, the headline is as vague as a weather forecast during the monsoon, and the call-to-action is hidden like an elusive parking spot in Indiranagar. It’s a scenario that not only disrupts the flow but also turns a promising engagement into a frustrating detour.

	TAILORED FOR CONVERSION, NOT DISTRACTION.
	A landing page is not a generic welcome mat; it’s a finely tuned instrument designed to resonate with the promise made in your ad. The ideal page cuts through the noise with a clear, punchy headline that instantly communicates the benefit. It follows with a concise value proposition that reassures visitors they’re in the right place. Instead of overwhelming them with endless options or unnecessary links, every element—from text to visuals—is crafted to drive one outcome: conversion.
	Trust is built not by bombarding the visitor with every detail, but through thoughtful touches: a few well-placed testimonials, credible trust signals, and a clear differentiation that shows why your offering stands apart from the competition. This approach transforms the landing page from a mere information hub into a conversion powerhouse.
	So, Why do we need a separate landing page?
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	HERE’S WHY YOU NEED A LANDING PAGE
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	MAPPING THE JOURNEY: FROM GLANCE TO ACTION
	The journey on a landing page should feel intentional. It starts with an arresting headline that captures attention, much like a captivating storefront in a bustling urban district. From there, the narrative unfolds seamlessly—a short, compelling value statement, engaging visuals that support the story, and a final, bold call-to-action that guides the visitor to the next step. Every element is in harmony, ensuring the visitor never feels lost or overwhelmed.
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	MUST-HAVE COMPONENTS OF A LANDING PAGE
	Crisp & Attractive Headline
	Clear Value Proposition
	Robust Social Proof
	Differentiation – Why Us Over Others
	Overview of Products/Services
	Strong, Focused Call-to-Action (CTA)
	Minimal Form Fields & Trust Elements
	Engaging Visual Content
	Amazing To-Have Components
	Advanced A/B Testing
	Interactive Elements
	Exit-Intent Popups
	Scarcity and Urgency Signals
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	Even the best landing pages need to be monitored and refined. This is where Microsoft Clarity (a tool which helps you understand user interaction with your website or app) becomes invaluable. It provides a window into the user’s journey with features like heatmaps, session recordings, and scroll maps. With heatmaps, we can pinpoint exactly where visitors are clicking and whether the call-to-action is capturing the intended attention. Session recordings offer a replay of the user experience, revealing any moments of hesitation or confusion. And scroll maps tell us how far down the page users are venturing—if they’re not reaching the CTA, it’s a sign we need to rethink our layout.
	By keeping a close eye on these metrics, we can iteratively improve our landing pages, ensuring they remain as dynamic and responsive as the urban environments we serve. This data-driven approach lets us make informed decisions to continuously enhance the user experience and ultimately drive more conversions.

	IN THE END, IT’S ALL ABOUT THE EXPERIENCE
	A landing page isn’t just a collection of design elements and copy—it’s the gateway to building genuine connections with our audience. When every detail is carefully considered, from the opening message to the final click, we create an experience that not only meets expectations but exceeds them.
	The goal is clear: transform every click into a meaningful interaction. Whether you’re refining the layout or analyzing user behavior with tools like Microsoft Clarity, it’s about delivering a digital experience that’s both engaging and effective. Keep it focused, keep it seamless, and let every element serve the singular purpose of conversion.
	How to test and improve your Key metrics
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	Metric 
	Description
	Benchmark
	How to Test/ Improve
	CTA Click Concentration
	Percentage of clicks on the primary call-to-action (CTA); measures how effectively the CTA is drawing attention from visitors.
	Ideally, 40–50% of total clicks should target the CTA.
	Use Microsoft Clarity’s heatmaps to track click distribution. If low, experiment with button color, size, placement, and surrounding whitespace to make the CTA more prominent.

	Scroll Depth
	Percentage of visitors who scroll to key conversion areas; indicates whether users engage with content below the initial fold.
	At least 70% of visitors should scroll to the critical conversion elements.
	Utilize Clarity’s scroll maps to identify drop-off points. If users aren’t scrolling enough, reposition your CTA higher or add visual cues (e.g., arrows or teaser content) to encourage deeper scrolling.

	Session Duration
	Average time visitors spend on the landing page; reflects overall engagement and interest in your content.
	Sessions longer than 30 seconds are generally positive.
	Analyze session recordings for quick bounces. If the duration is consistently short, streamline content, enhance visual engagement, and optimize page load times.

	Dead Clicks and Rage Clicks
	Frequency of clicks on non-interactive elements or repeated clicks indicating frustration; signals potential usability issues or misleading design cues.
	Ideally under 5% of total clicks.
	Monitor these events in Clarity. If the rate is high, review the page design to clearly distinguish interactive elements from static ones and address performance or usability glitches.

	Bounce Rate & Form Engagement
	Bounce rate (percentage of visitors leaving without interacting) and the rate of form completions; measures initial engagement and effectiveness of conversion elements.
	Bounce rate below 40–50% and form conversion rate above 10% are healthy.
	Use Clarity alongside GA4 to assess these rates. If the bounce rate is high or form engagement is low, simplify form fields, adjust the value proposition, and optimize page load speeds to better meet visitor expectations.

	Conversion Funnel Drop-off Rate
	Percentage of visitors abandoning the conversion process at each stage; identifies points in the funnel where visitors lose interest or encounter obstacles.
	Ideally, drop-offs should be below 20–30% at each critical step.
	Leverage session recordings and funnel analysis to pinpoint significant drop-offs. Streamline the process by reducing friction points, clarifying instructions, or testing alternative designs to retain more users through the funnel.

	Check a sample Landing page next page and share your critique!
	GET HAIR THAT GETS MISTAKEN FOR HAIR-EXTENSIONS!
	with Maxcare Virgin Coconut Oil
	BUY NOW
	100% NATURAL AND COLD PRESSED
	MADE FROM GARDEN
	FRESH COCONUTS


	TRIED, TESTED, & PROVEN
	WAIT THERE IS MORE
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	WATCHLIST
	BUT FOR ADS
	Things you should see before you comment on ad creatives and say ‘change the music’ after the clips are synced.
	April 2025
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	Topic: Best Meta Ad Creative Formats for 2025
	This video dives into the top 10 ad creative formats for Meta (Facebook) ads in 2025. It covers everything from user-generated content (UGC) to AI-driven ads and "ugly ads," along with messaging tactics and strategies for testing.
	Why should you watch it: If you're looking to boost your ad game on Meta platforms, this video is a must-watch. It's like having a cheat sheet for creating ads that actually work!

	Topic: Facebook Ad Design Tips
	This video gives you eight super useful tips for designing Facebook ads that convert. From choosing the right ad format to crafting the perfect call-to-action (CTA), it's got you covered.
	Why should you watch it: Need to level up your Facebook ad design skills? Or stop torturing design team to get it done ‘faster’. This video is like having a pro designer in your corner, guiding you through the dos and don'ts and you can design things yourself! Easy.

	Topic: Instagram Carousel Critique
	Chris Do critiques Instagram carousel submissions, focusing on content structure, design layout, typography, and formatting. He shares tips on how to make your carousels stand out.
	Why should you watch it: Want to create Instagram carousels that actually engage your audience? This video is like getting personalized feedback from a design guru, helps you get a better idea of what things to look at while giving your feedback.
	April 2025
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	Topic: Visual Hierarchy Techniques for Graphic Design
	This video explores visual hierarchy as a key graphic design principle. It teaches you how to guide the viewer's eye through your design using techniques like F and Z patterns, size, typography, and whitespace.
	Why should you watch it: Now that you’ve learnt in theory about design principles, you can cross-reference your learning with multiple examples discussed in this video.

	Topic: Copywriting Formulas (AIDA, PAS, 4 C's)
	This video explains popular copywriting formulas like AIDA, PAS, and the 4 C's. It shows you how to use these formulas to craft compelling copy that drives results.
	Why should you watch it: Remember Rik’s brown bag session? This video will cover more in-depth about what you learned in that session with additional frameworks and examples to help you master the art of persuasive writing

	Topic: Google Ads Copywriting Tips
	This video shares expert tips for writing effective ad copy for Google Ads. It likely covers strategies for improving ad performance and driving results.
	Why should you watch it: This video is packed with actionable tips to help you write ad copy that converts. Maybe go through this and re-evaluate the copies written so far and share your insights with the team for your accounts?
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	CREATIVE GUIDELINES ACROSS CHANNLES
	Recommended ad sizes for various placements
	April 2025
	ISSUE 01


	4:5
	Safe zones for texts and other important placements
	ADVERTISEMENT
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	FACEBOOK AD CREATIVE SIZE CHART
	TOP PERFORMING DISPLAY AD SIZES
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	LINKEDIN AD SIZES
	1200 x 627px
	1920 x 1080px
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