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INTRODUCTION

There’s no doubt that marketing for a technology company is tough.  
Your product or service is probably complicated to describe. The screenshots 
of the software aren’t overly sexy. And how are you supposed to get people  
to engage with your (admittedly sometimes slightly boring) B2B brand?

But that challenge is also what makes your  
job so fun, right?
You know that it’s important to play up ROI for C-suite buyers while mid-level managers care 

more about how their lives will be easier on a day-to-day basis. You’re a pro at taking technical 

specs and turning them into compelling and relatable marketing copy. And you’re always on 

a quest to provide the best marketing support materials to your sales staff so they can close 

that deal!

But since you’re not a professionally trained graphic designer, what you might NOT know is 

how to bring all of your efforts together into an amazingly designed suite of print and digital 

marketing materials.

The good news? Your competitors are equally as confused.

From our years of experience working as creative and marketing consultants in the 

technology industry, here is our list of the seven deadly sins we see most B2B technology 

brands making on a daily basis.

Learn from your competition’s  
mistakes and make YOUR  
brand better.



Using awful  
stock photography.

DEADLY SIN #1
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Deadly Sin #1

USING AWFUL  
STOCK PHOTOGRAPHY

We’ve all seen cringe-worthy stock photography (hopefully on your 
competitors’ websites and not your own!). But nowadays, there’s also a lot  
of high-quality, affordable imagery available for purchase online.

To get powerful images for your print and digital marketing materials without conducting  

a custom photo shoot, avoid these pitfalls:

• Lack of diversity: Even if your company is staffed entirely by white males, your photo 

choices don’t have to highlight that fact.

• Too much diversity: On the other hand, every ethnicity does not need to be equally 

represented in each photo. It will look forced.

• Beautiful people: Does everyone at your company look like a runway model?  

If not, seek out photos that represent “real” employees vs. overly glam models.

• Cheesy poses: Has your company ever really done a group high five? I didn’t think so.

• Generic photos: Found the perfect picture, but your competition is already  

using it? Automatic pass. You don’t want to look the same as everyone else  

in your field.

ONE LAST TIP FOR TECH COMPANIES
If you’re a software company, be sure to mock-up screenshots of your product on 
real computers (preferably with people using it). Way better than flat jpgs of your 
user interface, right?



Examples of
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GOOD STOCK PHOTOS

Bonus Resource
Our favorite website for low-cost, 
high-quality stock photography? 

iStockphoto.com



Not clarifying  
with icons.

DEADLY SIN #2
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Deadly Sin #2

NOT CLARIFYING  
WITH ICONS

Case studies and white papers can be boring. Spruce up that long-format 
text with icons! Not only will the design be more interesting, but it’ll 
make it easier for readers to quickly scan your content without missing the 
important points.

Here are some perfect ways to incorporate icons into your print and web marketing materials:

• Services: If people get easily confused by the technical services you provide, use a 

small icon to help clarify. A phone for technical support or a wrench for repair services 

are easy-to-understand options.

• Industries: Instead of just writing that you provide technology solutions for healthcare 

or law firms, add in an icon of a hospital or gavel.

• Office Locations: Have offices around the globe? Design a simple map with markers to 

showcase your international reach.

• Client Profiles: You could write that your client installed your software product on  

17 vehicles, but it would be more impactful if you visually showed 17 individual truck 

icons to drive home the magnitude of the project.



Examples of
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2CONFIDENTIAL

U.S. Offices

Denver, CO
WESTERN REGION OFFICE

Cleveland, OH
GLOBAL HEADQUARTERS

Vancouver, 
Canada

WESTERN CANADA  
OFFICE

Boston, MA
SERVICE OPERATIONS  

CENTER

Dover, NH
EASTERN REGION OFFICE

Toronto, 
Canada

EASTERN CANADA 
OFFICE

THE ECONOMY IN MOTION
FINDINGS FROM FLEETMATICS REPORT, VOL. 2

WHAT WE LOOKED AT
We conducted a deep dive analysis of Fleetmatics data over a span of four years, including a 
regressive analysis using eight telematics-derived, independent parameters.

WHAT WE FOUND

Monthly # of 
active vehicle 

days per region
Monthly # of 

stops per region
Monthly mileage

per region

Daily # of
stops per vehicle

Miles per stop
per vehicle

Monthly mileage
per vehicle

Monthly # of
active days
per vehicle

# of vehicles
per region

Fleetmatics Telematics 
Model Shop

Predicted Retail Sales Results

NATIONAL PERSPECTIVE
The Report revealed a striking correlation between U.S. retail sales trends and small business 
services activity when compared side-by-side, suggesting that fleet activity is a strong indicator 
of economic health.

REGIONAL PERSPECTIVE
We also examined regional differences that drive retail sales and activities of small business 
services companies in four core markets: New York, Chicago, San Francisco and Miami. With at 
least two million miles tracked per month in each market, we felt they were most suitable for this 
study. The following are the most prominent indicators of small business economic activity and 
correlation to retail sales in each core market.

DID YOU KNOW?
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RETAIL SALES & FOOD SERVICES EXCLUDING MOTOR VEHICLE & PARTS
U.S. CENSUS BUREAU VS. FLEETMATICS PREDICTED (RETAIL SECTOR RELATED FLEET ACTIVITY)

Mileage

Mileage traveled 
per vehicle

per stop

Monthly # 
of stops

Monthly total 

active vehicle days

Monthly 
total mileage 

per vehicle

FLEETMATICS’ 
DATA PREDICT 
AN INCREASE 

IN RETAIL 
SALES IN 

MARCH 2015

Fleetmatics Data: Service/Retail related industry segments telematics data

Retail Sales Data: Retail sales and food services exclude motor vehicle and parts (Mil, USD) for United States U.S. Census Bureau (BOC); Monthly Retail and Food Services (NAICS); Moody’s Analytics

Model R square = .093

Observed (Source: U.S. Census Bureau (BOC); Moody’s Analytics Est. RTFSXUS)

Predicted (Source: Fleetmatics telematics data model – retail/service related fleets)

Distinct regional 
factors drive correlation 

with retail sales data 
in key Metropolitan 

Statistical Areas.

Fleetmatics’ 
small business services 

telematics data 
strongly correlates 

with retail sales data.

Telematics data 
suggest that small 

business services activity 
can be a viable gauge 

of economic health.

CHICAGO
– monthly # of vehicles
– total mileage per vehicle

NEW YORK
– monthly # of stops

MIAMI
– mileage

SAN FRANCISCO
– mileage
– monthly # of active 
   vehicles per day
– daily # of stops per vehicle

NEW YORK
Vehicles in New York are active 
on average around 16 days per 
month, while vehicles in Miami 
are on the road approximately 
22 days per month.

CHICAGO
The Chicago market’s average 
total monthly mileage per 
vehicle is 1,700 miles while 
New York’s is 1,200 miles.

SAN FRANCISCO
On average, San Francisco 
small businesses service 
12 stops per vehicle per day 
compared to New York’s 
8 stops per vehicle per day.

MIAMI
The difference in average total 
monthly mileage per vehicle 
between Miami and New York 
is 1,200 miles.

AVOID THE MONTH-END CRUSH
BY AUTOM ATING YOUR AP PROCESS WITH DOCUMENT M ANAG EMENT,
YOU AVOID THE MONTH-END CRUSH AND IMPROVE THE BOT TOM LINE.

AP CLE RK

Go home on time

AUTO-BAL ANCE AND 
M ATCH L INE ITE MS TO 

PURCH A SE ORDERS

AUTO-BAL ANCE AND 
M ATCH L INE ITE MS TO 

PURCH A SE ORDERS

1

ELIMIN ATE M A NUA L 
IN VOICE ENTRY,  INCLUDING 

DE TA IL  L INES

BEST  IN CL A SS

3.7
DAYS

INDUSTRY AVER AGE

8.8
DAYS

WITH DOCUMENT M ANAGEMENT

4Hours*

L AGG ARD

14.3
DAYS

INVOICE PROCE SSING TIME

AP M ANAG E R

Manage increased invoice volume with ease

AUTO-BAL ANCE AND 
M ATCH L INE ITE MS TO 

PURCH A SE ORDERS

BEST  IN CL A SS

65.8%
INDUSTRY AVER AGE

42.7%
WITH DOCUMENT M ANAGEMENT

75%

L AGG ARD

8.9%

AUTO-BAL ANCE AND 
M ATCH L INE ITE MS TO 

PURCH A SE ORDERS

ELIMIN ATE M A NUA L 
IN VOICE ENTRY,  INCLUDING 

DE TA IL  L INES

E ARLY-PAYME NT DISCOUNT C AP TURE R ATE

CFO/CONTROLLE R

Increase cash flow and visibility

BEST  IN CL A SS

$4.00
INDUSTRY AVER AGE

$9.60
L AGG ARD

$23.33
WITH DOCUMENT M ANAGEMENT

$1.76

IMPROV E C A SH 
M A N AG E MENT

DECRE A SE  
OPER ATING COSTS

INVOICE PROCESSING COST ($US)

OPTIMIZE  
PROCESS EFFICIENC Y

With document management, you capture invoices electronically – whether fax, mail, email, EDI, etc. – 

and deliver them to the appropriate people for review, approval and coding.

By electronically managing the documents and information that drive AP processes, you decrease 

processing time, capture early-payment discounts and decrease processing costs. And with increased 

visibility into processes, you manage your organization based on real-time information.

Avoid the month-end crush. Automate AP.

 Learn more at Kiriworks.com/AP

* Leggett & Platt®, Incorporated 
** Cliffs Natural Resources

Sources:
The Institute of Financial Operations (IFO), Aberdeen Group

© 2014 Hyland Software, Inc. All rights reserved.

Bonus Resource
Our favorite resource for low-cost,  
ready-to-use icons for web and print? 

flaticon.com

CLARIFYING WITH ICONS



Sticking to a 
monotone  
color palette.

DEADLY SIN #3
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Deadly Sin #3

STICKING TO A MONOTONE 
COLOR PALETTE

Technology companies looove the color blue. But if that’s the only shade 
you’re using in your marketing materials, it can get really boring…really fast.

Here are great ways to incorporate a secondary color palette into your marketing materials 

without destroying the strong (likely blue!) brand you already have:

• CTAs: Whether it’s a big ol’ download button or an in-text call-to-action (CTA),  

use a bold accent color to draw attention to what you want the reader to do.

• Typography: If the main headline uses your brand’s primary color, make subheads  

(or pull quotes or contact info) an accent color to avoid monotony.

• Icons and/or Infographics: Using simple illustrations to break up your copy?  

Make sure they incorporate a few accent colors to further stand out.

• Color Coding: If your overarching corporate pieces are designed in one consistent 

shade, consider “color coding” specific service-level materials to make it easier for  

your sales team to distinguish at a glance. Case studies about financial clients?  

Green accent color. Case studies about healthcare clients? Purple accent color.  

You get the idea.



Examples of
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CLIENTNAME
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aliquam sodales sodales molestie. Lorem ipsum dolor  

sit amet, consectetur adipiscing elit. Aliquam sodales sodales molestie.

F I N A N C I A L  S E R V I C E S

CLIENTNAME
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aliquam sodales sodales molestie. Lorem ipsum dolor  

sit amet, consectetur adipiscing elit. Aliquam sodales sodales molestie.

H E A L T H C A R E

CLIENTNAME
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aliquam sodales sodales molestie. Lorem ipsum dolor  

sit amet, consectetur adipiscing elit. Aliquam sodales sodales molestie.

G O V E R N M E N T

CLIENTNAME
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aliquam sodales sodales molestie. Lorem ipsum dolor  

sit amet, consectetur adipiscing elit. Aliquam sodales sodales molestie.

P R O F E S S I O N A L  S E R V I C E S

CLIENTNAME
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aliquam sodales sodales molestie. Lorem ipsum dolor  

sit amet, consectetur adipiscing elit. Aliquam sodales sodales molestie.

M A N U F A C T U R I N G

Case Study 

Piedmont Healthcare
THE IMPACT OF AN IN-HOUSE ULTRASOUND PROGRAM

Piedmont Healthcare  
is a not-for-profit, community 
health system comprised of:

7 HOSPITALS

COMPANY PROFILE

Piedmont Healthcare
Piedmont Healthcare, a not-for-profit, community health system comprised of  
7 hospitals, 2,200+ medical staff and nearly 13,000 employees used an Independent 
Service Organization (ISO) to manage their ultrasound program before making the 
decision to move to in-house management program provided by PartsSource,  
a clinical engineering technology provider. Piedmont is responsible for 140 
ultrasound systems and 476 probes.

PartsSource’s Managed Service Program offers Piedmont a unified technology 
solution for flexible service and support that includes:

•  A dedicated program manager for program and technology implementation  
and training

• Equipment training provided by industry experts

• Replacement products are easily found searching through an online catalog

•  Probe repair umbrella program comprised of digital inventory, baseline 
assessment, asset taggings, annual preventive maintenance and exchange  
and repair solutions

• Technical support from experts who provide 24/7 assistance 

•  Logistics support ongoing planning, designing, and support of your 
procurement program

•  Surveillance using analytics and reporting to provide visibility and  
evaluation of trends

•  Back up repair service from committed service engineers trained on all  
major makes and models, and who are equipped to come onsite to complete 
repairs quickly

PartsSource incorporates an algorithm-driven supplier selection model to  
optimize quality and cost savings to deliver results along with asset uptime and 
clinical response time goals. The Managed Service Program also provides a digital 
inventory report, baseline asset assessment, exchange and warranty management  
tools to reduce additional potential program costs, and useful data and advanced 
analytics to drive continuous improvement. Since the implementation of the 
PartsSource Managed Service Program, Piedmont has experienced intense cost 
savings, decreased downtime, and detailed cloud-based records. 

2,200+ 
M E D I C A L  S TA F F

13,000
E M P L O Y E E S

4455 GLENBROOK ROAD • WILLOUGHBY, OHIO • 44094

WWW.ALPHA-IMAGING.COM 

P: 440.953.3800 OR 800.331.7327

F: 440.953.1455

E: INFO@ALPHA-IMAGING.COM

Bonus Resource
Confused by warm vs. cool colors?  
Check out our blog post.

“Color Basics for Branding”

USING ACCENT COLORS



Writing long and 
probably boring copy.

DEADLY SIN #4
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Deadly Sin #4

WRITING LONG (AND 
PROBABLY BORING) COPY

Why are we talking about copy in an eBook about design? Because designers 
(and your readers) love white space…and long copy is the natural enemy of 
white space.

Let’s be honest here, marketers. You might like to write about your technical  

service offerings, but people are lazy and don’t want to read it. (In fact, according to Nielsen 

Norman Group, most users only read about 20% of the words on a page.) So instead of writing 

a 10,000-word eBook, try these tips to cut down on content, leading to a better design:

• Highlight important info: Don’t write super long sentences, which turn into super long 

paragraphs. Pull out important info and turn it into subheads, bullet points, pull quotes, 

testimonials, sidebars…literally ANYTHING besides burying it in body copy.

• Use visuals in place of words: Can your point be explained more succinctly by using an 

infographic or icon? Do it. After all, a picture is worth a thousand words.

• Leave out the fluff: Does your company history need to be in every brochure? Do you 

need to describe every service in detail or just provide a bulleted list of your offerings? 

Understand the purpose of each piece and cut down copy until it addresses only the 

most crucial points.

ONE LAST TIP FOR TECH COMPANIES
Want a simple test to tell if your copy (and related design) is effective? Give your 
piece to someone unfamiliar with the project and start an 8-second timer. After it 
goes off, can they explain what it’s about? Yes = pass. No = fail. It’s that simple.
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Case Study 

Dartmouth-Hitchcock
MEETING PERFORMANCE OBJECTIVES WITH PARTSSOURCE

Dartmouth-Hitchcock  
is a nonprofit academic health 

system comprised of:

6 HOSPITALS

COMPANY PROFILE

Dartmouth-Hitchcock
Dartmouth-Hitchcock Health (Dartmouth–Hitchcock), a leading nonprofit 

academic health system serving a population of 1.9 million in New England, 

recently identified an opportunity to improve their clinical engineering 

department’s performance objectives with the implementation and adoption 

of a tech-enabled procurement solution from PartsSource.

“I was in need of a parts procurement solution that allowed me to leverage  

my team’s time in a positive manner, while at the same time provided visibility 

to everything that was going on with ordering parts. I as a manager, wanted  

to start finding areas of low hanging fruit and doing a better job of saving my 

organization valuable resources,” said Director of Clinical Engineering,  

Jon Kocurek.

Given the current climate most clinical engineering departments have found 

themselves, the necessity to prove their department’s worth to the organization,  

is not only to talk about costs savings regarding parts procurement, but also 

to show the savings and the context of the smart decisions realized by these 

savings. Mr. Kocurek needed a solution that would show where the department  

is making good decisions, and other areas that clearly represent improvement 

opportunities.

To achieve these initiatives, Dartmouth-Hitchcock designed a strategy that 

included the adoption of a data driven parts procurement solution. However, 

limited access and the inability to get to their history data internally meant 

they were going to have to create a manual record keeping process. 

Dartmouth-Hitchcock determined having the right technology in house to 

store their purchasing data for future analytics and reporting was a vital part 

to their strategy of meeting performance objectives.

1,000 
M E D I C A L  S TA F F

9,784
E M P L O Y E E S

Global Install Base

We have over 

138,500 PARTS  
stored across 110 locations.

YOU'RE INVITED

1 TICKET PRICEG
A

M
E

JUNE  7 8Am-5pm
conference from 

GAME IMMEDIATELY FOLLOWING

Brewers vs. A's
(we'll be VIP in the ATI Club) 

Miller PARK

168 33
S E C . R OW S E AT

F

FREE

Interesting Fact
According to HubSpot, our attention  
span is only 8.25 seconds…that’s shorter 
than a goldfish!

SHORTENING COPY



Burying compelling  
information.

DEADLY SIN #5
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Deadly Sin #5

BURYING COMPELLING 
INFORMATION

What’s the most compelling part about any case study? The incredible ROI 
your technology solution provided, of course. So why is that important info 
buried inside a long paragraph on the last page of your document?

Here are easy tips to get make sure your company’s impressive results don’t get lost:

• Use infographics: Is it more compelling to write that your software improved efficiency 

by 300% or to show that graphically through icons or charts. (Hint: it’s the latter.)

• Put stats upfront: If your case study is more than one page, put the good stuff upfront 

in case readers don’t scroll to the next page. Yes, you’re giving away the ending…but 

that’s ultimately what your potential clients want to read about anyway.

• Add in testimonials: Results are great, but a happy customer is equally important.  

Add in a testimonial to let your current clients brag on your behalf. Include your 

customer’s company logo and/or headshot to make it even more personal.
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The Products
 ■ OnBase by Hyland with workflow, disconnected scanning,  

document retention, report services, OnBase Web Client

 ■ Kofax Capture and Kofax Transformation Modules (KTM)

 ■ Fujitsu Color Scanners with VRS

The Outcome
$1.4 MILLION NET PRESENT VALUE OVER 5 YEARS
With a positive NPV, reinforced by 5 years of hard, measurable results, 
the decision to move forward with this project was strongly supported 
throughout the organization. 

75% REDUCTION IN LOST DISCOUNTS
Increasing the efficiency of processing invoices has enable Franciscan 
Alliance to pay outstanding balances quicker and take advantage of 
early pay discounts.

PROCESS STANDARDIZATION AND  
INCREASED EFFICIENCY
Streamlining and electronically driving the routing and approval 
process has led to less manual intervention, reduction in errors and 
delays and has simplified the training process as they expand.

INCREASED COMPLIANCE CONTROL
Franciscan Alliance was able to simplify their Sarbanes-Oxley 
compliance process with the added bonus of having strong internal 
controls built right into the process.

37.5% REDUCTION OF AP STAFFING
The same 150,000+ invoice workload is handled by 15 FTEs instead of  
24 FTEs and those resources are now allocated to other priority areas.

75%

SOX

37.5%

$1.4
NPV

M I L L I O N

C A SE STUDY

  Franciscan Alliance

THE ECONOMY IN MOTION
FINDINGS FROM FLEETMATICS REPORT, VOL. 2

WHAT WE LOOKED AT
We conducted a deep dive analysis of Fleetmatics data over a span of four years, including a 
regressive analysis using eight telematics-derived, independent parameters.

WHAT WE FOUND

Monthly # of 
active vehicle 

days per region
Monthly # of 

stops per region
Monthly mileage

per region

Daily # of
stops per vehicle

Miles per stop
per vehicle

Monthly mileage
per vehicle

Monthly # of
active days
per vehicle

# of vehicles
per region

Fleetmatics Telematics 
Model Shop

Predicted Retail Sales Results

NATIONAL PERSPECTIVE
The Report revealed a striking correlation between U.S. retail sales trends and small business 
services activity when compared side-by-side, suggesting that fleet activity is a strong indicator 
of economic health.

REGIONAL PERSPECTIVE
We also examined regional differences that drive retail sales and activities of small business 
services companies in four core markets: New York, Chicago, San Francisco and Miami. With at 
least two million miles tracked per month in each market, we felt they were most suitable for this 
study. The following are the most prominent indicators of small business economic activity and 
correlation to retail sales in each core market.

DID YOU KNOW?
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RETAIL SALES & FOOD SERVICES EXCLUDING MOTOR VEHICLE & PARTS
U.S. CENSUS BUREAU VS. FLEETMATICS PREDICTED (RETAIL SECTOR RELATED FLEET ACTIVITY)

Mileage

Mileage traveled 
per vehicle

per stop

Monthly # 
of stops

Monthly total 

active vehicle days

Monthly 
total mileage 

per vehicle

FLEETMATICS’ 
DATA PREDICT 
AN INCREASE 

IN RETAIL 
SALES IN 

MARCH 2015

Fleetmatics Data: Service/Retail related industry segments telematics data

Retail Sales Data: Retail sales and food services exclude motor vehicle and parts (Mil, USD) for United States U.S. Census Bureau (BOC); Monthly Retail and Food Services (NAICS); Moody’s Analytics

Model R square = .093

Observed (Source: U.S. Census Bureau (BOC); Moody’s Analytics Est. RTFSXUS)

Predicted (Source: Fleetmatics telematics data model – retail/service related fleets)

Distinct regional 
factors drive correlation 

with retail sales data 
in key Metropolitan 

Statistical Areas.

Fleetmatics’ 
small business services 

telematics data 
strongly correlates 

with retail sales data.

Telematics data 
suggest that small 

business services activity 
can be a viable gauge 

of economic health.

CHICAGO
– monthly # of vehicles
– total mileage per vehicle

NEW YORK
– monthly # of stops

MIAMI
– mileage

SAN FRANCISCO
– mileage
– monthly # of active 
   vehicles per day
– daily # of stops per vehicle

NEW YORK
Vehicles in New York are active 
on average around 16 days per 
month, while vehicles in Miami 
are on the road approximately 
22 days per month.

CHICAGO
The Chicago market’s average 
total monthly mileage per 
vehicle is 1,700 miles while 
New York’s is 1,200 miles.

SAN FRANCISCO
On average, San Francisco 
small businesses service 
12 stops per vehicle per day 
compared to New York’s 
8 stops per vehicle per day.

MIAMI
The difference in average total 
monthly mileage per vehicle 
between Miami and New York 
is 1,200 miles.

*  Calculations based on information provided by Woods Adult Day Services on 
time savings and safety improvements. Similar results not guaranteed.

From the client
“Our drivers can be miles 

away, but I always know 

where my vehicles are and 

how they’re being driven.  

It’s another way of making 

sure our center’s participants 

are safe and secure.”

Bernie Feehley, Jr.

ADMINISTRATOR, 

WOODS ADULT DAY SERVICES

INDUSTRY: MEDICAL

Total Fuel Savings

$489

Fuel / Vehicle Operating costs
 Calculate Total Operating Costs or Straight Fuel?

 How many miles of travel reduced per vehicle/per day?

 How many minutes of idling reduced per vehicle/per day?

 Estimated MPG of your vehicles?

Cost of a gallon of gas?

Straight Fuel

5

7

12

$3.45

total monthly savings

$3,607

Hourly

10 

$75

Do you bill by the hour or job/delivery? 

How much time gained per day/per vehicle (in minutes)?

What do you bill per hour (average)? 

PRODUCTIVITY
total extra billing

$2,688

PAYROLL
Do you pay your employees hourly or salary?

What do you pay your employees per hour (regular time)?

How many hours of pay reduced per vehicle/per week? 

Is the reduction in paid hours regular time or overtime?

Hourly

$20 

½

Regular

Total wage Savings

$430

ROI

Small Changes = Big Savings: Customer Results Snapshot 

10FLEET SIZE

CUSTOMER
Woods Adult Day Services

LOCATION
Millersville, Maryland

HIGHLIGHTING KEY INFO

Interesting Fact
According to HubSpot, infographics  
are 30x more likely to be read than  
a text article.



Prioritizing form 
over function.

DEADLY SIN #6
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Deadly Sin #6

PRIORITIZING FORM  
OVER FUNCTION

Good design is pretty. Great design is smart. Go beyond focusing on  
if something looks pretty and ask a tougher question: does this design help 
my reader get the info they need to complete my goals?

Here are some tricks of the trade to make sure your design is more than just pretty:

• Put aside personal preferences: Is green your favorite color? Too bad, if your 

technology brand’s primary color is blue. Leave your personal preferences at the door 

and make decisions in the best interest of your target customers.

• Make it match: It’s easy for marketing professionals to get “bored” with their brand 

after seeing the same design day after day. But what’s boring to you is just starting to 

be recognizable to your customers…so stick with it. Consistency is key!

• Design for conversions: CTAs perform best in the middle or at the end of a blog post, 

when people are ready to convert. A phone number included on a website drive leads. 

Personalization leads to 6x higher revenue per email. These design decisions are about 

more than just aesthetics, they’re about driving conversions.



Examples of
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2

DEFINE PROJECT SCOPE

How does the project help the 
company meet its public or 

internal energy goals?

What long-term corporate 
priorities does the project

align with?

DEFINE METRICS

What metrics does your 
finance team prefer, and 

what is their risk tolerance?

What benefits are you 
forfeiting by not funding

this project?

UPDATE SCOPE, 
FINANCIALS, & METRICS
How are you mitigating 
implementation risks? 

Are there additional potential avoided
or added costs (e.g. maintenance) 

after completion?

Are there benefits to proposing a 
menu of options or implementing in 

separately funded phases?

SOCIALIZE INTERNALLY &  GET BUY-IN

What departments will be affected by 
your project?

How will this project impact their team 
in the short and long-term, both 
operationally and financially?

Get feedback from impacted 
departments to refine your project plan.

DEVELOP PRESENTATION 
OR PROJECT SUMMARY

DEVELOP INITIAL BUDGET 

Can the project be funded
with external financing?

Are incentives or 
tax breaks available?

Should any figures in 
the budget be flagged 

as uncertain?

3

1

FINALIZE SCOPE, 
FINANCIALS, & METRICS

How might your company finance 
team’s current activities frame the 

way they view your project?

Have previously-raised issues 
been documented and addressed, 

including risks?

Will utility savings from your project 
degrade over time?

Does the presentation showcase how 
the project aligns with the company’s 

priorities?

Do you understand the project 
evaluation criteria that the finance team 

needs for their analysis?

Is your methodology shown in enough 
detail to answer potential questions about

 the metrics?

PHASE 3: ALIGN TO 
COMPANY STRATEGY
Once the project is well-defined and 
approved by other departments, consider 
its strongest areas of alignment with senior 
management’s priorities– think broadly 
and include only the best examples.

PHASE 1: DEFINE PROJECT 
OBJECTIVES & GOALS
In the early stages of a project, focus on making 
a connection between your project and your 
company’s long-term goals.

PHASE 2: IMPROVE PROJECT 
ACCEPTANCE/BUY-IN 
THROUGH FEEDBACK FROM 
IMPACTED DEPARTMENTS
Get feedback from every department that
may be affected by the project; acknowledge 
and address their concerns.

GET DEPARTMENT LEVEL APPROVALS 
BEFORE MOVING ON
If you work with each impacted department 
to refine your ideas, your proposal will be 
airtight by the time you present for approval. 
Having buy-in from each department is 
invaluable to  accomplishing projects on time 
and within budget.

Business cases for projects that 
are disjointed from the overall 
company strategy often fail.

Energy projects often fail because 
the person proposing the project 
lacks an understanding of the 
evaluation criteria that the finance 
team needs for their analyses.

CAUTION:  COMMON PITFALLS 
THAT STOP ENERGY PROJECTS
1

2

STOP

ENERGY PROJECT WORKFLOW
AND APPROVAL PROCESS:

Navigating a Successful
Energy Project Proposal

PRESENT 
TO FINANCE 
AND SENIOR 

MANAGEMENT 
FOR APPROVAL

UNLOCK THE 
POTENTIAL
OF YOUR MICROSOFT INVESTMENT

Helping you achieve efficiency, productivity and profitability 
with your technology.

+ +

POWERFUL + PRETTY DESIGN

Bonus Resource
Need design-spiration for your website? 
Check out this blog post by HubSpot.

“The 8 Elements of Modern Web Design”



Forgetting a  
call-to-action.

DEADLY SIN #7
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Deadly Sin #7

FORGETTING A  
CALL-TO-ACTION

After reading your sell sheet or downloading your white paper, people won’t 
intuitively know that the next step is to call their sales rep. You need to tell 
them, specifically, what you want them to do. Each. And. Every. Time.

Don’t waste your marketing dollars designing pieces that lead users to a dead end… 

make sure people know what to do next with these easy tips:

• Call it out: Don’t put your phone number in the last sentence of body copy… 

call it out! Make it large, bold and colorful. Or reverse it out from a colored box.  

Or add it as a consistent header or footer element on every page. Literally anything  

to make it stand out from the rest of the piece.

• Use compelling language: The phrase “download now” is simple and straightforward, 

but also boring and overused. How ‘bout one of these alternatives instead? Get your 

free download. Share your ideas. Get in touch.

• Make it a button: Sure, in-text CTAs can be effective, but visually something “pops” 

much more online when it’s in the form of a button. Plus, from a usability perspective, 

buttons are easier for a person to click, especially on mobile.

• Don’t complicate matters: Giving someone more options isn’t always good thing. 

Example: Call our 800-number, or your local rep, or send an email to this generic 

address. Pick one preferred mode of communication for your customers so they’re  

clear on what to do.



Examples of
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4199 Kinross Lakes Parkway #150 
Richfield, OH  44286

Whether you are you looking to get 
started, or take things to a whole new 
level—ProSource can help! 
ProSource is your go-to-Microsoft  
Technology Expert for:
 • Office 365
 • Enterprise Mobility
 • Dynamics CRM
 • Application Development 
 • On-premise Microsoft Technologies

Visit us or give us a call!
866.549.0279  |  info@prosource-corp.com
prosourcesolutionsllc.com

ANY DEVICE. ANYTIME.
ANYWHERE.

Indicia 
Placeholder:

Indicia to Come

EXPLORE THE REAL VALUE OF  
OFFICE 365 AND WINDOWS 10!

Bonus Resource
Need ideas for how to design a better 
CTA graphic? Read our blog post.

“How to Design a Better B2B Content  
Offer Graphic”

EFFECTIVE CTAS
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JEN LOMBARDI
Head Honcho & Creative Genius

Jen is the boss lady at Kiwi Creative,  
a marketing agency that helps B2B 

technology companies translate technical products and 
services into a highly effective sales message. A graphic 
designer by training, she now spends her days working as a 
marketing strategist and creative director on the agency’s 
top accounts.

In addition to collecting quite a few accolades for her own 
work, she’s also been a two-time judge of the Webby Awards 
and a repeat speaker at several conferences, including  
HOW Design Live.

CONCLUSION

By now, you’re probably feeling one of two ways: either you’re super inspired 
to run out and redesign everything or you’re overwhelmed and don’t know 
where to begin.

Either way, our advice to you is the same:  
start slow and smart.
First, make a list of the pieces most in need of a visual refresh. Then, make a list of your most 

important marketing assets (those that have the potential to drive the highest value sales). 

Whatever appears toward the top of both lists is where you should start.

With a little bit of effort, you should soon be getting positive feedback from management and 

increased engagement from potential customers…good design is always a win/win!

ONE LAST TIP FOR TECH COMPANIES
For more design examples from our portfolio, visit kiwicreative.net/portfolio

GREG PALYA
Digital Marketing Strategist 
& Amateur Golfer

With a background in sales and 
inbound marketing, Greg manages all of Kiwi Creative’s 
client and internal digital marketing efforts. He has 
an MBA from Walsh University and is on a mission to 
complete ALL of HubSpot’s certifications!

When not tackling Google’s latest search algorithms, 
Greg enjoys playing basketball, golf, fantasy football 
and ESPN’s Streak for the Ca$h. 
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