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So who comes up with these
polysyllabic, adjective-heavy company
descriptions, anyway? We asked G.
Scott Shaw, a marketing and branding
expert for venture-backed technology
companies at Columbia, Maryland-
based Everclear, for his insights on
how tech companies should identify

themselves to not get lost in the cloud
... er, crowd.

Does the term “solutions provider”
mean anything? | think everybody tries
to sell solutions today, and no longer
people are talking about features.

Would you get rid of the phrase? |
don't think it's bad. The problem is that
people stop there. They don't tell you
what [their solutions are]. Or if they tell
you what, they don’t tell you why. | just
think it’s the easy way to go ahead and

describe yourself, and it’s lazy. They
think they’re off the hook.

What makes for a good company
description? The most important
message a service provider can deliver
to customers and prospects is what
makes their company different and
hopefully unique from their competitors.

What's the biggest misconception
about company descriptions? People
think it's what they're selling. It’s really
what their customers are buying.

In our quest to define solution providers, we polled the
small technology companies in this week'’s List and asked
the following question: If you consider your company to
be a solutions provider, what does that mean and what do
you want your customer to know about the work you do?

“Our focus is customer service and making
sure our clients are taken care of properly.

Our tool happens to be technology
solutions.”

What works?

| think they're trying to take a playful spin

on it.

What needs improvement?

There’s so much. Technology solutions is
way too broad. There are so many different

categories. You want to say, “Company
A offers service B for customer C and
receives benefits XYZ.” You need to say

who you are, what you're offering and why

people should care.

Score: -3

“We design digital workplace solutions
on Microsoft SharePoint and Office 365
to help organizations effectively share
what they know and find what they need,
anywhere, anytime, on any device.”

What works?

They offer a specific niche with Microsoft
SharePoint and Office 365 and a strong
(but increasingly common) benefit of
“sharing what they know ... anywhere,
anytime, on any device.” Because they
used a specific type of solution, they are
narrow with their services they offer. This
allows them to get wide on their targeted
industries. | liked the benefit.

What needs improvement?

When was the last time you found
yourself searching for a “digital workplace
solution?” Companies often try to

create their own language to describe
themselves or invent a category of
solution that they sell, but if a potential
customer couldn’t find your company by
typing common keywords into Google,
you're probably causing more confusion
than you intended.

Score: 8

Seems easy enough, right? Well, we pulled out three
responses at random, and here is Shaw'’s take on what
works, what doesn’t and, on a scale of 1to 10, how hed
rate the description. Note: Company names have been
removed from the descriptions to protect any lingophiles.

A specialized IT consultancy focused on
implementation, consulting and managed
services for enterprise search systems,
search-based applications, and Big Data
analytics. Founded and headquartered

in [local jurisdiction], we have more than
500 customers and employ 140 people,
making us the leading company of our
kind, worldwide.

What works?

The narrow “enterprise search” focus at
least sounds unique. It sounds like a big
firm — | think that’s a big differentiator.

What needs improvement?

It looks like we've got a “big data analytics”
buzzword and a credibility-destroying
unfounded claim, “leading company of
our kind, worldwide” — “500 customers
and employ 140 people” sounds awesome
by itself. Why compromise this by saying
“I'm King of the World,” too? As | told my
son the other day, “If anyone had to tell
you they are awesome, they are probably
not awesome.”

Score: | would give them an 8 without
those extra things, but because it’s in
there, a6 or 7.
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It would seem only fair that our own expert, Everclear’s Shaw,
would take a turn in the hot seat. We asked him to analyze his
own company description and grade it based on the standards
he used to evaluate the other companies. Everclear recently
underwent a rebranding effort, proving that just because you're a
pro, it doesn’t mean you're guaranteed a slam dunk.

Old name: CreatiVerge New name: Everclear

Why the change? CreatiVerge was too difficult to pronounce, too
hard to spell and too focused on our inputs (creativity). Everclear
focused more on our outputs (clarity) and our competitive
advantage (simplifying complex value propositions to help tech
companies sell to large businesses/enterprises).

Old description: Strategic communications and brand
development firm for small- to mid-sized tech companies to build
brand consistency, establish thought leadership, increase lead
generation and expand internal resources.

New description: B2B marketing agency that helps venture-
backed tech companies grow faster. For more than 12 years,
Everclear has worked with serial entrepreneurs, investors and their
portfolio companies to reposition early-stage tech companies,
develop breakthrough brand strategies and execute high-growth
sales and marketing programs.

What didn’t work: While the old positioning statement still
followed a basic formula, the category was too broad, the type
of customer wasn't targeted enough and the benefits weren't
compelling to that audience.

What works now: We believe the new positioning statement is
much stronger because it's more targeted and specific to the type
of customers we are trying to attract, as well as their objectives.

Score for the old statement: 5 or a 6
Score for the new statement: 9

BUZZWORD OR

BUST?

When someone identifies a need in
the marketplace, a new catego-
ry of technology pops up to meet
it. With each new category, dol-
lar investments follow. Startups,
which are constantly and mightily
competing for those dollars, will
oftentimes peg any new technol-
ogy solution category to their own
company descriptions in hopes
of drawing those investors. The
result? The jargon gets spread far
and wide, all the while mean-
ing less and less to what
each company actually
does. Here are some of
Shaw’s biggest tech
buzzword offend-
ers, and what
they actually
mean.

This make it easier for companies to make sense out
of vast reams of information. Instead of all that data
being trapped in department or database silos or
floating freely in the Internet, companies are now
able to compile and interpret it. Think of it, financial
records, ZIP codes, voting patterns — all pulled
together to help forecast a company’s performance.

This is just a fancy-sounding word for providing
incentives to anyone who used your mobile app,
completed a profile or promoted your technology to
their friends. Period. If you knew this, then you've just
earned a gold star for unlocking the Buzzword Badge.
One more and you'll go platinum.

Yes, this is a thing. By adding Wi-Fi and sensors to
everyday objects around us, from watches to washers

to heart implants, companies can make devices talk to
each other over the Internet and signal each other to do
things. Imagine the lights and air-conditioner turning on
at your house when you pull into your driveway and open
your garage.
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