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Summary
Sometimes good marketing is as much about what you don’t do as 
what you do. 

With Work Different, we set out to change our business, turning us from 
an unfocussed IT reseller trying to sell to 60,000 people, into a highly 
focussed workspace technology business with a market of less than 
1000 organisations and revenue of more than £1 million in 2012,  
£3 million in 2015.

We stopped trying to be all things to all people and became much more 
valuable to our key partners and customers. As a result, we developed 
an opportunity pipeline worth nearly £400,000 and more importantly we 
became the business that I always wanted us to be. 

We couldn’t do this alone and The Marketing Bridge has given us the 
resources and confidence to take bold action in a very challenging 
market. Working alongside us as part of the team for the last 9 months, 
they have helped us create a strong and sustainable platform to 
differentiate our business, while helping me prove that marketing  
should be the heart of our business.

We are now hiring our first marketing manager and will  
continue to Work Different.

Jason Green  
Managing Director, Building Zones

Wordcount: 198
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About the company
Building Zones is a small company with big ambitions. By 2015 we plan to triple revenue by 
becoming known as the workspace technology specialists. 

We help customers Work Different – using leading edge technology to create lower cost, adaptable 
and intelligent workspaces that support flexible working and boost productivity.

Strategy
Established in 2003, we have grown by adding new vendors and selling increasingly complex 
solutions. By 2011, we were selling harder than ever before, pushing revenue to £800,000, but 
we had a problem.  We were an IT Reseller that did a bit of everything, many products were 
underperforming and we always had to chase business it never came to us.

In September 2011, we invited The Marketing Bridge to run a one day workshop with the whole 
team.  We finished the day with an outline marketing plan that drove changes in our business  
plan and our priorities for the year ahead.  As a result we narrowed our focus to mid-size UK based, 
knowledge-economy businesses (eg law, property, media) and consolidated our offering from over 
twenty technologies to three solution groups under the banner Work Different.

We appointed The Marketing Bridge for a 9 month programme to develop a strong and 
differentiated proposition for Building Zones and to help drive our business to more than £1 million 
revenue in 2012. 

Objectives of the campaign
1. Create a platform for sustainable differentiation for Building Zones with all stakeholders 
2. �Secure vendor and distributor buy-in, developing shared plans with Meru, Riverbed and Pivot3 to 

deliver £250,000 marketing-led revenue in 2012.
3. Develop targeted lead generation to deliver 22 qualified opportunities in 2012:
	 a. �Double website traffic, ensuring key vendor brands are top 10 search terms
	 b. Cleanse, enhance and expand the  database to start email and direct marketing
	 c. Review current event activity to improve effectiveness
	 d. Increase customer and partner engagement using social media and blogging.

The Target Audience
At the start of the project we had 60,000 contacts in 
Salesforce.  The Marketing Bridge completed a data 
quality audit and mapped usable records to our new 
target customer profile. This was benchmarked against 
3rd party data, cleansed and enhanced. We purchased 1600 
new contacts and updated 1200 existing records. With only 
limited resources, 2800 vertically relevant and geographically 
focussed contacts gave us an optimum funnel based on our 
close rates. We also subscribed to a lease-expiry service as 
office change is the key trigger for technology review.

Unlike major corporations, midsize organisations might 
only address these issues once every five to ten years  
and the key decision makers might only do this once in 
their career. 
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Media, Channels and Techniques used
This project has changed Building Zones from an IT reseller to an agent of change for the target 
audience. Work Different combines technical excellence with a human focus, helping create 
workspace that doesn’t just look great but really works. This focus and the simplification of our 
portfolio give us a unique voice.

To communicate this effectively and to achieve objectives within the budgets available, much of the 
campaign was digital. For high value targets, we used some direct mail and a live event.

Timetable
At the start of the project, we established that Buildingzones.com was invisible to Google for key 
vendor search terms. The site was also not representative of the business we want to be.

Work Different  
As work becomes less 
structured, more global 

and increasingly real 
time, the rules of the 
game are changing

Cloud Services  
 Worry less about 

managing boxes and 
focus more on managing 

your business

Converged  
Networks  

Say goodbye to network 
complexity and 

limitations with truly 
scalable wireless and 
LAN infrastructure

The Social 
Workspace 

Discover, share and 
collaborate as well in 

the real world as you do 
online

In February 2012  
we took the site down and 
put up a teaser page.

Old style site

Teaser page
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Timetable continued

We changed our email signatures, business cards and PowerPoint before making formal 
presentations to priority vendors and distributors. These laid out the business plan and started  
co-marketing discussions, changing perceptions of Building Zones and the level at which we 
engage. They also delivered funding from every partner, a PR initiative with Pivot3/VMware and  
a video case study of our latest Meru project.

 

The robots on the website personify Work Different. They poke fun at the ‘futureness’ of other 
workspace companies and highlight how robotic many offices have become for the people who 
use them. They also capture a key part of our character. We are ‘deeply geek’ and love leading-
edge technology, but we recognise that office change is a very human process that despite the 
complexity should be enjoyable. The imagery came from Shutterstock, and to strengthen the 
message we sourced real tin-toys via Ebay that now sit on key contacts’ desks.

After the initial traffic spike from the launch, we overhauled PPC activity, developing 18 adverts 
around key vendors and technologies on 226 keywords. This has been supported by ongoing SEO 
and an enhanced social media plan where we updated team member Linked-In profiles, increased 
activity on Twitter and produced a post for the new blog every ten days.

In March, we launched 
the new website with 
substantially more vendor 
content and invited key 
stakeholders to a Work 
Different breakfast. 
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Timetable continued

In April, we started email marketing to our 2800 targets. Using split message testing and by 
structuring specific campaign schedules for Leadership, Facilities and IT contacts we created 
nearly 40 campaign assets that were delivered over a 3 month period (see appendix). Across the 
campaign, we achieved a 12% open rate and 7% click through with <1% unsubscribe.

In May, we delivered the Work Different breakfast with 26 of the 30 confirmed guests attending on 
the day. This event was co-hosted by our technology partners and generated significant interest 
with two projects each >£100,000 now in the pipeline.

In June, we are meeting with a number of workspace conference companies to develop the events 
plan and are pursuing three speaking opportunities for the autumn.

Budgets
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Results
In June we will close two deals that trace directly to this 
campaign with a value of £125,000. We have a further £240,000 
pipeline and are just beginning to see the impact of the campaign 
at the top of funnel  with email, direct marketing, SEO and PPC 
starting to pay off.

In the first 3 months of the new website going live, year on year 
comparison shows:

Client testimonials

Wordcount: 997
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eShot campaign example – The robots are revolting
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eShot campaign example – Rumour has it
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eShot campaign example – Riverbed
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eShot campaign example – Office 365
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eShot campaign example – Scream if you want to go faster
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