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Execute to Win (ETW) is a Chandler, Ariz.-based Software as a 
Service (SaaS) solution and business consulting enterprise that 
helps organizational leaders strategically align their mission and 
values with employees to improve performance. Its founder 
leveraged years of executive leadership experience in the 
aviation industry to develop workshops, presentations and SaaS 
tools that work cohesively to customize strategic alignment plans 
for clients, ultimately driving accountability, communication and  
revenue improvements.

Established in 2011, ETW has helped a wide range of enterprises 
– nonprofits, manufacturers, aerospace companies, commercial 
developers, among others – achieve unparalleled results. ETW’s 
processes integrate its SaaS technology with leadership principles 
and training to initiate better conversations between leadership, 
managers and employees, aligning them with the company 
values and mission, while also assuring results are 
tied to measurable goals and KPIs for improved 
performance. The company prides itself in 
being a long-term, not one-dimensional, 
solution that can serve both startups and 
large, enterprise organizations.

BACKGROUND

ETW’s processes integrate its SaaS 
technology with leadership principles 

and training to initiate better conversations 
between leadership, managers and employees, 

aligning them with the company values 
and mission, while also assuring results 
are tied to measurable goals and KPIs 

for improved performance.



Even with success as a 
young company, ETW 
faced branding challenges.
Some stemmed from conflicting business mindsets 
and marketing strategies associated with working 
in both the SaaS space and business consultancy. 

ETW partnered with Elevation Marketing to 
research its position in the current market, discover 
perceptions about the company among internal 
and external stakeholders and competitors, 
and to find ways to highlight key competitive 
differentiators that could effectively inform the 
ETW brand and value proposition going forward. 
In short, Elevation needed to identify the true elements 
of the current ETW brand and set it alongside 
competitors in both consulting and SaaS environments 
to gauge where messaging and visuals were hitting and/
or missing the mark. This information could then inform 
Elevation’s development of ETW’s refreshed, more 
accurate current value proposition, while ultimately 
shaping future branding and marketing strategy.

CHALLENGE 



Elevation utilizes a three-phase quantitative and qualitative research 
strategy for organizational and market research. The agency takes a deep 
dive into what makes an organization tick and captures data that demonstrates 
how the enterprise is being perceived internally and by customers, competitors 
and prospects. The three-phase approach for ETW’s research included:

RESEARCH STRATEGY

PHASE 1: DISCOVERY

Internal & External Market Research Efforts/Media Audit 
Elevation fully immersed itself into ETW. First, Elevation reviewed current research reports, 
positioning statements, marketing materials and communication strategies. This gave Elevation 
an understanding of how the brand is currently being implemented into marketing channels.

Elevation then initiated data-driven research to better understand economic and industry 
drivers, market conditions, growth segments, product positions and what drives product 
adoption and market share growth. At the same time, competitor research was used to 
better isolate the ETW value proposition and current brand position. In addition, Elevation 
conducted a media audit for the past six months of both mainstream and industry media 
evaluate industry standards as well as editorial preferences of potential target audiences.

 
PHASE 2: VALIDATION

Key Stakeholder Interviews 
Elevation then conducted qualitative internal stakeholder interviews to assess current industry 
perceptions, insights and challenges, growth initiatives and customer observations. Targeted interviews 
with customers and potential customers also shed light on key purchasing criteria, buying triggers, 
processes and industry trends. An electronic survey of CEOs, targeted C-suite and VP-level industry 
players also helped the agency gauge brand position in both the consulting and SaaS worlds.

PHASE 3: EVALUATION

Bringing It All Together 
Leveraging insights gained in the first two phases, 
Elevation created recommendations for branding 
next steps. The agency highlighted key differentiators 
that could drive ETW’s future value proposition 
and make up the foundation for future branding. 

Above all, Elevation learned that ETW was more than 
a “consulting” firm. It used data, insights and nimble 
SaaS tools to drive measurable improvement through 
organizational alignment. It was time to tell that 
story, which was far more than a consulting business 
story. Data also revealed market opportunities in 
companies that are in crisis mode with a budget to 
invest in training and executives who want to be better 
leaders but don’t know how to improve on their own. 
Manufacturing, transportation, government and 
healthcare offered some of the best potential market 
segments. Elevation also crafted buyer personas with 
corresponding journeys and a position statement.
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CREATIVE STRATEGY

STEP 1: STUDYING WHAT WAS IN PLACE

In researching its brand guidelines and visuals, Elevation creatives quickly discovered that the ETW brand 
looked outdated next to competitors; and just as the company struggled to define itself as a consulting 
or SaaS service, its brand colors, iconography and imagery over-complicated the brand and struggled 
to leave an impression about the company’s truly unique value. The old brand, Elevation found, was 
burdened by too many options (nine primary and 10 secondary) in its color palette and rigid triangular 
shapes that didn’t guide readers well through materials, said little, and even distracted at times. Above all, 
the old brand appeared to try to mimic the closest competitor.

 
STEP 2: TAKING THE BRAND VISUALLY TO THE NEXT LEVEL

The Elevation team assembled three different mood boards for ETW leadership: one that was most 
similar to existing elements, a second that offered a refreshing departure and a third option that more 
aggressively abandoned current logos, icons and images.

ETW leaders chose the second option, which simplified color and design elements, allowing for a more 
direct, accurate and simple expression of what ETW truly offered. This option narrowed down the color 
palette to six total, while adding a vibrant red accent. The new palette progressed from a darker to a 
lighter teal that worked well with pops of red accents. The Elevation creative team also did away with 
the excessive use of triangles and employed curved lines that better highlighted testimonials and offered 
smoother transitions between sections of marketing materials, making them more appealing and easier 
to navigate.

A completely different take on imagery was embraced, too. Standard office shots contributed to a stale 
brand look in the past. New photos of large, open building areas with high ceilings or outdoor shots with 
people in motion now hint at fresh perspectives and possibility. Photos also incorporate the new color 
palette, adding texture and visually unifying the new elements of the brand. Then, the creative team 
integrated ETW’s refreshed identity into a variety of templates, including emails, PowerPoint presentations 
and white papers.
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The next steps would involve improving the ETW brand visually. The Elevation creative team would first seek to 
better understand the thinking behind the visual elements of the current brand before it could ultimately align refreshed 
logos, colors and imagery with new messaging standards brought about through its company and market research. 



DELIVERABLES

MARKET AND BRAND RESEARCH, INCLUDING:

• Current market and brand position analysis

• Stakeholder interviews

• Surveys with industry players

• Buyer personas and journeys

• Market opportunities

• Report and presentation of findings

 
POSITION STATEMENT



DELIVERABLES

THREE MOOD BOARDS 



DELIVERABLES

BRANDED MARKETING MATERIAL TEMPLATES, 
USING CHOSEN MOOD BOARD:

• PowerPoints

• Email

• White papers

• Case studies



Elevation’s work cut through industry noise to 
separate the ETW brand from competitors (in 
two different industries) by highlighting its use of 
technology integrated with proven strategies to 
align leaders and their missions with worker teams 
to drive results. By shaping ETW’s brand narrative 
and value proposition through branding research and 
punctuating the findings with a visual overhaul that 
simplified and clarified the company’s value to clients, 
ETW is now better positioned to target new markets 
and grow its business.

RESULTS 
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Elevation Marketing is a full-service B2B marketing agency, 
providing exceptional client experiences that result in more 
business wins. We go beyond tactics to inspire experiences 
that build brand believers. From a holistic perspective, we 
focus on all aspects of operations and strategy to ensure 
alignment between marketing and sales.

We have a strong command of inbound marketing, and 
know how to effectively manage, deliver and retain buyers. 
We offer full-cycle web development services for the 
enterprise. We build bridges of communication, streamlining 
the dissemination of information to targeted entities.

Whether its partner portals, online stores, web apps or 
microsites, our custom digital solutions help you govern 
personal data through its entire lifecycle for superior lead 
generation and nurturing.

If you have a B2B product or service that solves real-world 
problems, then you’ve done your job. We’ll do ours by 
connecting you to the B2B decision makers that will benefit 
from what you have to offer.

Top 20 
Interactive Marketing Firm
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