CASE STUDY / DATAENDURE

DataEndure, formerly CMT, was looking to reposition and rebrand their company
in a way that would bring their security portfolio and key differentiators to the
forefront. They also wanted to refresh their messaging, website, and sales
collateral to reflect the new company story.
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Much like the look and feel, the new website was
modern and provided the company with a design
that echoed their position around digital resilience.
Our work on the website included the information
design, development of all the website’s copy, and
the development of ten customer case studies.
These case studies were used to populate the
new website and highlight DataEndure’s key
differentiators across their areas of expertise.
New website information design, copy, and content reflected
the company’s new and modern positioning.

WHAT HAPPENED?
The new name, messaging, look and feel, website,
and logo have been a resounding success.

10 customer case studies provided content for the updated website
and helped showcase DataEndure’s differentiation.

•

Customers can more easily understand what
DataEndure does, what they sell, and the
business is more clearly differentiated versus
its competitors.

•

Partners and employees have been
supportive of the change, and the name is
resonating well with customers.

•

The new positioning is already garnering
leads, and making progress with new target
prospects.

HERE’S WHAT YOU NEED TO DO.
If you want to equip your field, call Jenee Gatto today at 408-540-5305. Or, if you’d like to explore more contextual
selling best practices such as strategic messaging, high-value pursuit support, sales playbooks and guided selling
tools, visit us at www.contextual-selling.com.
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