






P r o o f :  A c u i t y  E S

A  Cond ensed  Case  Study >

SeaBreeze Technologies, llc (since re-named to Acuity Environmental Solutions)  faced some 

interesting growth issues: they provided an amazing product in the marketplace, but the 

perceptions of the company as a “small player” limited their growth opportunities.

Pain / Issue

Brand was total disconnect with reality (lack of crediblity)

 

Lacked a solid picture of their target audiences  
and influencers

 
Lacked any formal sales lead generation tactics

Solution / Tactic

Complete re-brand (strategic & visual): renamed and 
re-considered the company at every conceivable way

Mapped out sales process and uncovered multiple points of 
business development which had never been considered 

Development of print, social media and Web strategies to 
position the associates as field experts (as legal cases 
had become the first contact with 70-80% of their business 
historically)





P r o o f :  < I n d u s t r i a l  P r o d u c t s  C o m p a n y >

A  Cond ensed  Case  Study >

This company is a 100 year old original equipment manufacturer of  engineered space division 

products (movable partitions).

Pain / Issue

Lack of industry leadership position by company 

Lack of product innovation by company

 
Lack of company’s new product awareness in the market

Solution / Tactic

Re-establish position as martket leader through 
communications and marketing efforts

Re-launch / re-position new product as the quantum leap in 
industry technology via communications, PR and digital means

Created product-specific informational Web site, marketing push 
in innovative industry publications and live trade show events



J u m p s t a r t :  W h e r e  t o  B e g i n

The  f i r st  ( d el i ver able )  step  >

»	 Discovery

	 An objective look at the current state of the business

»	 Customer Segmentation Review

	 Who is your customer and why?

»	 Status Assessment

	 Deliverable report (similar to a light SWOT) based upon findings

»	 Creative Brief

	 Brand / communications strategy to reach existing / new customer segments



S a m p l e  E n g a g e m e n t

Engagement  Mo d el s,  Ter ms

 

Every engagement must be tailored to each client’s needs, situation. As a sample:

»	 Weekly engagement of Marketing Leadership (following & monitoring the  

	 Marketing Process): 16 hrs/week (12 hrs onsite lead, 4 hrs creative consulting)  

	 for 3 month opening

»	 As vehicles, methods needs arise: fixed bid (or T&M) projects will be estimated and  

	 executed outside this retainer

»	 All work is done based upon milestones / deliverables set up with client (on-going basis)

»	 FUEL VM becomes accountable for all marketing needs of an organization, but is open to  

	 review by client at any time for any reason.



T h e  P l a y e r s

A ndr ew  Cu r ti s

Founded FUEL VM in 2002. FUEL VM has always had one goal: 

to be a customer service machine within the creative services 

world.

Curtis has obsessed about improving clients of all shapes, 

sizes, industries & locations. Cut his teeth in traditional ad 

agency environments in Cincinnati & Indianapolis for some 

of the most recognizable companies in North America. Had 

mastered the tools and methods of marketing communications, 

when he fell in love with the science of branding (and it’s 

applications at all levels) for all sizes of entities.

FUEL VM has worked with the state of Indiana, Microsoft, Finish 

Line, US Sports Advisors, CountryMark, Indiana Humanities 

Council and various brilliant regional firms.

Mi ke  Ro a r k

Joined FUEL VM in order to spear-head the CMO-On-Demand 

efforts.  He brings over twenty years of practical business 

operations and marketing experience to the consulting world  

at FUEL VM.  

Mike has worked as a consultant and held various positions in 

Sales and Marketing, VP of Operations and Director Marketing 

roles.  He has worked for such Fortune 500 Companies as 

Johnson Controls and Harley-Davidson Motor Company.

Roark brings a track record of success in/by increasing sales 

revenue, developing marketing programs that increase brand 

awareness and market share, as well as, impacting bottom line 

profitability.



W h a t  a r e  y o u r  i s s u e s ?

W h o  a r e  you  c ustomer s  to day ?

W h o  wou ld  you  * l i ke *  to  d o  bus i nes s  w i th ?

Do es  you r  s a les  c ycle  mes h  w i th  you r  c l i ents ’  needs ?

W h o  wou ld  you  * l i ke *  to  d o  bus i nes s  w i th ?

How  d o  you  d evelop  /  r elease  new  o f fer i ng s ?



e l e v a t e .


