
BREAKING DOWN WALLS FOR 
APTUM
”Our sales team was struggling to initiate conversations about our SD-WAN 
product with their prospects. The market was fatigued with new technologies 
and buzzwords constantly on offer, causing cynicism and distrust. Champion 
was able to create a story that really resonated with our time-poor target 
audience, bringing SD-WAN to life and expressing its benefits clearly.

This sustained media coverage gave our telesales team a constant stream of 
content that they could use to open and progress the conversations they were 
having. This campaign led to a number of direct leads and created an 
environment that was a lot easier for our sales team to sell in.”

Pat Kelly. Head of Demand Generation. Aptum Technologies.



Introduction 
and 
objectives

Introduction 

Aptum Technologies sells complex technology 
products to a diverse set of businesses across a 
number of sectors. Their target audience is a set 
of time-poor decision makers, who are 
struggling to keep up with fast-moving 
technological advancements and feel lost and 
confused. Aptum positions itself as on the side 
of the IT buyer, helping them navigate this 
difficult terrain and power the potential of their 
business.

Aptum had recently added an SD-WAN solution 
to its selection of products but the sales team 
was struggling to excite IT decision 
makers who were fatigued by the fast-moving 
technology industry and its endless 
buzzwords. A business development executive 
likened the situation to “talking to a brick wall.”

This wall needed breaking down.

Objectives

§ Champion’s brief was to bring this 
new technology to life, and to remove 
the decision maker cynicism using 
education and animation.

§ The key objectives for the campaign 
were:

§ Create an environment in which it is 
easier for the Aptum sales team to sell 
more SD-WAN solutions

§ Provide the tele-sales team with 
interesting content that they can use 
in their sales conversations

§ Provide the sales teams with a 
dynamic catalogue of third-party 
endorsement that they could share 
over a sustained period to nurture 
and close opportunities



Strategy
• Generate earned media content to bring to life the benefits of SD-

WAN technology

• Create content that challenges market fatigue

• Maintain media interest over a prolonged period of time in order to 
support long decision making processes

• Create content that is provocative and from the perspective of the 
IT decision maker

• Provide a dynamic catalogue of third-party endorsement that is 
engaging for the B2B decision-maker

• Flood the market with a sustained flow of content across a wide 
range of media

• Promote content across owned and shared social channels to 
reinforce conversations



Creativity 
and 
originality

§ We needed to educate the market on the benefits 
SD-WAN can provide to a business when it is 
implemented correctly. To understand just how 
deep-rooted the misunderstandings were, we 
commissioned research of 300 IT decision makers 
across different sectors to get a sense of their 
attitudes towards the technology.

§ Champion used the survey data to position SD-
WOT? (lack of understanding around SD-WAN 
technology) as an illness that is afflicting UK 
businesses, preventing them from powering their 
potential and ultimately cutting their revenue. From 
this, we developed three strands of the campaign 
which became sub-campaigns and enabled us to 
build momentum over a 12-month period.

§ The research was also broken down by sector, 
looking at the retail, financial services and education 
verticals. This enabled us to explore how prevalent 
the SD WOT Syndrome was in each sector. This 
approach led to achieving coverage in vertical sector 
press, targeting specific decision makers.

§ The Illness - SD WOT Syndrome: We first 
used the data to show there were 
common misconceptions around the 
technology and this was holding UK 
businesses back. We positioned these 
misunderstandings as an “illness”, with 
symptoms including revenue loss, lower 
productivity and poor network 
connectivity. A press release was 
developed to carry this messaging to the 
press and a whitepaper was developed 
to capture potential leads

§ The Cure - SD WAN Myth Busting: The 
data highlighted that there were a lot of 
myths around SD-WAN technology and 
by busting these myths, Aptum was 
“curing” UK businesses

§ Future Reassurance - You’re Not 
Alone: Highlighting the lack of 
widespread understanding in the 
industry and the disconnect between 
plans and implementation.



Objective Achieved

6 pieces of coverage in tier-1 
target media outlets, 
sustained over a 6 
month period.

Sustained vertical sector 
coverage

Achieved 18 pieces of coverage, all in top 
tier press including Computer 
Weekly, Microscope, Technology Business 
Today & Channel Eye
KPI target exceeded by 300%
Coverage sustained over a six-month 
period

Average of 3 pieces of 
vertical sector coverage per month over 12 
months

4 direct leads The campaign generated a total of 12 direct 
leads

Support meetings set up with 
prospects

Tele-sales used the coverage to generate 
interest and appointments. 
The telesales team increased appointments 
by 35% over 6 months, crediting the use of 
the editorial as a contributing factor

Support sales conversations by 
providing a dynamic catalogue 
of third party endorsement

Sales teams were provided with coverage 
and the tools to share coverage across 
social channels and in direct conversations 
with prospects. 80% of business 
development executives shared coverage 
and reported that it had had a positive 
impact on their conversations.
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Budget & Cost Effectiveness
The total campaign budget was 
£21,500.

The research for this campaign 
was delivered by a third-party 
supplier and cost £13,500. 
Champion delivered the 
campaign for a total of £8,000, 
including: campaign development, 
survey creation, story 
development, press release 
drafting, selling into the media 
and creation of content.

http://www.championcomms.com/

