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B2B Brand Launch 

Case Study 01

C.L.
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The pandemic reiterated to business owners that 
change is the only constant. Office Depot, whose B2B 
revenue had grown larger than B2C, needed to show 
business audiences that they can be a partner who 
will help navigate the constantly evolving business 
environment and dispel the myth that they only “sell 
paper”. 

Challenge

Build and launch a new brand that demonstrate how 
Office Depot has evolved to meet the needs of 
businesses. 

Objective

Concentrating 35 years of knowledge into the sole purpose of helping business adapt and thrive - we helped Office 
Depot build and launch a new brand, ODP Business Solutions, that positions them as a partner in the future of 
work. We worked closely with Office Depot to research ideal brand positioning leading to a clear brand identity, 
communications plan, sales enablement tools, actionable audience insights for the marketing team, and content 
across multiple formats. This strategic work formed the foundation of the brand launch and evergreen campaigns.

Process and Deliverables

Brand Identity, Brand Positioning, Sales Enablement, Vertical-based Content

Scope of Services

C.L.
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C.L.

Video

Digital & Print

Brand Book

Sales Sheets

PPT Templates

Creative

Strategy

Market Assessment

Tailored Audience Insights
Go-To-Market Communications Architecture
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Editorial Strategy and Implementation

Case Study 02

C.L.
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For the first time, Meta was consolidating its disparate 
work products (Quest, Portal, Workrooms, Workplace) 
together into a single portfolio designed to position Meta 
as a major force in the future of work. Meta needed to 
build credibility with Enterprise audiences, getting 
business leaders and knowledge workers to make Meta 
their first choice for insights and perspectives on the 
future of work. 

Challenge

With a focus on insights, intelligence, and storytelling, 
launch a website and blog, Meta Explores, which 
houses Meta’s unique perspective with thought 
leadership content to drive newsletter subscriptions 
and repeat visitors. 

Objective

We worked with Meta to find the topics and tone of the 
editorial work that felt authoritative and authentic. We 
then created a makeshift newsroom that found stories 
from 10+ countries worldwide, organized production, 
sourced artwork, and wrote content. Over the year, we 
delivered 5-8 content pieces monthly aligned to themes 
around the future of work and extended the conversation 
into social by promoting it via key channels. 
. 

In year one, we doubled the stretch benchmark, 
achieved a LinkedIn engagement rate of 12%, and, 
according to independent research conducted by 
Meta, have moved the Enterprise conversation from 
category awareness to consideration despite 
negative media. 

Process and Deliverables Key Result

C.L.

Creative Development | Content, Editorial & Social 

Scope of Services



8

C.L.
Strategy

Creative

Topic Assessment

Content Filter
Editorial Concepting

Editorial Website
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Persona Development and Sales Enablement Tools

Case Study 03

C.L.
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FIS, the world’s largest processing and payments 
company, was spinning off their Worldpay business. 
With one of it’s marquee offerings no longer under 
the FIS brand, the FIS marketing and sales teams 
needed a robust understanding of how to further 
communicate value to their audience. 

Challenge

Provide a sharper understanding of C-Suite and 
Influencers across key verticals, including 
recommendations on key messages and how best to 
reach them, by creating personas and sales 
enablement tools. 

Objective

We worked closely with the FIS team to understand their needs and then contracted AlphaSights to recruit 40 VP 
and C-level experts to interview for research. The data gathered during the interviews were combined with 
extensive market research to produce a set of sales enablement tools that provided deep understanding of the 
needs, behaviours, and motives of FIS’ audience groups across eight different verticals. 

Process and Deliverables

C.L.

Sales Enablement

Scope of Services
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C.L.

Topic Guides

Key Insights Persona

Conversation Cards
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Landing Page Development and Messy Middle Messaging

Case Study 04

C.L.
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Autodesk launched an all-in-one platform, Autodesk 
Construction Cloud, that consolidated many of their 
top-performing products into one solution suite. 
They needed to communicate to their audience the 
value of this new platform and ensure there was 
nuance for each audience segment (contractors, 
subcontractors, owners, and architects). 

Challenge

Create a communications plan that included distinct 
messaging for each audience segment and a 
customer experience journey centered around a 
campaign landing page. 

Objective

Goodby, Silverstein, and Partners worked with Autodesk to create awareness-level messaging and they brought in 
our team to create mid-funnel messaging and design a landing page. We created mid-funnel messaging that drilled 
down to show what value Autodesk Construction Cloud provide to each audience type. This messaging was then 
sent to our creative team to create banner ads and other assets. We also designed the user journey so that 
audience members could identify which segment they belonged to on the landing page and be retargeted with 
specific messaging and ads across platforms. 

Process and Deliverables

C.L.

Comms Planning | UX Design  

Scope of Services
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C.L.

Creative Brief Landing Page Landing Page Wireframe
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White Papers for FedEx Healthcare

Case Study 05

C.L.
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FedEx is a well-known, well-established brand in the 
shipping and logistics industry. However, despite 
broad awareness, many customers are not aware of 
the extent of FedEx’s experience in the healthcare 
industry. 

Challenge

Grow awareness in the healthcare segment, 
signalling to customers that FedEx is well-versed in 
industry challenges and has the resources to serve all 
kinds of healthcare and healthcare-adjacent shipping 
needs by developing a series of white papers. 

Objective

We worked with FedEx Healthcare to define key audience groups and found ideal topics that would resonate with each. 
After deciding to target biologic companies, small molecule pharmaceutical manufacturers, and clinical research 
organizations, we developed white papers establishing FedEx as a knowledgeable and trusted shipping and logistics 
partner specifically for those audiences. These white papers launched within partner newsletters and aimed to drive 
customers to FedEx’s healthcare solutions landing page for deeper engagement.

Process and Deliverables

C.L.

White Paper Ideation and Development

Scope of Services
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C.L.

White Paper Topics
White Papers
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Digital Marketing Manager and Campaign Lead

2017 - 2018
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The Early Bird Challenge

Case Study 06

C.L.
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Registration applications dropped during the first 
four months of 2017. The company was also 
suffering from low liquidity and was at risk of 
defaulting on several financial commitments. 

Challenge

Drive sales that would provide an immediate cash 
injection to the company through a two-month 
marketing campaign. 

Objective

Created an online coding challenge that awarded 
winners a $500 discount to full-time programs at 
Lighthouse Labs upon admission. Discounts were 
only applied after a deposit was made to secure a 
spot in a program. 

The campaign directly brought in over $600K in 
revenue and provided a $150k cash injection to help 
improve liquidity. Overall applications to the school 
also increased by 33% during the length of the 
campaign. It ended as the most successful campaign 
in company history.

Campaign Key Result

Search and display ads were deployed on Facebook Ads and Google Ads. Multiple media buys were organized in 
national and local media to extend the reach of campaign. Blog posts were written by myself and others on my 
team to further promote the campaign. Targeted campaign-specific emails were sent out alongside mentions 
within the bi-weekly company newsletter. Staff were trained to administer and promote the challenge. 

Channels

C.L.
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C.L.

Banner and Social Ads

Landing Page
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21 Day Challenge

Case Study 07

C.L.
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As a company with a long sales funnel, Lighthouse 
Labs identified that they were losing many potential 
customers in the stages between their first contact 
with the brand and applying to a program. 

Challenge

To create a system that continuously engages 
potential customers after initial contact with 
Lighthouse Labs. 

Objective

Created a 21-day coding challenge that encouraged 
participants to complete coding activities using the 
company’s proprietary education platform. In the two 
months post-launch, we provided prizes to incentivize 
people to participate. 

Over 1,000 participants during the first two months 
with 6% converting within the same period. More 
than 80% of participants subscribed to the mailing 
list and over 10% of participants completed all 21 
days of the challenge. 

Campaign Key Result

Website banners and content were created to promote the challenge. Facebook, LinkedIn, and Google display ads 
were created to drive engagement. Media buys were organized in tech-centric magazines and blogs. Campaign 
specific emails were sent to the mailing list. 

Channels

C.L.
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C.L.

Landing Page

Challenge Example
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Customer Segmentation Tool

Case Study 08

C.L.
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The admissions team, who manages the applications 
of students to Lighthouse Labs’ programs, and the 
career services team, who helps students with the 
career search after graduation, stored their data on 
two separate CRM systems. Due to the disconnect 
between the two systems, many marketing insights 
were lost. 

Challenge

To create a solution that merges data from the two 
CRM systems. The solution must provide a more 
complete view of the student lifecycle and provide 
insights between student demographics and career 
success. 

Objective

Found a direct link between attributes like age, 
educational background, and work experience with 
success in finding a job after graduation. This 
information was used to guide our targeting and 
sponsorship initiatives. 

Key Result

C.L.
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Co-Founder

2015 - Present
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E-Commerce Website and Marketing Strategy

Case Study 09

C.L.
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Looking to build off a strong first year of operations, 
Startup Skool, an educational summer camp provider 
specialized in teaching entrepreneurship and STEM 
skills to youth in Vancouver, was looking to revamp 
their marketing and e-commerce efforts.

Challenge

Create an omnichannel marketing plan and new 
Startup Skool website to help drive online 
registrations. 

Objective

Promoted Startup Skool programs to parents and local 
communities over a four-month period leading up to 
the beginning of summer. 

150% increase in revenue compared to the previous 
year. 

Campaign Key Result

Company emails were completely rebranded and redesigned by our team on Mailchimp. A new Wordpress 
website was created and a Shopify e-commerce platform was set up to handle payments and registrations. 
Display and search ads were created using Facebook Ads Manager and Google Ads. 

Channels

C.L.
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C.L.

Website
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Sales Analyst

2014 - 2015
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Sales Dashboard

Case Study 10

C.L.



The weekly performance reporting for the national 
sales team was a lengthy process that required 
multiple team members to input information into 
several disparate platforms. Furthermore, the reports 
were not fully dynamic, meaning the user lacked the 
ability to get specific information. 

Challenge

To create a streamlined reporting process and 
national sales funnel dashboard that would allow 
company executives to assess team performance 
and forecast revenue projections.

Objective

Created a dashboard that displayed sales team 
performance in key areas, such as vertical, 
geography, and practice, in graphs. The dashboard 
allowed executives to drill down into specific 
members of the sales team and monitor each stage 
of the sales funnel. Furthermore, the reporting 
process was streamlined and only required a single 
person manage it. 

Key Result

C.L.
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2018 - 2019
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MBA Project: The Luxury Response to the Ending of Ownership

Case Study 11

C.L.
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To conduct a 10-month research project on the 
growing secondary market in luxury. The project 
focused on how luxury brands will be affected by 
growing secondary market business models such as 
resale, one-time rental, and subscription rental.

Objective

Interviewed the business leaders of luxury brands such 
as Christian Dior, Cartier, and Chanel, as well as 
executives of secondary platforms like Vestiaire 
Collective to gain insight into how brands and 
organizations are addressing the secondary market. 
Furthermore, I analyzed reports published by firms like 
Deloitte, Mckinsey, and the Boston Consulting Group 
to provide statistics and supporting evidence to 
corroborate the first-hand research.

Wrote a 50-page research paper that analyzes the 
current state of the secondary luxury market and what 
options the luxury brands have moving forward. I also 
built a model to help guide luxury firms decide 
whether they should participate in the secondary 
market and, if yes, the best way of doing so. 

Research Process

Key Result
C.L.
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C.L.C.L.

Industry Research Survey

Final Research Paper

Final Presentation
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Retail Store Digital Innovation Project

Case Study 12

C.L.
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To create an innovative digital solution to be used in 
small retail spaces in Paris that would give 
Intermarché a competitive advantage over their 
competitors. 

Objective

Intermarché is the third biggest grocery chain in France 
but severely lacks presence in the metropolitan Paris 
region. 

We pitched our solution, named Bouge, to the CEO of 
Intermarché. Bouge is a retail system that allows for 
consumers to scan products through their phone 
in-store and have those items delivered to their 
homes. Our project proposal received the top grade. 

Challenge

Key Result

C.L.
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C.L.C.L.

Store Mock-up

Logo
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Find Corey

Personal Website: http://twinsheep.ca/

/coreyleung

@therecoveringbanana

http://twinsheep.ca/
https://www.linkedin.com/in/coreyleung/
https://www.instagram.com/therecoveringbanana/

