
Moving Upstream: Making 
ActivePDF Appealing to 
the Enterprise Audience

Behind the Design



SYNOPSIS
As Active PDF pushes the envelope on PDF solutions, they sought 

DT’s help to reimagine their brand: logo, typography, and visual 

style. More importantly, they wanted to appeal to a broader 

audience, with an emphasis on enterprise IT decision makers. 

With customers likes Mazda and the Secretary of Defense, 

ActivePDF needed a user experience that would appeal even to 

the busiest SaaS buyer. Their new site uses color psychology, 

carefully crafted copy, and animation to keep site visitors 

engaged and immerse them in details about their product suite.

IMPROVEMENTS & RESULTS

- Simplified site architecture

- Improved content strategy and keyword targeting

- Modern aesthetic and experience

- Interactive product finder
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Design Strategy + 
Willingness to Evolve
Some of the most effective web design projects not only include top-

notch designers, programmers and developers, but a client who is 

willing to evolve their brand and make some big changes. It’s that 

willingness to trust that allows meaningful design to come to life.

ActivePDF—an Orange County, California-based company—provides PDF 

solutions, all in one place, from converting PDFs to other formats, to PDF 

encryption, and lots more, and they came to Digital Telepathy (DT) with 

big web goals and a willingness to trust and collaborate with us. Their main 

challenge was how to make their helpful, but sometimes complex, PDF 

solutions more digestible to everyone that could possibly purchase these 

products through the vehicle of web design. From the way the dots on 

their i’s look, to the way the content flows on their web pages, we worked 

together to clearly articulate objectives—and then ActivePDF trusted 

our recommendations on how to execute. It was a beautiful thing.

[Above] Nate
Sonnenberg (right)
played the part of
account strategist,
while Orville Esoy
(left) starred as the
lead designer.They 
worked closely 
together to bring 
ActivePDF’s 
objectives to life.
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Step One: 
Foundational Brand Elements
During the Research phase of our Objective-Based Design process, Orville 

learned that ActivePDF’s vision was to be irreverent, lively and vibrant. 

Meaning: ActivePDF wanted a visual identity facelift, of sorts, site-wide. 

But we also learned that their new business goal—which was to appeal to 

a new enterprise-level audience—would require a content strategy shift. 

Before we started our contract, we were honest with our stakeholders. 

We asked them to hire a consultant to re-establish their content strategy 
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[Above] The logo 
infused the paper- 
based ethos that 
ActivePDF represents. 
If you notice, the new 
logo is comprised 
of paper folded into 
a triad of sorts.

and update their copy and messaging. We wanted to make their business 

goal a reality, and without having this important piece of the puzzle—i.e. 

good content—we didn’t want to start designing until that was set. 

Part of our process of setting up our clients for success is to work through their 

overarching objectives by doing research together to validate it. During this 

phase, we all agreed ActivePDF needed to spend some time working on copy to 

reflect their new goals and once they did that, we would be able to dive into their 

new site’s design. After a few months, ActivePDF came back, and had a deep well 

of new content for us to work with. We then created a new logo—agreed on color 

palettes and typography —and we were ready to begin the “real” design work!
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Step Two: 

The ‘Choose Your Own 
Adventure’ Concept Is Born
The challenge for ActivePDF is that they have these really great tools that 

people are purchasing, but as they grow, they’re finding that bundled services 

are preferred for C-Levels looking to satisfy more use-cases with fewer line-

itemed expenditures. As they desired to reach their Enterprise audience, this 

presented a unique communication solution—we wanted to help ActivePDF 

[Above] ActivePDF’s
new IA was driven
by a top-down
approach. C-Levels
would be guided
towards digestible
information at the
top of the page, while
developers would
continue downward.
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solve this. But in order to create solutions, we had to uncover the friction—what 

was hindering the C-Levels from having a great user experience on their site?

With branding and content strategy complete, the scope of ActivePDF’s 

goal had become abundantly clear. They desired to transform their website 

from a developer-leaning experience  into a “choose your own adventure” 

user experience that caters not only to coders, but C-Level executives, 

IT managers, and other business folks. We like to call this the “Pivot to 

enterprise” effect. As we noted, ActivePDF came back to us with great 

content for their new users and by leveraging a personalized ‘persona’ 

model, we were able to work with ActivePDF’s team to solve for this. We 

worked together to create an IA that drives the C-Levels through a more 

browse-based experience and the developers to the code-based content.

This is an integral facet to understanding your audience and finding friction. 

Using a persona exercise to help identify a customized IA, we learned more about 

whom the company wanted to talk to and how those particular people filtered 

information. If you don’t know your customers, you’re really just designing a 

site that works for you—not them. So identifying these personas and creating a 

user journey specifically for each of them is important for the success of the site.

 Adding in new imagery was also key to gearing their new content to that 

non-developer persona. Adding real photos of real people to the new 

design helped make a more meaningful experience for everyone—it’s about 

connecting. And it’s easier to do that when you have that human element.
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Step Three: 
Designing a Product Finder
After we discovered the friction, fully realizing the types of personas and 

what they need to navigate the site successfully, we were ready to implement 

some of our ideas. One of the coolest wins in creating this choose your 

own adventure site, was the addition of the ActivePDF Product Finder.

We designed a Product Finder that is tasked-based and leads the user to 

the product they need—truly simplifying the process and guiding all the 

different personas towards relevant calls to action. What’s even cooler, 
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is that ActivePDF’s CEO, Tim Sullivan, wrote the logic 

behind the algorithm to get the user from the Finder to 

the Right Product. Talk about close collaboration!

We realized that custom illustrations could help the Average 

Joe understand their products by representing them 

metaphorically. We knew if we created these illustrations, 

they would have a great impact because imagery can 

convey complex ideas more easily. Pairing illustrations and 

text was a great way to help people of differing technical 

aptitudes gain a shared understanding of ActivePDF.

Working in tandem with John Botica, a longtime DT 

developer, Orville headed down the rabbit hole and used 

a mish-mash of in-house sketches and a little inspiration 

from Dribbble.com while John animated these illustrations 

using CSS3 and SVGs, turning them into expressive 

brand assets that truly enhanced the web design.

We showed the CEO our idea, he loved it, and then 
he went home and wrote the algorithms that we 
used to realize this feature. 
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One Last Thing…
ActivePDF understood that the key to reaching their objectives lied in a holistic 

revamp of their brand, their content and their entire user experience. They were 

ready to evolve, and willing to put themselves in their prospective customers’ 

shoes. We worked seamlessly to cooperate and build this trust with them—and 

it paid off. As they launch their new website to support their shift towards a 

more bundle-based offering and Enterprise-level audience, it’s clear to us that 

the persona-driven experience was the perfect complement to their goals. 
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Finding Great Design 
Talent is Hard

Our process is designed to make working with us easy 

and effective. You won’t find change orders here. Our 

design subscription eliminates the red tape so you 

can focus more on results and less on paperwork.

Get in Touch:

sales@digital-telepathy.com


