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SYNOPSIS
Pivotal was founded in April 2013 and is a venture 

that combines tech giants like EMC, VMWare, GE, and 

Pivotal Labs. Their work lives at the nexus of cloud 

computing, big data, and agile development practices. 

On-site workshops, extensive interviews, and innovative 

design practices proved effective at helping to break down 

barriers between divisions, and unifying their corporate 

story. Digital Telepathy redefined their visual identify and 

architected a site that communicates Pivotal’s diverse set 

of products and services in one, cohesive experience. 

IMPROVEMENTS & RESULTS

- Greater understanding of buyer personas

- Improved site architecture

- Illustrations and marketecture diagrams

- Digital brand style guide
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Introduction
Like all great tales, we’d like to start at the beginning. Once upon a time is kind of 

the best lead-in, right? Our very first encounter with Pivotal was way back in 2011. 

We had just finished helping Eric Ries create theleanstartup.com and we were 

presenting the first Lean Startup track at SXSW. Back then, they were Pivotal Labs. 

Over the years, we spent a lot of time together at conferences and at 

each other’s respective offices. We both worked with startups so we 

had a lot in common. As the friendship grew stronger, we learned 

Pivotal’s approach for agile development services and shared our lean 
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UX principles with them—the friendship unfolded organically. 

Since its inception, Pivotal Labs had established itself as a leader in software 

development, even teaching Google Development Teams how to be agile. 

They were also known for: “creat[ing] a layer of software that will serve as a 

development platform that will reside above conventional operating systems, 

like Linux or Windows,” explained Paul Maritz, current CEO of Pivotal, in an 

interview with the Wall Street Journal. This is known as PaaS, or Platform 

as a Service and represents the cloud computing side of their business. 

During its decades long history, Pivotal Labs has developed recognizable 

products for many well-known brands from BMW, Twitter and 

Southwest Airlines, to Philips, Groupon, Humana, several global banks 

and even Hulu. The list is endless. They’re the Real McCoy.

In April 2013, tech history was made when GE provided a $105 million 

investment to help fund a joint venture between EMC-Pivotal Labs-VMware. 

Plus, “GE has pledged to invest $1 billion in software for what it calls the 

industrial Internet,” all with the help of the company now known as  Pivotal. 

Who’s EMC? If you didn’t know, EMC is a globally recognized leader in big data 

storage. EMC “has a long history of buying startups, finding ways for them to 

collaborate, and conducting spin-offs, as necessary, to adjust for potential conflicts 

with customers or partners.” They also purchased VMware, but then “spun it off as 

an independently managed public company; that way, VMware has an easier time 

working with EMC competitors and vice versa.” Sound familiar? It’s the same process 

EMC used with Pivotal Labs, too. The convergence of  these services represents  

Digital Transformation, the ethos that will guide Pivotal for years to come. 

Flash forward to 2014 when Pivotal’s new VP of Marketing, Michelle Kerr, 

reached out to DT and asked us to help Pivotal  establish a  visual identity to 

support the  next chapter in their history. A chapter we’re excited to be a part of.

We’ll discuss how we worked together to accomplish the unification of these 

three tech behemoths—what at first seemed an impossible task. DT’s project 

team brought three decades of expertise to the project and worked in concert 

to create Pivotal magic—but we also occasionally pulled in our Director of 

Services, David Nguyen, and  Jamie Hamel-Smith, a Senior Web Developer, 

too, for added expertise. Our aim is always to provide tremendous value to 

our clients, and, in Pivotal’s case, this meant having a solid understanding of 
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complex topics, such as, containerization, platform as a service and data science. 

DT’s Cast of Characters

Pivotal’s Cast of Characters

Brent Summers 

Senior Strategist

Dan Trenkner 

Art Director

MK Cook 

Lead Designer

Samantha Anderson 

Content Strategist

Michelle Kerr 

Vice President of  
Corporate Marketing

Michael Weir 

Senior Director of 
Corporate Marketing

Lauren Volpi 

Director of  
Digital Marketing
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Establishing a Unified Identity

What we soon discovered—which wasn’t really all that surprising—is that 

working with a company formed from three well-established brands would 

be a unique challenge. Pivotal has three distinct sides of their business 

each with their own leadership and marketing strategies. We knew it 

would be essential to establish strong relationships with our primary 

stakeholders in corporate marketing and the department heads in order 

to perforate the natural barriers that exist in larger organizations. 

Uncovering the Friction Through Research

As with all of our engagements, we began the design process by getting to 

know the landscape. We interviewed six Pivotal executives, including Scott 

Yara, their President, and Richard Snee, their CMO,  as well as a large portion 

of their sales team. And we consumed many hours of video content from 

conferences that showcased some of the thought leaders that Pivotal has 

on staff. Stakeholder interviews helped us understand each person’s unique 

perspective and identify common ground within their teams that would allow 

us to create an identity for Pivotal that would be appealing to all of them.

By delicately sorting through the politics that come along with any merger, 

we found several consistent points and a few sources of friction. Pivotal is 
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young. Even though Pivotal Labs has 

rich lineage as an entity, Pivotal was 

just 18-months-old when we began 

working them. They had not yet 

developed their own mature identity. 

That was our objective: create a 

visual identity that everyone in the 

company could stand behind. Pivotal’s 

ethos, Digital Transformation—which 

literally means the melding of cloud, 

big data, and agile development 

practices to revolutionize businesses—

inspired us as well, so we used that 

to guide our early design progress 

in how to successfully design an 

experience that was worthy of the Pivotal name. 

As we moved forward through our research, we created moodboards (shown 

on the next page) to explore of a variety of styles and suss out the correct 

aesthetic. During our moodboarding process, we evaluated typography, use 

of color, photography and illustration styles. Photography and illustrations 

were hard to nail down this early on in the process, so we decided to tackle 

those decisions later on once we had a bit more established using the desired 

typographical style, color palette and overall essence as our anchor points. 

The moodboarding process created alignment between our two teams 

and provided a solid direction for moving forward with design strategy.

Stakeholder interviews helped us understand each person’s unique perspective 
and identify common ground within their team that would allow us to create 
an identity for Pivotal that would be appealing to all of them.
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[Top] For Pivotal we knew that visual 
assets were going to be hard to come 
by, so we stressed the importance of 
using color as a design element.
 
[Left] To support the modern tech 
typography identity, we recommended the 
following supporting typefaces—Roboto 
and Proxima Nova. These high-quality 
web fonts  achieve the desired visual 
identity and provide many weights to 
support their complex content hierarchy.
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Creating User Empathy 
Amongst Stakeholders
Before we could confidently create an information architecture, we first needed 

to understand the type of customer Pivotal wanted to attract. We believe 

that successful UX hinges upon having a clear understanding of your users, 

including their needs and goals. Persona development is a standard part of 

our design process, and our lean approach to this crucial deliverable always 

includes direct involvement from a cross-functional client team. We went on-

site to Pivotal to conduct a collaborative proto-persona exercise to help our 
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[Above] 
Communicating the 
benefits and features 
of technical products 
is always a challenge. 
To meet the needs 
of Pivotal’s diverse 
audience, the top 
of the page uses 
words anyone can 
understand and gets 
increasingly more 
complex further 
down the page.

stakeholders (and us) empathize with 

their buyers. We also came out of this 

exercise with a better understanding 

of the Pivotal sales process. 

How Personas Influenced 

Our Design Decisions

We uncovered five user personas 

with varying degrees of technical 

aptitude. Using a top-down approach 

for the content architecture with a 

page, we kept the high-level, easy-to-

digest content at the top of each page. 

For instance, to appeal to the non-

technical personas—the “Melissas,” in 

their target audience—we needed to 

communicate the benefits of their 

products and services in plain English. 

As we moved to designing Pivotal’s 

product pages, we flowed from basic 

benefits to more technical features, with 

the most technical developer-centric 

content at the bottom of the page to 

appeal to the “Paresh” personas. 

We also noticed some similarities 

between “Frank” and “Victor,” the more senior targets. Both personas are 

interested in results and are on the road, a lot. They require portable information 

in order to make decisions. To solve for this, we made Pivotal’s case studies and 

product information downloadable, so that no matter if they were traveling in 

the friendly skies or commuting in a crowded subway with no access to the web, 

these busy executives could review documents saved to their favorite device.

As is so often the case with large-scale redesign projects, Pivotal wanted to 

completely rewrite their content. To facilitate the content creation process, we 

designed “content structures” that included placeholders for different layouts 

and combinations of copy elements. This enabled the Product Marketing 
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teams at Pivotal to write copy in web-

friendly formats while simultaneously 

allowing us to keep moving forward 

with placeholder copy that would 

eventually be replaced by plain English 

in similar lengths and structure.

While the Pivotal Product Marketing 

teams worked on their content, DT 

sought opportunities to keep moving 

the project forward. Dan and MK 

found some low-hanging fruit first: 

Press releases. Since old press releases 

wouldn’t be updated, they were able 

to gain some initial momentum. We 

wanted to make readability a key 

focus on the new design, and press 

releases are now crisper, clearer and 

more easily digestible than in the 

previous version of Pivotal’s site.

Case studies seemed like another “easy win.” How foolish of us. Soon after 

diving into the depths of Pivotal’s portfolio, we realized there were hundreds 

of case studies. In addition, there was a seemingly equal amount of varying 

opinions about which case studies should be featured. We decided to 

create some hierarchy and deemed customers who use Pivotal’s trifecta of 

services worthy of a Customer Spotlight. This strategy brought Philips, Core 

Logic, Indian Railways, and a few other select organizations, to the top. 

We wanted to make readability a key focus on the new design, and 
press releases are now crisper, clearer and more easily digestible.
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Of course, we couldn’t ignore the rest of the awesome case studies. 

Just below the Spotlights is a series of dropdown filters that allow 

site visitors to refine the huge library of remaining case studies. This 

UI enables potential customers to easily find companies in a similar 

industry or using a specific product. The goal is to help potential 

clients see that Pivotal has worked with companies just like them. 

No matter if you’re a “Victor” or “Frank,” “Melissa” or “Paresh,” the 

architecture divulges the necessary details. Some people may just 

look at the impressive roster of past clients, while others, like 

Paresh, may select a specific case study and dive deep.
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Creating Visual Glue
After establishing visual glue with content structure, typeface and 

colors, we moved into illustrations. Complex concepts can oftentimes 

be communicated more effectively with a carefully crafted icon. So, we 

designed a comprehensive icon pack that Pivotal can use across their suite of 

products on their site, in pitch decks, and anywhere else that makes sense. 

Secondly, to create consistency for Pivotal, we supplied them with a 

Style Guide to establish and codify all these new elements. Now, all 

the aesthetic rules and final decisions are in one place. Plus, the Style 

Guide shows the rationale for the design choices.  From quote style, to 

typeface and button parameters, to how to treat photos—it’s all there.
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Pairing with Pivots
After most of the really hard work of forming a visual identity had 

come to a head, per our recommendation, Pivotal decided that they 

would fold the Pivotal Labs site into their new corporate site.

Brent, Dan, and Sam headed back to downtown San Francisco for 

another round of in-depth interviews with 12 Pivots (that’s what the 

talented folks who work in Labs are called) who helped us understand 

their hallowed “two heads are better than one” philosophy. 

We love the colorful palette choice, and the breezier feel that comes 

from the whitespace around images and copy. As the most progressive 

division of the newly formed company, the Pivotal Labs section reflects 

a more punchy, fun aesthetic that is coupled with a very intentional 

narrative. This leaves a window open for the other divisions to evolve into 

the more friendly (less corporate) style that the Labs section evokes. 

Everyone here at DT and especially the Pivotal team were pleased with the 

rich, raw photo style that emerged. These images are all treated to create 

a cohesive feeling and the lifestyle images help soften the site’s technical 

content and remind visitors that software can elevate the human experience. 

15WWW.DTELEPATHY.COM





The Big Picture
We think it’s important at this point to show you how all these design decisions 

came together to create an awesome experience. Once you view the site, you can 

truly appreciate the fluidity of the style, the consistency of the color palette and 

the visual cohesion that the combination of style, color and typeface provides.
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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


