
An inspirational lookbook of real campaigns

Where IT goes to work.



Your recipe  
for success 
 
Get inspired. Get noticed.  
Get your content consumed. 
Winning over tech buyers starts with the right 
ingredients. Fortunately, Spiceworks has some 
master chefs in the creative kitchen standing 
by to whip up a five-star marketing meal. 

From making announcements and addressing 
pain points to being real, fun, and relevant with 
your buyers — we’ve got just the right dish to 
suit any palate.  

Our Spicy Marketing Menu serves up real 
ads, emails, and digital content that tech 
marketers have run in Spiceworks. IT  
buyers devoured these campaigns, all  
of which helped drum up awareness, 
boost sales, expand reach, and more! 
 



MENU

An inspirational lookbook of real campaigns running in Spiceworks.

1 st Course 
Spread the News..................04 
Today’s special deals are... 
 
4th Course

Have Fun...............................15 
Icing on the marketing cake.

2nd Course 
Save the Day..................07
Bitter pain points be gone. 
 
5th Course

Be Relevant....................19 
Topical is tasty.

3rd Course 
Be Human..................11 
No artificial ingredients. 

CAUTION 
Consuming uninspired content may increase your buyers’ risk of marketing-induced boredom. 



1st COURSE
SPREAD THE NEWS

You’ve just plated a dish. Now it’s time  
to reveal your masterpiece to the masses. 
Presentation is never more key than when 
making your big announcement.
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MAAS360  | Goals: Increase awareness  |  Boost sales/market share                                                    

Marketing Ingredients: 
Landing Page 
Ads

Presentation is everything. 
Share your news with a story 
to pull IT buyers into the world 
of your campaign.



6     First Course  /  Spread the News 

Marketing Ingredients: 
Vendor Page 
Ads

Announcing your arrival? 
From joining the Spiceworks 
Community to having a  
booth at a big tech event,  
a touch of spice can  
elevate your message.

SEAGATE  | Goal: Drive social engagement                                                  



2nd COURSE
SAVE the day

Let your message be the comfort food  
your audience needs to rest easy. Grab  
their attention by pegging their pain  
points — and show how you can help  
them overcome their fears.



8    Second Course  /  Save the Day

Marketing Ingredient: 
Video (Watch)

Every IT pro worries about server  
room mishaps. A perfectly prepped  
video can show how to avoid them.  
This video was also chopped up into  
bite-sized snippets for ads that drove  
to a contest.



LENOVO  | Goals: Increase awareness  |  Generate demand  |  Drive social engagement                                           

http://community.spiceworks.com/topic/992806-learn-about-lenovo-enterprise-servers-enter-to-win-some-yoga-devices
http://community.spiceworks.com/topic/992806-learn-about-lenovo-enterprise-servers-enter-to-win-some-yoga-devices
http://community.spiceworks.com/topic/992806-learn-about-lenovo-enterprise-servers-enter-to-win-some-yoga-devices
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Marketing Ingredients: 
eBook 
Email

From end user troubles to zombie  
attacks, IT buyers love sinking their  
teeth into a horror story — especially  
one like this that’s relatable to anyone, 
even those not in IT.

MITEL  | Goals: Increase awareness  |  Generate demand



10   Second Course  /  Save the Day

Marketing Ingredient: 
Ads

Arrange a multi-course feast of a campaign  
by pairing a series of ads with videos or 
other custom content — like this promotion, 
which included landing pages for each of  
the seven “sins” matched with a solution.

SOPHOS  | Goals: Increase awareness  |  Expand reach



3rd COURSE
BE HUMAN

Mechanical marketing leads to a synthetic 
meal. Be original. Speak conversationally. 
Connect with your audience. And let your  
real flavor shine.



12     Third Course  /  Be Human

Marketing Ingredients: 
Landing Page 
Email 
Ads

Cook up a campaign that champions 
your buyers, like this contest around 
recognizing the unsung heroes of the  
IT department.

BROTHER  | Goals: Generate demand  |  Drive social engagement



Third Course  /  Be Human     13

Marketing Ingredient: 
Video (Watch)

Use emotional storytelling to put  
the focus on the people behind  
the solution. A real-life IT pro at a 
remote school and an impactful  
shot of students piecing together  
the client’s logo served as the  
heart of this video.



HP  | Goals: Expand reach  |  Increase awareness

http://community.spiceworks.com/topic/1058332-hp-care-packs-and-richgrove-public-school-district
http://community.spiceworks.com/topic/1058332-hp-care-packs-and-richgrove-public-school-district
http://community.spiceworks.com/topic/1058332-hp-care-packs-and-richgrove-public-school-district


14     Third Course  /  Be Human

Marketing Ingredient: 
Ads

Remind your buyers they’re in an elite 
club of tech connoisseurs with a bit 
of velvet rope marketing. An exclusive 
experience can mean people lining  
up to see what you’re offering.

PLURALSIGHT  | Goals: Increase awareness  |  Generate demand



4th COURSE
HAVE FUN

Spray cheese and caviar? Why not!  
Ditch the clichés and corporate speak  
and create a new experience… that  
doesn’t leave a bitter taste in your  
buyer’s mouth.



16     Fourth Course  /  Have Fun 

Marketing Ingredient: 
eBook

Send that bland campaign back to  
the kitchen! When it comes to longer  
or data-heavy content an easy-on- 
the-eyes eBook with a playful 
presentation can make your  
message more appealing. 

AEROHIVE  | Goals: Increase awareness  |  Generate demand
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Marketing Ingredient: 
Webinar

Don’t panic! Even dense technical  
topics can be kicked up a notch with  
a playful approach throughout, like this 
hyperconvergence webinar inspired by  
“The Hitchhiker’s Guide to the Galaxy.”

SCALE  | Goal: Generate demand



18      Fourth Course  /  Have Fun 

High-performance – Extended performance and 
enhanced reliability technology (XPERT) features 
help ensure data integrity, extend drive life, and 
optimize performance

Support for high-write IOPS – Up to 3x write 
performance of comparable SSDs and up to 
63,000/35,000 IOPS

Lower TCO – Optimized write endurance of up to 
three drive fills per day for five years

World-class support – Proven Micron quality and 
reliability that can only be offered by a truly 
vertically integrated SSD supplier

Micron M500DC Enterprise 
SATA SSD: The Logical Choice
The M500DC enterprise SATA SSD is designed to meet 
the 24/7 demands of the data center.

Do you run SATA 
hard drives?

Have a SATA interface for 
high-performance access to storage

Offer 1,000x higher 
performance than HDDs

Do your apps 
often write data 
to be stored?

Support high write 
transaction rates, or Write 

IOPS

Are designed for 
optimized write 

endurance

Provide fast storage 
response

If so, be sure to choose enterprise-class SSDs that:

If you use applications such as OLTP, virtual 
desktop apps or big data analytics, you should look 

for enterprise-class SSDs that:

Is budget a key 
consideration?

Invest in more flash capacity Choose those with higher endurance, 
or terabyte writes (TBW)

To get the most price/performance out of your SSDs:

How critical is 
SSD reliability?

Consistent performance. Lifecycle. Support levels. 
These are just a few factors to consider when 
choosing the right enterprise-grade SSDs for your 
organization. This infographic provides guidance 
through a series of questions designed to help you 
choose the best SSD to support your most 
demanding apps.

H O W  T O  S E L E C T  A N

Makes its own flash 
components

Performs rigorous product 
testing

Provides strong support)

For SSDs you can count on, look for an SSD vendor that:

Learn More Now›

Marketing Ingredients: 
Infographic 
Ads

It doesn’t take a scientist to see how a 
clever campaign with a playful character 
like this can have IT buyers coming back 
for seconds. The client even went on to 
have dolls made of their new mascot.

MICRON  | Goals: Increase awareness  |  Boost sales/market share  |  Expand reach



5th COURSE
BE RELEVANT

In the kitchen or in your campaign, timing is 
everything. Whether it's the season to be jolly 
or a popular TV show's season premiere, serve 
up your creation at just the right time.



20     Fifth Course  /  Be Relevant

Marketing Ingredient: 
Ads

Get favorable reviews from IT  
pros with a playful or made-up  
special occasion or holiday, like  
this sweet seasonal mash-up  
with a subtle backup-related pun  
around covering everything.

UNITRENDS  | Goal: Increase awareness
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July 14, 2015 brings the end of an era… the era of Microsoft Windows Server 2003 support, that is. 
A recent Spiceworks survey of US IT pros reports that while not everyone has jumped on the 
migration bandwagon, most plan to do so before EOS. 

This infographic will explore where IT pros are in the migration process, barriers they’re up against, 
and ways to take the pain out of migration – because the rewards of upgrading are well worth it.

According to Spiceworks aggregated network data, two-thirds of 
the companies in Spiceworks are still running WinServer 2003.

But according to our Spiceworks survey, 92% of IT pros 
surveyed are partially migrated or have plans to migrate:

…And almost 60% plan to make the move before the end-of-support date.

MAKING THE MOVE

MIGRATION DETAILS

SERVER UPGRADES: 
WHY YOU SHOULD GO FOR IT

8%
No plans 
to migrate

39%
Planning 
to migrate

52%
Purchasing standalone 

server software

48%
Purchasing new hardware 
with server software

53%
Partially migrated

Primary migration drivers:

80%

Preparing for end of support

79%

45%

Improved performance

41%

Security standards/
requirements

40%

Hardware upgrade

Migrating to an advanced OS can offer more in terms of:

Why should you upgrade your server along with your OS?

Primary fears around running an unsupported server OS:

However, not all IT pros are planning to migrate 
ALL their servers from WinServer 2003.

Top barriers to full migration include: 

40% 35%

ReliabilityCompliance risks
Security risks

Who’s upgrading only server software versus springing for new 
hardware AND software? According to the survey, it’s 
pretty close…

Since almost 80% of IT pros surveyed are managing or planning to 
manage the migration in-house, it’s no wonder more than half are 
concerned about the time involved.

Almost half of surveyed IT pros are taking WinServer 2003 EOS as an opportunity to refresh their 
servers along with their OSes. Good thing, since Spiceworks aggregated network data shows 
almost all physical servers running WinServer 2003 are more than 3 years old!

• Many old servers won’t meet the minimum requirements for a new 
server OS

• New servers can take full advantage of advanced technologies 
offered by a new server OS

• Migrating is the perfect opportunity to set up virtual environments – 
or extend existing ones

72% of IT pros migrating or planning to migrate are 
moving to Windows Server 2012 R2

52%

Lack of time

52% 33%

Software/app 
compatibility

Budget constraints

Virtualization Server management Uptime

4-5 years old

6-8 years old

>8 years old

10%

40%

49%

GrEeTInGs FrOm W S 2012! TigerDirect Can Help You Achieve These Bene�ts – 
Without the Headache
TigerDirect Server Xpress provides pre-con�gured server 
solutions delivered quickly and affordably.

Learn More Now

Sources:
Spiceworks survey of 150 IT pros in the US conducted on behalf of Systemax/TigerDirect, September 2014
Spiceworks network data report conducted on behalf of Systemax/TigerDirect, February 2015
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Marketing Ingredient: 
Infographic

Whether it’s timed with an OS end  
of life or a new solution about to  
be served, make your campaign  
more appetizing by rolling it out  
at just the right time.

TIGERDIRECT  | Goal: Increase awareness 



22    Fifth Course  /  Be Relevant

Marketing Ingredients: 
Landing Page 
Email

Treat your IT buyers by drawing 
inspiration from pop culture they  
love, like this card-based concoction 
playing off the hit game Cards  
Against Humanity.

VARONIS  | Goal: Generate demand



Who is Spiceworks?

Launched in 2006, we’re shaking up the tech 
space and transforming how hardware, soft-
ware, and IT services are marketed and sold 
to millions of IT professionals around  
the world. 

Thousands of tech brands (including  
Microsoft, Dell, and HP) use Spiceworks  
to reach these IT pros. And vendors love 
the unique ways we help them connect 
with this elusive market.

“The future of media.” —Forbes


