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The  “Bus iness  Resul ts ”  6 -page  booklet ,  as  cons idered  as  a  t rad i t iona l

backgrounder ,  i s  miss ing  a  few  th ings  that  are  requi red  fo r  a

backgrounder  but  does  seem  in tended  fo r  the  same  use :  to  in form

cl ients  of  the  bus iness ’s  his tor ica l  in format ion .  Backgrounders  are

wr i t ten  to  in form  publ ics  on  the  company ’s  miss ion  f rom  an  object i ve

standpoint  and  th i s  i s  to  not  di rect ly  persuade  anyone  but  to  prove ,

throughout  the  l i fe t ime  of  the  company ,  that  the  miss ion  has  been

the  most  success fu l  goal .  From  the  t i t le  of  th i s  backgrounder ,  the  a im

would  be  to  show  that  PA  Consul t ing  has  an  incred ib ly  s t rong  in terest

in  the  resu l t s  that  i t  wi l l  and  has  accompl i shed ,  which  para l le l s  the

miss ion  s tatement  with in  the  backgrounder .  The  goal ,  on  the  other

hand ,  that  notes  “documented ”  resu l t s ,  could  have  more  proof .

To  add  more  his tor ica l  context ,  in format ion ,  and  documented  proof  to

the  “Bus iness  Resul ts ”  booklet ,  i t  would  be  very  benef ic ia l  to  expand

on  the  or ig in  and  l i fe  of  the  company .  For  ins tance ,  the  “Who  We  Are ”

sect ion  reads  “bottom - l ine  resu l t s  …  fo r  over  20  years ”  and  th i s  in  i t se l f

could  potent ia l l y  be  an  ent i re  page .  Showing  proof  and  resu l t s  that

can  s tand  the  tes t  of  t ime  i s  both  object i ve  and  persuas ive  in  i t s  own

r ight .  In  addi t ion  to  th i s ,  long -s tanding  re lat ionsh ips  with  success fu l

c l ients  can  show  both  resu l t s  and  honest  commitment .  Fame  and

recogni t ion  are  not  necessary  fo r  th i s ,  as  an  example ,  L i sa  Jantz ’s

test imonia l  could  be  improved  with  how  long  the  re lat ionsh ip  has

las ted  and  s tat i s t ica l  data  fo r  the  “dramat ic  impact ”  on  her  company .   

There  are  a lso  a  few  fo rmatt ing  i s sues  with  the  “Bus iness  Resul ts ”

booklet :  On  page  4  (out  of  6 ) ,  the  page  i s  pr imar i l y  empty  space  with  a

lower  th i rd  that  reads  “a  disabled  veteran  owned  bus iness ,  your

operat iona l  success  i s  our  pr imary  goal , ”  with  an  emai l  address  and

indicat ion  that  PA  Consul t ing  works  with  bus inesses  very  care fu l l y .

This  page  could  take  up  the  ent i re  space  given  with  addi t ions  as  to

why  the  goal  i s  so  important .  L ikewise ,  a  face  to  the  name  can  never

hurt ,  as  a  backgrounder  can  a lso  be  seen  as  a  fo rmal  in t roduct ion

f rom  one  company  to  another .  The  other  fo rmatt ing  i s sue  i s  on  page  5 ,

where  the  graphic ’s  text  i s  too  smal l  to  read .  The  graphic  could  be

s impl i f ied ,  but  could  a lso  be  given  i t s  own  page  ent i t led  “Cul ture  of

Cont inuous  Improvement ”  with  examples  and  s tat i s t ics  on  how  th i s

has  worked  in  the  past .

S E C T I O N  I :  C O M M U N I C A T I O N S  A U D I T  –  B A C K G R O U N D E R

B a c k g r o u n d e r :

F A L L  2 0 2 0

" B U S I N E S S  R E S U L T S "
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Because  the  copy  does  not  have  a  c lear  ca l l - to -act ion

and  the  photo  i s  not  s t ra ight forward  as  to  what  the  ad

is  fo r ,  th i s  adver t  may  be  depending  too  much  on  the

descr ipt ion  when  posted  to  soc ia l  media .  And  then

would  not  have  enough  in format ion  when  posted  as  a

t rad i t iona l  ad .  Being  an  adver t  fo r  a  course ,  “Course  by

Patr ick  Adams ”  could  be  the  l a rgest  text  on  the  image .  

“ P R O B L E M  S O L V I N G ”

S E C T I O N  I :  C O M M U N I C A T I O N S  A U D I T  –  A D V E R T I S E M E N T S

In  th i s  “Conf l ic t  Reso lut ion ”  ad ,  sca led  down  to  an

average  adver t i sement  s ize  (which  would  be  roughly

double  the  s ize  than  shown  here ) ,  i t  can  be  seen  that

the  copy  i s  too  smal l  and  the  font  on  the  bottom  i s  too

th in .  To  be  posted  onto  soc ia l  media ,  however ,  the

copy  i s  dis t inct .  Al l  of  th i s  as ide ,  the  message  of  PA

Consul tant ’s  workshop  i s  c lear .  Luck i l y ,  conf l ic t  

F A L L  2 0 2 0

“ C O N F L I C T S  R E S O L U T I O N ”

A d v e r t i s e m e n t s :

This  adver t  shares  a  few  of  the  i s sues  with  the  others

above .  The  font  i s  very  smal l ,  the  webs i te  i s  in  a  th in

font ,  and  there  i s  no  ca l l - to -act ion .  Being  posted  to

soc ia l  media ,  as  a  photo ,  th i s  adver t i sement  s t i l l  has

too  much  copy  to  read .  Quotes  can  be  meaningfu l  but

people  do  not  genera l l y  read  more  than  f i ve  l ines ,  (on

ads ,  12  words ) .  This  prose  could  be  in  the  descr ipt ion  

“ L E A N  S U M M I T ”

reso lut ion  i s  not  something  that  needs  much  explanat ion .  The  ca l l - to -

act ion  at  the  bottom  i s  the  smal les t  feature  of  the  adver t  but  with

soc ia l  media  posts ,  th i s  can  be  highl ighted  with  text  above  the  photo .

In  addi t ion  to  the  webs i te ,  i t  should  a lso  be  easy  to  unders tand

whether  the  course  i s  l i ve  or  ava i lab le  to  buy .  Adding  the  company

name  next  to  “Course  by  Patr ick  Adams ”  would  add  to  the  uniqueness

of  th i s  course  as  i t  i s  being  l ed  by  the  founder  of  the  company .

of  a  soc ia l  media  post  with  the  ad  reading  “save  the  date ”  with  the  PA

logo  bes ide  i t ;  keeping  the  t i t le ,  data ,  and  photo  where  they  are ,  and

th is  would  convey  the  same  message  but  with  a  dis t inct  ca l l - to -act ion .
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Patr ick  Adam ’s  speech  in  th i s  episode  i s  very  br i l l i ant ,  KISS  i s  a  s tap le  to

a  thr i v ing  bus iness .  The  in t roduct ion  to  the  speech  out l ines  the  episode

very  wel l .  With  mult ip le  examples  and  the  use  of  mult imedia  (Al ice  in

Wonder land ) ,  Adam  paints  the  picture  of  why  KISS  and  hav ing  goals  can

be  so  important  very  c lear ly .  Podcasts  do  of fe r  an  opportuni ty  to  edi t -out

uhms  and  ahhs ,  to  hi re  an  edi tor  that  can  remove  these  would  improve

the  qual i ty  of  the  speech  a long  with  the  podcast ’s  speed .  What  i s  nice

about  non - l i ve  speeches  i s  that  edi t ing  can  make  one  sound  incred ib ly

conf ident  in  what  they  are  say ing .  The  outro  to  the  podcast  could  be

quieter  but  the  copy  i s  pleasant  and  personal .

are  to  make  everyth ing  l a rger ,  or  to  imagine  creat ing  an

iPhone  app  i con  ( thumbnai l )  ra ther  than  an  a lbum

cover .  The  example  i cons  shown  here  are  of  top

podcasts  on  Spot i f y  –  even  shrunken  down  to  a  smal l

s i ze ,  there  are  s t i l l  a  number  that  are  l eg ib le  and  others

that  are  s t i l l  dec ipherable  due  to  the i r  shapes  and

colors .

The  descr ipt ion  of  the  podcast  s tar t s  as :  “This  podcast

wi l l  of fe r  bus iness  so lut ions  to  help  l i s teners  deve lop  [ … ]

”  and  whi le  the  descr ipt ion  car r ies  a l l  of  the  necessary

in format ion ,  i t  could  use  some  modern izat ion .  Podcast

descr ipt ions  of fe r  an  opportuni ty  to  express  personal i ty

whi le  s t i l l  persuading  in terest  to  l i s ten  to  the  potent ia l

l i s tener ;  rea l l y ,  personal i ty  i s  something  that  a lso  needs

to  be  so ld  when  promot ing  a  podcast  or  ta lk  show  as

that  can  be  a  dec id ing  factor .

S E C T I O N  I :  C O M M U N I C A T I O N S  A U D I T  –  S P E E C H

For  the  speech  sect ion ,  “The  Lean  Solut ions  Podcast ”

wi l l  be  used ,  as  i t  has  the  same  organizat iona l

object ion  as  PA  Consul t ing  in  the  spoken  fo rm .

The  image  used  on  s t reaming  serv ices  (such  as

Spot i f y  and  Apple  Podcasts )  could  be  touched  up

with  the  s iz ing  on  phones  in  mind .  Although ,  whi le

on  a  desktop ,  the  motto  below  the  t i t le  i s  s t i l l  qui te

smal l  to  see .  Some  adjustments  that  could  be  made  

S p e e c h :

F A L L  2 0 2 0

“ T H E  L E A N  S O L U T I O N S  P O D C A S T ”

E P I S O D E  1 3 :  K E E P  I T  S I M P L E !
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The  Apr i l  newslet ter  “Fuel  the  F i re  of  Cont inuous  Improvement ”  fo r  PA

Consul t ing  ( 1 -page )  i s  based  around  a  f i re -bui ld ing  analogy  us ing .  An

advantageous  way  to  expla in  th i s  analogy  would  be  to  use  graphics ,

showing  the  “ t inder ” ,  “k indl ing ” ,  and  “ f i rewood ”  and  i t s  re lat ionsh ip  to

the  f i re  ( improvement  and  success ) .  This  analogy  works  very  wel l  and  a

graphic  to  organize  the  in format ion  would  be  dynamic ,  a  great

at tent ion -grabber ,  and  may  a id  in  making  the  analogy  ef fect i ve  to  the

reader ’s  unders tanding .

Very  of ten ,  newslet ters  are  used  to  te l l  a  s tory .  From  th i s  newslet ter ,

PA  Consul t ing  looks  to  be  sending  out  a  reminder  to  achieve

success fu l  resu l t s  with  “cont inuous  movement . ”  This  i s  a  s t rong  and

power fu l  message  and  important  to  keep  at  the  fo re f ront  of  bus iness

management .  A  s tory  to  express  the  analogy  given  would  add

emphas i s  to  the  success  that  the  adv ice  of fe rs .  One  note  to  add ,  the

newslet ter  s tar t s  on  a  negat ive  tone  with :  “Many  t imes ,  I  see  l eaders

add  ‘ fue l ’  in  the  wrong  order  [ … ]  ”  –  This  could  be  better  sp i r i ted  by

suggest ing  the  newslet ter  i s  s imply  prov id ing  const ruct i ve  adv ice  fo r

the  reader .

“ F U E L  T H E  F I R E  O F  
C O N T I N U O U S  
I M P R O V E M E N T ”

The  “Free  Webinar  Schedule ”  on  the  newslet ter ,  i s

incred ib ly  smal l  ( roughly  the  same  s ize  i s  shown

here )  and  the  copy  inc luded  i s  not  l a rge  enough

to  read .  In  addi t ion  to  th i s ,  the  “Upcoming

Events ”  below  th i s  a lso  has  some  fo rmatt ing

issues  with  s iz ing  and  spac ing .  I t  would  be  very

benef ic ia l  to  have  a  webinar  and  events  schedule

as  i t ’s  own  separate  page  to  place  more  emphas i s

on  attendance ,  potent ia l l y  with  a  l ink  to  reg i s ter

and  a  descr ipt ion  of  the  events  and  speakers .

Another  poss ib i l i t y  i s  to  add  exc lus iv i ty ,  by  giv ing

newslet ter - fo l lowers  “ f i r s t  seats ”  to  the  event ,  th i s

would  add  urgency  to  reg i s ter  and  a  cont inued

benef i t  to  subscr ib ing  to  the  newslet ter .

S E C T I O N  I :  C O M M U N I C A T I O N S  A U D I T  –  N E W S L E T T E R

N e w s l e t t e r :

F A L L  2 0 2 0
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This  di rect  mai ler  fo r  ( f rom )  PA

Consul t ing  i s  wonder fu l  as  i t

a l lows  fo r  someone  to  hand -wri te

a  personal  message  fo r  a  c l ient .

The  back  of  a  postcard  mai ler

a l so  prov ides  an  opportuni ty  to

show  (permit t ing )  c l ients  who  are

hav ing  success ,  to  show

visua l izat ions  of  analog ies ,  or  to

share  in format ion  as  to  what  PA

Consul t ing  does .

S E C T I O N  I :  C O M M U N I C A T I O N S  A U D I T  –  D I R E C T  M A I L

D i r e c t  M a i l :

F A L L  2 0 2 0

“ P A  P O S T C A R D ”

In format ion  and  a  s t rong  ca l l - to -act ion  can  help  answer  a l l  of  the

quest ions  that  the  bus iness  may  have .  Why  should  I  contact  you ?  What

makes  th i s  s tand  out ?  With  the  wri t ten  sect ion ,  a  lo t  of  th i s

in format ion  can  be  eas i l y  given .  But  fo r  attent ion  grabbing ,  adding

something  l a rge  that  wi l l  draw  the  eye  to  the  mai ler  and  wi l l  be  the

most  in f luent ia l  i tem  on  i t .  Current ly ,  th i s  i s  a  photo  of  Adams ,  and  fo r

those  who  do  not  know  his  face ,  th i s  wi l l  not  grab  the  attent ion  of  the

c l ient .

W H E N  M A I L E D  T O  P R O S P E C T I V E  C L I E N T S :

For  brand  recogni t ion ,  hav ing  the  logo  to  be  l a rge  on  e i ther  the  f ront

or  back  s ide  of  the  postcard  wi l l  make  i t  more  obv ious  to  who  the

mai le r  i s  f rom .  Attaching  “Patr ick  Adams ”  to  the  PA  Consul t ing  logo

does  make  i t  more  apparent  that  the  “PA ”  s tands  fo r  “Patr ick  Adams ”

and  that  the  company  i s  dis t inct  f rom  other  companies  as  i t  i s  named

after  i t s  founder .  And  postcards  would  then  be  a  constant  reminder  of

th i s  fact  with  the  addi t ion  of  the  port ra i t  or  Adams .  Moving  the  name

closer  to  the  port ra i t  would  a id  in  th i s  unders tanding .

The  port ra i t  used  of  Patr ick  Adams  i s  very  profess iona l ,  however ,  with

the  personal  touch  of  a  hand -wri t ten  postcard ,  a  photo  of  Adams  with

a  l i ve ly  background  (potent ia l l y  candid )  would  mirror  the  tone  of  the

mai le r .  Using  a  candid  photo  would  para l le l  the  tone  better ,  and

much  more  great ly  i f  there  i s  an  in t r igued  audience  as  wel l .  With

community  being  a  s t rong  sense  of  the  organizat ion ,  showing  th i s  in  a

photo  on  the  postcard  would  communicate  th i s  va lue .
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The  main  page  of  the  PA  Consul t ing

webs i te  has  a  ca l l - to -act ion  banner  to

schedule  a  ca l l  with  Patr ick  Adams .  This

i s  a  unique  feature  that  the  company

of fe rs .  One  feature  hat  could  be  added  i s

to  create  two  buttons :  “Schedule  a  ca l l ”

and  “Emai l  today ” .  This  ext ra  opt ion

would  be  fo r  those  who  fee l

uncomfortable  to  ta lk  on  the  phone .  This

image  and  button  i s  on  other  pages

outs ide  the  home  page  –  ins tead  of

repeat ing  th i s  and  us ing  the  space ,  the

botton (s )  could  be  placed  on  the  with  the

header  menu .

S E C T I O N  I :  C O M M U N I C A T I O N S  A U D I T  –  W E B S I T E

F A L L  2 0 2 0

H O M E

W e b s i t e :

The  next  sect ion  covers  the  three  teams  PA  Consul t ing  makes

ava i lab le  to  c l ients .  At  present ,  these  teams  seem  very  s imi la r  as  they

a l l  t ra in ,  coach ,  and  implement  processes ,  where  these  teams  di f fe r

ought  to  be  more  apparent  and  what  they  a l l  have  in  common  could

be  used  to  in t roduce  the  teams .  With  these ,  there  could  be

l inks /buttons  fo r  the  c lass ,  more  in format ion ,  success fu l  examples ,  a

page  fo r  each  team  with  photos .

After  th i s  i s  a  smal l  tes t imonia l  banner  that  reads  “Many  smart  c l ients

have  chosen  us  to  become  even  smarter . ”  Cal l ing  c l ients  “smart ”  i s  of f -

putt ing  as  th i s  i s  subject i ve  (of  course  those  who  were  paid  and  hi red

th ink  the i r  c l ients  are  smart ) .  Rather ,  “PA  Consul t ing  i s  great ly

apprec iat i ve  of  i t s  return ing  c l ients . ”  This  car r ies  a  tone  that  conveys

the  same  in format ion  in  object i ve  way .  The  logo -buttons  fo r  the

c l ients  are  not  load ing  proper ly :  when  c l icked ,  an  er ror  page  loads .  A

button  to  the  “Test imonies ”  page  here  would  so lve  th i s  problem .

The  l as t  sect ion  i s  the  same  copy  that  can  a lso  be  found  on  a l l  other

pages ,  with  a  “ jo in  the  t r ibe ”  button .  For  home  pages  that  conta in

ent i re  webs i tes  (which  i s  common ) ,  th i s  i s  something  that  i s  welcome

and  the  photo  used  i s  very  appropr iate .  Large  banners  that  are

standard ized  are  more  appl icable  fo r  the  bottoms  of  webs i tes  as  one

does  not  have  to  scro l l  past  i t  as  they  would  i f  the  banner  was  at  the

top .  Simi la r l y  to  my  note  on  the  “Schedule  a  ca l l ”  and  “Emai l  today ”

buttons  being  smal l  on  every  page  other  than  the  home  page .
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S E C T I O N  I :  C O M M U N I C A T I O N S  A U D I T  –  W E B S I T E

F A L L  2 0 2 0

Video  in t ros  are  not  necessary  fo r  these  tes t imonia l s ,  in t ro  music  and

images  can  dis t ract  f rom  the  tes t imonia l ;  us ing  a  3 -second  in t ro  with

the  logo  and  a  smal l  j ing le  would  put  more  focus  on  the  tes t imonia l

i t se l f .  Hav ing  some  of  the  speech  wri t ten  out  in to  quotes ,  would  make

i t  eas ie r  fo r  people  to  v iew  th i s  page ,  fo r  those  who  are  in  pos i t ions

where  they  are  unable  to  watch  v ideos .

T E S T I M O N I E S

The  fo rmatt ing  of  th i s  page  i s  very  modern ,  s leek ,  and  c lean .

Although ,  every  other  c lass  has  a  check l i s t  and  ca l l  button  and  the

other  has  a  photo  –  th i s  can  be  read  as  fa i r l y  confus ing ,  with  the

c lasses  with  check l i s t s  and  buttons  as  being  ava i lab le  and  the  ones

with  photos  not  ava i lab le .  Adding  a  l i s t  at  the  top  would  make  i t

eas ie r  to  v iew  a l l  of  the  c lass rooms  at  one  t ime .

C L A S S R O O M

The  l ink  to  th i s  page  i s  only  ava i lab le  f rom  the  home  page .  When

cl icked ,  the  page  does  not  load  proper ly  and  routes  to  i t s  html

backup .  Whi le  th i s  page  i s  technica l l y  access ib le ,  the  page  i s  not

express ing  conf idence  as  i t  i s .  The  l inks  to  the  c lasses  and  the  pages

are  work ing .  These  c lasses  could  use  v ideos  to  expla in  more  as  to

what  to  expect .

O N L I N E  T R A I N I N G

In  the  same  fo rmat  of  the  “Class room ”  page ,  th i s  page  has  sect ions

with  photos  fo r  every  other  one ,  a l l  coachings  could  use  imagse  to

express  equal  importance .  The  copy  fo r  the  coaching  i s  wel l

deve loped  but  the  “Lean  Leader  Coaching ”  could  be  s t rengthened  to

meet  the  same  l ength  as  the  others .

C O A C H I N G

The  “Community ”  page  i s  very  wel l  fo rmatted  with  graphics  and  smal l

bodies  of  text .  The  f i r s t  body ,  “Why  Become  Part  of  I t ? ”  could  be  “Why

Become  Apart  of  the  Community ? ”  with  a  def in i t ion  of  what  l ean  i s  fo r

those  who  do  not  know .  Because  the  fo rmatted  benef i t s  are  Pro  and

Execut ive ,  the  in format iona l  bars  and  pr ices  could  be  placed

hor izonta l l y  at  the  top .

C O M M U N I T Y

Adding  an  “About ”  page  would  complete  the  personal  tone  that  PA

Consul t ing .  These  can  have  contact  in fo ,  background  and  or ig in  in fo ,

a  v ideo ,  photos  of  employees .  Knowing  more  about  a  company  can

somet imes  compel  people  more  than  persuas ive  adver t i s ing  as  some

people  seek  out  wholesome  companies  and  over look  those  who  seem

too  corporatated  and  impersonal .

A N  “ A B O U T ”  P A G E

9



Theses  two  posts  are  both  dependent  on  the i r

numer ica l  order  as  wel l  as  dependent  on  i f

fo l lowers  wi l l  scro l l  through  an  image  carouse l .

The  “Steps ”  post  does  of fe r  more  compel l ing

in format ion  to   prompt  fo l lowers  (or  potent ia l

fo l lowers )  to  scro l l  through  an  image  carouse l .

With  10  s teps ,  these  f i l l  Ins tagram ’s  maximum  of  10

images  in  a  carouse l .  To  ensure  people  are  look ing

through  images ,  condens ing  s teps  down  to  ( 1 -3 ,  4 -

6 ,  7 -9 ,  10 )  and  ( 1 -5  on  one  image )  fo r  the  phases ,

would  a lso  give  more  cause  to  look  fu r ther  in to  the

bus iness .  As  i t  s tands ,  these  posts  give  away  f ree

in format ion .  Using  t i t les  and  shorter  descr ipt ions ,

th i s  may  ent ice  fo l lowers  to  want  more  in format ion

f rom  courses  that  cost  money .  Another  note  fo r

these  carouse ls  i s  to  use  vary ing  images  fo r  each

step  or  di f fe rent  graphics  fo r  each  phase .

“ 5  P H A S E S ”  A N D  “ S T E P S  T O  C O N T I N U O U S
I M P R O V E M E N T ”

S E C T I O N  I :  C O M M U N I C A T I O N S  A U D I T  –  S O C I A L  M E D I A

F A L L  2 0 2 0

Whi le  Hi l ton  hote ls  are  the  most  famous  hote ls  in

the  wor ld ,  the  name  Conrad  Hi l ton  i s  not  as

recognizable .  To  use  th i s  wonder fu l  quote  and  the

famous  success  of  the  hote l  cha in ,  making  the

“Hi l ton ”  name  more  obv ious  would  help  make  the

importance  of  the  quote  more  obv ious  as  wel l .

C O N R A D  H I L T O N  Q U O T E

S o c i a l  M e d i a :

The  quote  used  fo r  th i s  sharable  i s  long  and  wordy ,

what  i s  fo r tunate  i s  that  Adams  wi l l  a lways  be  able

to  change  quotes  as  he  i s  the  one  say ing  them .

This  i s  not  appl icable  to  the  Hi l ton  quote ,  that  i s ,

unless  Mr .  Hi l ton  himsel f  changes  the  words .  The

image  used  fo r  th i s  quote  shows  Adams  hard  at

work ,  however ,  there  i s  an  audience  member

with in  the  photo  that  looks  near ly  as leep .  With  a

“photo -bomb ”  l i ke  th i s ,  i t  would  be  best  not  to  use

th is  image  as  i t  does  not  port ray  conf idence  and

int r igue  f rom  the  audience .

P A T R I C K  A D A M S  Q U O T E
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S E C T I O N  I I :  C O M M U N I C A T I O N S  P L A N

C o m m u n i c a t i o n s  P l a n

F A L L  2 0 2 0

The  s t rategy  fo r  th i s  pro ject  i s  to  promote  personal i ty ,  authent ic i ty ,  and  a

conf idence .  With  these  three  character i s t ics  combined ,  PA  Consul t ing  wi l l

appear  to  be  genuine  and  ef fect i ve  (as  i t  t ru ly  i s ) .  When  produc ing

adver t i sements  and  soc ia l  media  posts ,  a  ca l l - to -act ion  i s  the  most

important  th ing  fo r  e i ther  one .  The  second ,  but  equal l y  as ,  most

important  th ing  i s  brand  recogni t ion .  This  i s  to  br ing  awareness  to  the

brand ,  and  a  ca l l - to -act ion  with  no  name  renders  i t se l f  point less .  Brand

recogni t ion  inc ludes  logos ,  s tandard ized  colors ,  and  the  way  in  which

people  ident i f y  who  the  ad /post  i s  f rom .  When  us ing  soc ia l  media ,

[promoted ]  posts  a l low  one  to  wri te  out  a  descr ipt ion  with  l inks  and

informat ion  –  with  th i s ,  images  ought  to  be  attent ion  grabbing  as  to  make

one  s top  scro l l ing  through  the  res t  of  the i r  news  feed  to  read  the  post

and  ought  to  inc lude  the  brand  as  the  name  on  the  account  i s  not  v i sua l l y

d i f fe rent  f rom  others .

Personal i ty ,  authent ic i ty ,  conf idence  are  essent ia l  to  gain ing  c l iente le  as

these  encourage  to  bui ld  af f i rmat ion  in  the  dec is ion  to  choose  PA

Consul t ing .  Shar ing  in format ion  about  Adams ’  his tory  with  success  –

s tor ies ,  s tat i s t ics ,  resu l t s ,  in  addi t ion  to  tes t imonies  –  would  a l low  people

to  persuade  themselves  on  how  t rustworthy  and  worth  the  money  PA

Consul t ing  i s .  Examples  of  th i s  would  be  a  backgrounder ,  an  “About ”  page

on  the  webs i te ,  personable  soc ia l  media  accounts ,  tes t imonia l  soc ia l

media  posts .  Promot ing  c l ients  to  post  onto  the i r  soc ia l  media  accounts

would  be  advantageous  as  these  posts  can  enhance  authent ic i ty  and

credib i l i t y ,  being  that  the  in format ion  i s  not  coming  di rect ly  f rom  the

company .  Using  “s tor ies ”  on  soc ia l  media  to  share  these  and  to  make  posts

for  “s tor ies ”  would  a lso  ampl i f y  onl ine  v i s ib i l i t y .

One  key  i s sue  that  i s  not  inc luded  in  the  audi t  above :  When  Googl ing  “PA

Consul t ing ” ,  a  company  of  the  same  name  pops  up  and  consumes  a l l  of

the  search  resu l t s .  As  the  new  podcast  i s  what  ca l led  “The  Lean  Solut ions

Podcast ” ,  I  can  see  that  th i s  i s sue  i s  a l ready  being  tack led .  Under  these

c i rcumstnaces ,  i t  would  be  benef ic ia l  to  use  “F ind  Lean  Solut ions ”  or  “FLS

Consul t ing ”  moving  fo rward  as  i t  seems  “PA  Consul t ing ”  wi l l  be  in f in i te ly

more  di f f icu l t  to  brand .  Onl ine  branding  (market ing )  can  be  the  l a rgest

in f luence  over  prof i t s  and  c l ient  in terest .  As  Google  i s  the  most  used

search  engine ,  one  goal  should  be  to  be  eas i l y  located .

The  examples  in  the  sect ion  below  were  made  us ing  Canva ,  a  f ree  serv ice

that  a l lows  people  to  eas i l y  create  in fo  graphics ,  ads ,  etc .  Suggested

above  i s  to  potent ia l l y  commiss ion  ar t i s t s  to  create  vector  ar t ,  th i s  would

ensure  that  a l l  posts  are  complete ly  or ig ina l .  Overa l l ,  us ing  the  f ree

membersh ip  to  Canva  i s  ext remely  advantageous  as  i t  a l lows  the  user  to

upload  media  to  complete ly  customize  des igns  with  thousands  of  pre -set

des igns  to  personal ize .
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The  example  adver t i sements  shown  here  were

a l l  made  us ing  the  onl ine  des ign  serv ice  Canva

and  the  images  that  are  ava i lab le  fo r  f ree .  F lat

vector  i l lus t rat ions  l i ke  these  i s  the  most

popular  ar t  s ty le  to  use  today ;  because  of  the

s leek  and  s imple  technique ,  these  i l lus t rat ions

can  s tand  aga inst  bodies  of  text  without  being

overpowered .  Employ ing  the  same  fo rmatt ing ,

colors ,  and  fonts ,  v i sua l  recogni t ion  fo r  the  ads

wi l l  be  fas ter  fo r  those  who  see  i t  more  than

once .  Keeping  with  the  same  s ty le  makes  i t

eas ie r  fo r  one  to  automat ica l l y  know  who  the

ad  i s  f rom .  Standard iz ing  logo  and  webs i te  l ink

placement  can  a lso  be  a  key  factor  to  brand

recogni t ion  fo r  adver t i sements .  

 Commiss ion ing  custom  PA  Consul t ing

characters  would  add  uniqueness  to  th i s

modern  s ty le .  For  events  hosted  by

univers i t ies ,  ads  wi l l  need  permiss ion  to  use

of f ic ia l  logos ,  but  genera l l y  cooperat i ve

adver t i s ing  i s  wel l  apprec iated .

Communicat ing  deta i l s  whi le  s t i l l  balanc ing

empty  space  i s  very  important  in  adver t i s ing .

Quotes  that  are  too  long  are  genera l l y  not

read ,  text  that  i s  too  smal l  genera l l y  cannot  be

read  –  but  at  the  same  t ime ,  one  s t i l l  needs  to

add  as  much  in format ion  as  poss ib le  to  draw

in  potent ia l  c l ients .  The  ca l l - to -act ion  i s  the

pr imary  object i ve  of  adver t i sements .  The

formatt ing  of  the  webs i te  l ink  i s  an  attempt  to

apply  two  ca l l - to -act ions ;  others  inc lude

“schedul ing  ava i lab le ” ,  “Al l  you  need  to  know ”

( the  t i t le  speaks  fo r  i t se l f ) ,  and  “November  1  [ … ]

Network ing ”  could  pique  the  in terest  of

s tudents  who  see  th i s  ad  on  a  UNH  bul let in

board .   The  “Problem  Solv ing ”  ad  i s  the  most

d i rect  example  of  persuading  people  v ia

emphas i s ing  the  importance  of  the  course

(why  one  should  take  i t )  as  i t  shares  the  goal

o f  what  the  course  teaches .

S E C T I O N  I I I :  C O M M U N I C A T I O N S  E X A M P L E S

E x a m p l e  I :  A d v e r t i s e m e n t s

F A L L  2 0 2 0
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S E C T I O N  I I I :  C O M M U N I C A T I O N S  E X A M P L E S

Whi le  keeping  the  PA

Consul t ing  blue ,  to  tone

down  the  saturat ion  and

darkness  with  white  would

help  the  podcast  i con  pop

of f  of  dark ly  colored

webs i tes  l i ke  Spot i f y  (and

night -mode ,  which  makes

a l l  webs i tes  dark ) .  Further ,

I  have  used  the  PA

Consul t ing  logo  to  create  a

v iv id  shape  that  wi l l  be

easy  to  read  f rom  any  s ize .

The  des ign  of  the  logo  i s

very  te l l ing  to  the  goal  of

the  company ,  doubl ing  as

a  color fu l  shape  that  i s

commonly  used  fo r

podcast  i cons ,  whi le  s t i l l

be ing  unique .  In  e i ther

case ,  the  word  “Solut ions ”  

F A L L  2 0 2 0

E x a m p l e  I I :  P o d c a s t

could  be  the  l a rger  word  to  use .  Even  though  i t  i s  long ,  th i s  s ing le

word  revea ls  near ly  everyth ing  that  i s  needed  to  know  about  the

podcast .

The  example  descr ipt ion  shown  here  i s  an  attempt  to  convey  both

personal i ty  and  the  ser iousness  of  the  top ic  in  a  l ight -hearted  manner ,

mirror ing  the  tone  of  the  podcast  i t se l f .  Communicat ing  what  the

show  i s  about  i s  important  but  i s  not  a lways  di rect ly  persuas ive .

Adding  the  fact  that  Adams  i s  f rom  PA  Consul t ing  (a  CEO  t i t le  could

a lso  be  added )  would  a lso  give  the  podcast  credib i l i t y  and  a  reason

for  a  podcast  l i s tener  to  l i s ten  to  what  Adams  has  to  say .

For  the  cur rent  podcast  i con :  hav ing  a  box  that  reads  “L i s ten  Now ”  i s  a

worthwhi le  idea  fo r  podcast  adver t i sements ,  or  fo r  l inked  images  on

the  PA  Consul t ing  webs i te .  The  i con  as  i t  i s  could  eas i l y  be  used  fo r

th i s  purpose .  I  would  suggest  hav ing  the  motto  l a rger  to  highl ight  the

purpose  of  the  show  –  cur rent ly  with  some  empty  space ,  th i s  i con

could  be  a  very  engaging  ad  with  a  ca l l - to -act ion  button .
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The  photo  of  Patr ick  Adams  with in

the  carouse l  graphic  on  the

homepage  of  PA  Consul t ing ’s

webs i te  i s  a  per fect  photo  that

shows  Patr ick  Adams ’  work  in  act ion ,

inc luding  an  in format ive

presentat ion  s l ide  behind  him .

Candid  shots  l i ke  th i s  can  port ray

authent ic i ty  and  the  in format ion

and  chart  with in  the  photo  makes

th is  doubly  so .  Leaning  toward  the

(potent ia l  future  of  the )

in ternat iona l  s ide  ra ther  than  the

loca l  bus iness  s ide ,  the  copy  I  have

placed  on  the  back  of  th i s  example

postcard  emphas i ses  the  company ’s

miss ion ,  which  in  and  of  i t se l f  i s

persuas ive  to  poss ib le  c l ients .

Establ i sh ing  a  t imef rame  of  how

long  the  bus iness  has  l as ted  a lso

points  to  authent icat ing  the

company ,  th i s  can  be  something

unique  to  a  bus iness .  And  so

whereas  others  may  be  new  and

upcoming ,  PA  Consul t ing  has  had  

S E C T I O N  I I I :  C O M M U N I C A T I O N S  E X A M P L E S

F A L L  2 0 2 0

E x a m p l e  I I I :  D i r e c t  M a i l

exper ience  with  success  whi le  s t i l l  hav ing  a  young  face  as  the

founder .  This  i s  something  that  i s  impress ive  as  wel l  as  something

that  i s  uncommon  and  unique .

The  wri t ing -hal f  of  the  example  card  i s  l a rge ly  based  of f  of  the

or ig ina l  because  i t s  s imple  s ty le  i s  very  modern .  The  note  wri t ten  here

i s  an  example  i f  Adams  meets  someone  at  a  col lege  in ternsh ip

banquet  and  they  great ly  hi t  i t  of f  with  ta lk  of  potent ia l  col laborat ion .

Sending  th i s  card  in  the  mai l  would  be  a  very  ext raord inary  way  to

reach  out .  Being  a  mai ler ,  the  person  would  be  more  l i ke ly  to  see  the

card  than  i f  i t  was  an  emai l ,  because  someone  wi l l  a lways  have  to  go

through  the  mai l .  Another  key  to  di rect  postcards  i s  actua l l y  hand -

wri t t ing  the  card .  More  than  of ten ,  people  wi l l  check  fo r  indentat ions

in  the  paper  to  see  i f  the  person  rea l l y  sat  down  and  wrote  i t  (or  at

least  cared  enough  to  pay  someone  e lse  to ) .  When  adding  th ings  l i ke

smi ley  faces ,  one  ought  to  keep  in  mind  the  sophis t icat ion  l eve l  of

the  in tended  rec ip ient .
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The  quote  f rom  Conrad  Hi l ton  i s  s t rong  and

ef fect i ve  towards  the  miss ion  and  goal  of  PA

Consul t ing .  With  an  image  f rom  an  onl ine  publ ic -

use  photo  serv ice  ca l led  Unsplash ,  the  name  of  the

Hi l ton  hote l  can  be  seen  a long  with  his  name .  This

wi l l  ins tant ly  answer  the  quest ion  of  who  the

quote  i s  f rom  and  why  one  should  l i s ten  to  i t .

Hi l ton ’s  success  i s  something  to  be  emulated  and

quotes  f rom  famous  people  l i ke  Hi l ton  wi l l  make

PA  Consul t ing  appear  to  be  under  the  guidance  of

(or  in  apprec iat ion  of )  accompl i shed  models .

C O N R A D  H I L T O N  Q U O T E

One  exc i t ing  th ing  about  hav ing  a  bus iness  named

after  and  run  by  one  ind iv idua l :  quotes  f rom

Adams  are  edi tab le ,  edi ted  by  Adams  and  these

can  s t i l l  s tand  as  a  quote .  To  make  th i s  quote  more

persuas ive  and  l ess  author i tat i ve :  “Organizat ions

should  be  focused ”  was  changed  in to  “Focus ”  ( th i s

a l so  helps  to  be  l ess  wordy ) .  Or ig ina l l y ,  the  word

“ improve ”  was  used  twice  and  “and /or ”  was

between  “new ”  and  “ improved ” .  Again ,  Adams ’

quotes  of fe r  an  opportuni ty  to  edi t  words  in -post ,

jus t  as  long  Adams  edi ts /  says  the  quote ,  these  wi l l

be  genuine  to  the  company .

P A T R I C K  A D A M S  Q U O T E

This  carouse l  i s  s imi la r  to  bus iness  presentat ion

formatt ing  ra ther  than  soc ia l  media .  Keeping  with

the  carouse l  type  of  post ,  I  have  attempted  to  add

int r igue  to  provoke  fo l lowers  to  scro l l  the  post .

Without  giv ing  too  much  in format ion  away ,  there

i s  a  ca l l - to -act ion  to  “ l earn  more ”  ( ra ther  than

giv ing  away  a l l  of  the  in fo ,  or  making  people  read

too  much ) .  Soc ia l  media  acts  as  an  chance  to  give  

“ 5  P H A S E S ”  A N D  “ S T E P S  T O  C O N T I N U O U S
I M P R O V E M E N T ”

E x a m p l e  I V :  S o c i a l  M e d i a

elevator  pi tches  to  mil l ions  of  people  at  the  same  t ime .  One  ru le  of

thumb  i s  to  shoot  fo r  as  l i t t le  amount  of  words  with  as  much  in format ion

as  poss ib le .  Putt ing  too  much  in fo  on  posts  would  not  adver t i se  the  c lass ,

but  give  i t  away ,  and  too  much  pressure  to  read  can  l ead  people  to  not

reading  anyth ing .
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