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About Aginity

Founded in 2005, Aginity transforms the way companies compete on analytics. Aginity Amp™ 
software enables companies to create, catalog and manage analytics as assets which can 
then be reused consistently everywhere in the enterprise. Customers have seen significant 
operational cost savings and achieved improvements in business outcomes by applying the 
governed, reusable analytics that Amp enables. Amp software is deployed globally with the 
support of partners including IBM, Hortonworks and Cloudera. Aginity is a privately held  
company headquartered in the Chicago area.

The Brand Experience

A corporate brand is not just graphic elements or a certain message. Branding is about the 
entire experience; from events and sales calls to demand generation and digital channels.  
This document gives detail in regard to the Aginity logo, brand elements, typefaces and  
template specifications to enable brand consistency in all aspects of the business and market. 

Marketing assets are used to communicate the Aginity message with customers, employees 
and the world at large. These guidelines have been created to assist in the development of  
marketing materials and ensure consistency in all materials. 
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Company Name Usage 

The preferred designation for our company is Aginity. Do not add LLC, Inc.  
or Software after the name.

In all materials, the Aginity logo should be placed in accordance with the  
guidelines in the Logo and Icon section of this style guide. 
 
Product Names and Trademarks 

The company currently offers two products, Aginity Amp and the Aginity  
Workbench. In any communication, the first or most prominent mention  
of either should include its full name and, for Amp, the ™ trademark  
symbol. Subsequently, the trademark designation should be omitted.
 
»» Do place any punctuation after the trademark symbol when used

»» Do not use the trademark symbol in headlines in marketing collateral  
(such as tech briefs, case studies or white papers)

»» Do use the trademark symbol in signage and online in banner ads  
and landing pages, even when the logo is also used

»» Do use the trademark symbol on first mention in PowerPoint presentations 

Note: trademarked names are considered 
adjectives. This means that the structure 
of a sentence containing the full product 
name with trademark should follow the 
form: The Aginity Amp ™ + NOUN (e.g., 
solution, platform) + VERB (enables, 
supports, provides…) In practice, this 
may be difficult or lead to awkward 
sentence structures, but Marketing still 
requests that this convention be followed 
on first mention in each piece and on 
each web page.

Aginity Brand Guidelines — Naming, 
Trademarks, Copyright and Boilerplate
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Aginity Brand Guidelines — Naming, 
Trademarks, Copyright and Boilerplate

Aginity Messaging Framework 

Analytic Management Platform
We manage analytics across the enterprise to drastically reduce the time and cost of  
development and ensure consistency.

»» Companies need to be analytically and predictively driven.

»» It is difficult to become analytically driven and impossible to become predictive today  
because analytics are:

-- Expensive and slow to create: Analytic logic needs to be coded and recoded for  
every instance an analytic asset exists.

-- Inconsistent: Analytic results based on the same logic do not give the same  
answers across applications and business units.

»» Aginity Amp™ is a software solution that creates, catalogs, and manages all analytics  
(analytic logic and data) as assets. These assets become reusable, accessible across  
the enterprise (systems and people), and easy for IT to govern.

»» The benefits of using Aginity Amp:

-- 10x to 100x analytics creation and deployment efficiency

-- 90% reduction in analytics-related operational costs

-- Analytic reports based on the same logic are consistent throughout the organization – 
across geographies, divisions, business functions, systems and applications.
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Aginity Brand Guidelines — Naming, 
Trademarks, Copyright and Boilerplate

»» Aginity Amp runs on your existing compute and data infrastructure and allows businesses  
to add in ANY data from new sources quickly and easily. 
 
Other analytic logic can be created and named within Amp manually and then defined in 
simple business terms. This allows users to name, build and manage analytics without SQL 
and publish to any source. Before any analytic asset is promoted to production, IT validates 
the asset to ensure any analytics in production can be trusted. 
 
Assets can be created and cataloged in Amp. When any asset is changed, the software  
administers the changes and dependencies so that the new modifications are reflected  
everywhere. 
 
Analytic models created in SAS or R can also be imported into Amp to allow for easy  
implementation of sophisticated predictive models. Once imported, the models can then  
be leveraged across the enterprise by any system through Amp’s API. 
 
Applications can use an API to access any analytic asset registered in Amp.

»» Customer Example: 
 
The world’s largest eyewear brand used Amp to deploy IBM Campaign (Unica) in 30 days  
instead of the nine months in would have taken to get Unica running if they had to rewrite 
logic. With Amp, they simply imported their data, defined their analytic assets and deployed 
them from Amp’s analytic catalog into IBM Campaign. 
 
This also allowed the company to deploy analytic logic to SAS and any BI tool, ensuring that 
all analytics are consistent across their entire analytic ecosystem.
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Aginity Brand Guidelines — Naming, 
Trademarks, Copyright and Boilerplate

»» World-leading brands use Aginity Amp

-- Deployed internationally

-- IBM sells and deploys our software – manages our math in the ecosystem

-- Our partners include Cloudera and Hortonworks

»» Companies usually solve these problems with Aginity Amp:

-- Drive marketing automation and campaign management systems

-- Build omni-channel customer view and rapidly add new data sources

-- Accelerate analytics processes across the analytics lifecycle (data  
preparation and building analytics)

-- Insource analytics from service providers

-- Create infrastructure to enable business users to self-serve analytics

-- Create a real-time hub for product offers and content programs

-- Connect customer data platforms to enterprise data

Tagline 
The current tagline for Aginity 
Amp is: 

Build Your Analytics Once – 
Use Everywhere

 
The secondary tagline for Amp is: 

Reusable Analytics for Every 
Application Enterprise-wide
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Aginity Brand Guidelines — Naming, 
Trademarks, Copyright and Boilerplate

The Aginity boilerplate should be used in every piece of Marketing  
collateral. The social media icons should connect to the Aginity Twitter  
and LinkedIn accounts. 

Boilerplate

The following paragraph should be used in all marketing materials.  
The paragraph should include both the Twitter and LinkedIn icons.  
The Aginity web URL should always be set apart in either color or  
bolded text. 

About Aginity
Founded in 2005, Aginity transforms the way companies compete  
on analytics. Aginity Amp software enables companies to create,  
catalog and manage analytics as assets which can then be reused  
consistently everywhere in the enterprise. Customers have seen  
significant operational cost savings and achieved improvements in  
business outcomes by applying the governed, reusable analytics that  
Amp enables. For more information, visit www.aginity.com.
 
Follow us!   
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Aginity Brand Guidelines — Naming, 
Trademarks, Copyright and Boilerplate

To protect Aginity-generated content, a copyright line should also be incorporated in collateral 
materials: Exceptions include signage and primarily visual items such as infographics or social 
media tiles. 

© [YEAR], Aginity. All Rights Reserved. Confidential – Do Not Redistribute without Aginity’s 
Express Permission.

Text Formatting 

For fonts to be used in print media and on the web, see the Typography section of this style 
guide.

Headline and Subhead Treatment

Follow these guidelines when producing web content, presentations, blog posts and other 
types of marketing and sales materials.

»» For main heads and subheads, use headline style, which means capitalizing the first and  
last words and all major words, rather than capitalizing only the first word

»» Do not use a period at the end of a head or subhead, even if it is a complete sentence

»» Do use question marks or exclamation points, if the head or subhead requires them
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Aginity Brand Guidelines — Naming, 
Trademarks, Copyright and Boilerplate

List Formats

Lists make it easier for readers to remember related items or points, or follow certain steps.  
In general, use a numbered list to describe steps to be taken in sequence; otherwise, use  
a bulleted list.

»» Capitalize the first word in each item of a list, unless it is a product name or technology  
that starts with a lowercase letter (e.g., iPhone)

»» Using parallel grammatical construction in lists improves both the flow of the text and its  
appearance 

»» Phrases, clauses, or full sentences may be used, but it is best to avoid using a mix of  
grammatical structures in a single list

»» Generally, do not use periods or any other punctuation after bulleted items, except if there is 
more than one sentence in a bullet-point. If possible, avoid using multi-sentence bullet points 
and single sentence bullet points in the same list. (This point shows how odd that can make 
a list look!)

Words vs. Numerals 

Generally, spell out only single-digit numbers (one through nine). Use numerals for all others, 
but if there is a mix of both in a single sentence, bullet-point or paragraph, use numerals. 

»» Percentages should always be shown as numerals

»» Use numerals also when making statements such as: Client saw 7x increase in volume of 
marketing campaigns with Aginity Amp.
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The brand icon can be used by itself as a mark, but not as 
a design element. Specifically in the software interface and 
social media. 

Aginity Brand Icon

Aginity Brand Mark Primary Lockup 

Use this mark on all internal and external communications. Where possible, always present 
the logo in full color. Do not recreate logo artwork. Please request artwork from the Aginity 
marketing department. 

General usage
»» Maintain a minimum clearance of one inch between the logo and other elements

»» The logo may be applied over a simple background image or simple pattern with caution. 
Avoid strong patterns, low contrast or multiple colors as it will make the logo difficult to read.

»» The full color logo should always appear on a white or light gray background (no more  
than 20% black) 

Use this mark on all internal and external communications. 
Where possible, always present the logo in full color. 

Aginity Brand Mark Secondary Lockup

The secondary mark should be used sparingly and 
only when the primary mark will not fit within a smaller 
horizontal space.

Minimum size

1.25 in wide

.84 in wide

Clear space equals size of “a” in aginity

Primary lockup 1 inch

1 inch

1 inch

1 inch

1 inch 1 
in

ch

1 inch 1 
in

ch

Minimum size

1.25 in wide

.84 in wide

Clear space equals size of “a” in aginity

Primary lockup 1 inch

1 inch

1 inch

1 inch

1 inch 1 
in

ch

1 inch 1 
in

ch

Minimum size

1.25 in wide

.84 in wide

Clear space equals size of “a” in aginity

Primary lockup

1 inch

1 inch

1 inch 1 
in

ch

Aginity Brand Guidelines — Logo and Icon
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Aginity Brand Guidelines — Logo

Aginity Brand Mark Primary 1 Color Lockup 

Although it is preferred that the full color version of the logo is used wherever possible;  
one-color options are available where applicable. Do not recreate logo artwork. Please  
request artwork from the Aginity marketing department.

General usage
»» The logo may be applied over a simple one color or Aginity gradient background image or 
simple pattern with caution. Avoid strong patterns, low contrast or multiple colors as it will 
make the logo difficult to read.

The solid version of the logo should be used on limited  
color printing only.

Aginity Brand Mark Primary Lockup

Aginity Brand Mark Secondary Lockup

The secondary mark should be used sparingly and 
only when the primary mark will not fit within a smaller 
horizontal space. The solid version of the logo should be 
used on limited color printing only.

Aginity Brand Mark Primary Lockup

Examples of one-color usage are shown above.  
Limit one-color printing to 100% black, Aginity Blue,  
or reverse white.
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Proper Usage Full Color 

Proper Usage One Color

Aginity Brand Guidelines — Logo

Horizontal logo over white Horizontal logo over 
Aginity 20% black

Horizontal logo over the 
Aginity swoosh

Horizontal logo over one 
color imagery

Horizontal logo over Aginity 
gradient background

Horizontal logo over Aginity 
gradient and photo imagery

Horizontal logo over one 
color imagery

Horizontal logo over Aginity 
gradient background

Horizontal logo over Aginity 
gradient and photo imagery

13
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Improper Usage 

Aginity Brand Guidelines — Logo

Do not alter logo colors.Do not change typeface in the logo.

aginity
Do not disproportionately scale or alter 

the shape of the logo in any way.

Do not place the logo vertically.  
Use the Aginity vertical version. 

Do not place the full color logo on 
multicolor or complex patterns.

Do not place the logo on an angle. Do not display the logo at 
less than 100% opacity.



Aginity Brand Guidelines — Color Palette
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Color Usage 

The following colors are to be used in all Aginity materials. Aginity Blue and white are the most-
used colors, followed by Aginity Gray, Aginity Green, then the accent and secondary colors. 

AGINITY GREEN

PMS 
CMYK 50/0/100/6
RGB 132/187/59
HEX #84BB3B

Aginity Primary Brand Colors

Aginity Secondary Brand Colors

Aginity Accent Colors

AGINITY BLUE

PMS Process Blue
CMYK 100/34/0/0
RGB 0/132/203
HEX #0084CB 

AGINITY GRAY

PMS Cool Gray 3
CMYK 0/0/0/20
RGB 199/199/199
HEX #C7C7C7

CMYK 
0/0/0/10

CMYK 
0/0/0/30

CMYK 
0/0/0/40

CMYK 
0/0/0/50

CMYK 
0/0/0/60

CMYK 
0/0/0/70

CMYK 
0/0/0/80

AGINITY YELLOW

CMYK 4/13/91/0
RGB 247/212/49
HEX #F6D330

AGINITY DEEP BLUE

CMYK 100/65/37/21
RGB 0/79/110
HEX #142F5C

AGINITY DEEP GREEN

CMYK 69/20/100/4
RGB 92/121/65
HEX #5d9840

AGINITY DEEP GRAY

PMS
CMYK 65/56/51/28
RGB 86/87/91
HEX #55575B

This spectrum chart shows the relative dominance of colors within the Aginity brand. 
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Avenir 

Designed by Adrian Frutiger, this san serif typeface is to be used to show emphasis in contrast 
to the standard Arial body copy.  It is recommended that this typeface be used for light content, 
headlines or highlights.

»» Avenir Roman should be used in cover or main headlines in collateral, but other variations 
may be used in materials such as digital graphics, event signage, social media, etc. 

Avenir  L ight

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghi jk lmnopqrstuvwxyz

abcdefghi jk lmnopqrstuvwxyz

Avenir  Book

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghi jk lmnopqrstuvwxyz

abcdefghi jk lmnopqrstuvwxyz

Avenir  Roman

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghi jk lmnopqrstuvwxyz

abcdefghi jk lmnopqrstuvwxyz

Aginity Brand Guidelines — Typography

Avenir  Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghi jk lmnopqrstuvwxyz
abcdefghi jk lmnopqrstuvwxyz

Avenir Black

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz

Avenir Heavy

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz

I ta l ic  typefaces

Italic typefaces should 
be used sparingly, 
primarily for highlighting 
key words, phrases or 
quote attributes. Entire 
paragraphs using italic 
are hard to read and  
are strongly discouraged.



Aginity Brand Guidelines — Typography
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Arial 

This san serif typeface is the primary typeface for all Aginity materials. Designed by a team 
led by Robin Nicholas and Patricia Saunders, it was designed to be similar to Helvetica and 
is a system font which enables reproduction accurately in any medium. Arial is used in all 
marketing materials as well as the aginity.com web site. 

»» Subheads and captions should use Arial Bold

»» Arial Regular should be used for all body and sidebar copy  

»» Italic typefaces should be used sparingly and only for highlighting key words, phrases  
or quote attributes. Entire paragraphs using italic are difficult to read and are discouraged.

Arial  Regular 

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghi jk lmnopqrstuvwxyz

abcdefghi jk lmnopqrstuvwxyz

Arial  I ta l ic

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghi jk lmnopqrstuvwxyz

abcdefghi jk lmnopqrstuvwxyz

Arial  Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz

Arial  Bold Ital ic

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz

The Double Caret  » Use this shape for bullets and call-outs in 
text. This glyph is part of the Arial font.



Aginity Brand Guidelines — Brand Visuals
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Aginity Brand Elements 

Use these complete artwork elements to create dynamic movement through materials,  
or zoom in to create sophisticated transitional visuals. Shapes may be overlayed with  
each other or placed over top color fields to create branded artwork. An overlayed  
version is also available. Please see the details on the following page.  

When creating artwork from these shapes, always keep in mind the goal is to create  
a feeling of movement. Do not recreate the core artwork. Please request the artwork  
from the Aginity marketing department.  

Aginity Shape Gray.ai Aginity Shape Dark Gray.ai Aginity Shape Full Blue.ai



Aginity Brand Guidelines — Brand Visuals

Overlay Brand Element 

The overlay image may be used wherever applicable in all materials over both white and color 
backgrounds. When applying to a colorful background, layers should be set to the Luminosity 
setting in the transparency menu in Adobe Photoshop. This setting allows the overlay to retain 
various levels of transparency but, incorporates with the color while retaining the integrity of 
the graphic. 
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“After building an analytic warehouse with 
Aginity Amp, we can finally see customer 
preferences and behavior across brand and 
geographies. We can build greater customer 
loyalty as well as manage campaigns more 
efficiently.” 
 
– Michael Braine, SVP and CI 
	 Retail and Optical Services 
	 Luxottica Group

Aginity Brand Guidelines — Brand Visuals

Photography 

Photographic elements can be used in a variety of ways in marketing materials. Photographs 
should appear natural and unposed. Photos may be used in color with an Aginity color overlay. 
If using the image as a background, texture or watermark, you should create a duotone using 
the Aginity color palette in combination of an aginity color overlay. 

The Aginity graphic may be used in combination as a design element with the photograph. 
When applying it to the photograph, layers should be set to the Luminosity setting in the  
transparency menu in Adobe Photoshop. This setting allows the overlay to retain various  
levels of transparency but, incorporates with the color while retaining the integrity of the  
graphic. The Aginity overlay may be applied fully over the image or over a portion and  
may also overlay white space around the image. Examples are shown here for reference. 



Aginity Brand Guidelines — Collateral
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Aginity Marketing Materials 

Collateral plays a very important part of a company’s marketing and sales initiatives. Our  
marketing assets are used to communicate important details and examples about Aginity’s 
products and services; as well as about the company itself. These materials are used to  
support and expand on web site information and tradeshow conversations and presentations. 
Collateral is typically used to provide various levels of detail during the sales cycle, and is 
intended to be both informational and educational and ultimately, encourage the customer to 
take action. 

Aginity has a comprehensive  
collateral system of materials  
which includes:

»» Case Studies

»» General Brochures

»» Product Brochures

»» Sell Sheets

»» Technical Briefs

»» White Papers

Aginity Brand Guidelines — Collateral
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About Brochures 

A brochure is promotional in nature and can be used to introduce people to your company;  
as well as to advertise products and services. A brochure typically promotes a high-level  
message or concept and is designed to be supported by sell sheets, technical briefs and  
white papers. 

Aginity has two brochure templates for development. The general brochure has been  
created to communicate corporate and strategic messaging. The product brochure is  
intended to promote products and services at a higher level with minimal technical details.

Brochure Details: General 

»» Brochures may be 2-12 pages in length. If printed, please keep in mind that a page count  
of 6 must be printed in a tri-fold format which can increase printing costs. 

»» The URL in the footer of each page should be hyperlinked

»» Page numbers should be used when there are more than 2 pages – Arial Bold 10/12 point, 
Aginity Green. Page count begins on page 2.

»» LinkedIn and Twitter icons are linked to the Aginity social media channels in the template 
files. Do not adjust the location of the link unless authorized by the Aginity Marketing  
department.

»» General brochures incorporate strong vibrant visuals to reinforce the content. Photographs 
are highly recommended to be used wherever appropriate. Please see page 20 for specific 
details. 

»» Product shots may be used sparingly, although it is recommended they be showcased  
inside of a monitor graphic for a more stylized aesthetic where applicable. 

Aginity Brand Guidelines — Brochures
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There are multiple ways to put together the spread pages. Page designs may be mixed 
and matched based on content.



Aginity Brand Guidelines — General Brochure
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Aginity Brand Guidelines — General Brochure Cover
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3 lines maxiumum for 
the headline and 2 lines 
for the subhead are 
recommended.

»	Headline: Avenir Roman,  
	 40/42 pt, Aginity Green

»	Character count: 54

»	Subhead: Arial Regular,  
	 15/17 pt, Aginity Dark Blue

»	Character count: 100

Aginity logo is always placed in  
the top left corner on the cover

Aginity swoosh graphic should be  
used on here in its entirety. Other 
pages may use various portions  
of the full brand graphic.



Aginity Brand Guidelines — General Brochure Spread
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This section should be  
quick stats for executive  
review rather than 
a quote or standard 
callout. Lines should 
be used above and 
below the callout box.
»	 Line weight .75,  
	  Aginity Blue, Offset  
	 .3125 above, .25  
	 below
»	Subhead: Arial Bold,  
	 10/14 pt, Aginity Blue

»	Bullets: Arial Regular,  
	 10/14 pt, Aginity Blue

»	Character count: 425

The headline should 
be used on the first 
page of the spreads. 
If there is no headline 
in following spreads it 
may be eliminated.   
»	Headline: Avenir  
	 Roman, 37/36 pt,  
	 Aginity Green

»	Character count: 50

Arial Bold, 10/12 pt, Aginity Green Arial Bold, 10/12 pt, Aginity Green
Screenshots can be 
displayed in monitors 
or as a standalone 
screenshot. A stylized 
version is preferred for 
the general brochure. »	 Subhead: Arial Bold, 12.5/14.5 pt, Aginity Dark Blue » Bullets: Arial Regular, 10/14.5 pt, Black

»	 Body: Arial Regular, 10/14.5 pt, Black » Character count left: 1,100 »  
	   Character count right: 1,200 with the image, 2,000 without the image

Content can be broken up using 
stock photographiy. Please see 
the image treatment information 
on page 20 for guidance.

Aginity swoosh graphic may 
be used on here. Other pages  
may use various portions of 
the brand graphic.

Arial Bold, 10/12 pt, Aginity Green



Aginity Brand Guidelines — General Brochure Spread
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The second spread 
callout box may be 
used for content or 
quote.
»	 Line weight .75,  
	  Aginity Blue, Offset  
	 .3125 above, .25  
	 below
»	Subhead: Arial Bold,  
	 10/14 pt, Aginity Blue

»	Bullets: Arial Regular,  
	 10/14 pt, Aginity Blue

»	Character count: 450

The headline should 
be used on the first 
page of the spreads. 
If there is no headline 
in following spreads it 
may be eliminated.   
»	Headline: Avenir  
	 Roman, 37/36 pt,  
	 Aginity Green

»	Character count: 50

Arial Bold, 10/12 pt, 
Aginity Green

Arial Bold, 10/12 pt, Aginity Green over a white 
background and white over a color background. 

Arial Bold, 10/12 pt, Aginity Green»	 Subhead: Arial Bold, 12.5/14.5 pt, Aginity Dark Blue » Bullets: Arial Regular,  
	   10/14.5 pt, Black

»	 Body: Arial Regular, 10/14.5 pt, Black » Character count: 1,100 with the image,  
  1,640 without the image » Content can be broken up using stock photography.      
  Please see the image treatment document for guidance and inspiration.

This space may be used for a 
photograph or text. The Aginity 
swoosh should be used with 
the photograph as a style 
element. Please see the image 
treatment information on page 
20 for guidance.

Size of the graphic area is 
customizable based on the 
brochure needs. 



Aginity Brand Guidelines — General Brochure Back Cover
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»	 Subhead: Arial Bold,  
	   12.5/14.5 pt,  
    Aginity Dark Blue

»	 Bullets: Arial Regular,  
   10/14.5 pt, Black

»	 Body: Arial Regular,  
   10/14.5 pt, Black

»	 Character count: 850  
   with the image, 1,700  
   without the image.

The Aginity boilerplate 
should always complete the 
brochure. Do not alter the 
content. Only the approved 
boilerplate may be used. 

Twitter and Facebook 
icons should be linked to 
the Aginity accounts as 
clickable links.

Aginity logo is always 
placed in the top left corner 
on the cover. Full color 
version is preferred but 
white is permissible over a 
colorful area.

This space may be used for a photograph 
or text. The Aginity swoosh should be 
used with the photograph as a style 
element. Please see the image treatment 
information on page 20 for guidance.

Size of the graphic area is customizable 
based on the brochure needs. 

Code: Arial Reg, 7.5/9 pt, Black URL: Arial Bold, 10/12 pt, Aginity Green



Brochure Details: Product 

»» Brochures may be 2-12 pages in length. If printed, please keep 
in mind that a page count of 6 must be printed in a tri-fold format 
which can increase printing costs. 

»» The URL in the footer of each page should be hyperlinked

»» Page numbers should be used when there are more than 2 
pages – Arial Bold 10/12 point, Aginity Green. Page count  
begins on page 2.

»» LinkedIn and Twitter icons should be linked to the Aginity social 
media channels

»» Graphics should be primarily screen shots. Screenshots may be 
shown alone or incorporated into a monitor for a more stylized 
aesthetic. Photography may be used where applicable although 
it is preferred they are used sparingly. The focus of this marketing  
asset is product focused rather than general marketing. 

Aginity Brand Guidelines — Product Brochure
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There are multiple ways to put together the spread 
pages. Page designs can be mixed and matched  
based on content.



Aginity Brand Guidelines — Product Brochure
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2 lines maxiumum for the 
headline and subhead are 
recommended.

»	Headline: Avenir Roman,  
	 38/41 pt, Aginity Green

»	Character count: 60

»	Subhead: Arial Regular,  
	 18/21 pt, Aginity Dark Blue

»	Character count: 85

The Aginity swoosh graphic and 
stylized monitor with screen shot 
should be used on the cover. 
Please note, Aginity software is 
not available for iOS. Please make 
sure monitors are for PCs and not  
Apple products. 

Screenshots can be displayed 
in monitors or as a standalone 
screenshot inside the brochure.

Aginity logo is always 
placed in the bottom left 
corner on the cover



Aginity Brand Guidelines — Product Brochure Spread
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The callout box may 
be used for content or 
quote.
»	 Line weight .75,  
	 Aginity Blue, Offset  
	 .3125 above, .25  
	 below
»	Subhead: Arial Bold,  
	 10/14 pt, Aginity Blue

»	Bullets: Arial Regular,  
	 10/14 pt, Aginity Blue

»	Character count: 425

The headline should 
be used on the first 
page of the spreads. 
If there is no headline 
in following spreads it 
may be eliminated.   
»	Headline: Avenir  
	 Roman, 33/37 pt,  
	 Aginity Green

»	Character count: 60

»	 Subhead: Arial Bold, 12.5/14.5 pt, Aginity Dark Blue » Bullets: Arial Regular, 10/14.5 pt, Black » Body: Arial Regular, 10/14.5 pt, Black  
» Character count left: 990, 1,650 without the image » Character count right: 1,320 with the image, 2,000 without the image

Aginity swoosh graphic may 
be used on here. Other pages  
may use various portions of 
the brand graphic.

Arial Bold, 10/12 pt, Aginity GreenArial Bold, 10/12 pt, Aginity Green

Arial Bold, 10/12 pt, 
Aginity Green

Content can be broken up using 
screenshots. They can be shown 
simply with a 1 point Aginity Green  
keyline or in a PC monitor. Captions:  
Arial Bold, 9/11 pt, Aginity Green
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The callout box may 
be used for content or 
quote.
»	 Line weight .75,  
	  Aginity Blue, Offset  
	 .3125 above, .25  
	 below
»	Subhead: Arial Bold,  
	 10/14 pt, Aginity Blue

»	Bullets: Arial Regular,  
	 10/14 pt, Aginity Blue

»	Character count: 425

The headline should 
be used on the first 
page of the spreads.  
If there is no headline  
in following spreads  
it may be eliminated.   
»	Headline: Avenir  
	 Roman, 37/36 pt,  
	 Aginity Green

»	Character count: 60

Arial Bold, 10/12 pt, 
Aginity Green

Arial Bold, 10/12 pt, Aginity Green Arial Bold, 10/12 pt, Aginity Green»	 Subhead: Arial Bold, 12.5/14.5 pt, Aginity Dark Blue » Bullets: Arial Regular,  
	   10/14.5 pt, Black

»	 Body: Arial Regular, 10/14.5 pt, Black » Character count: 900

»	 Content can be broken up using graphics. 

This space may be used for a 
graphics or text. The Aginity 
swoosh may be used as a style 
element. Size of the graphic 
area is customizable based on 
the brochure needs. 

Size of the graphic area is 
customizable based on the 
brochure needs. 

Content can be broken up using 
screenshots. They can be shown 
simply with a 1 point Aginity Green  
keyline or in a PC monitor. Captions:  
Arial Bold, 9/11 pt, Aginity Green
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»	 Subhead: Arial Bold,  
	   12.5/14.5 pt,  
    Aginity Dark Blue

»	 Bullets: Arial Regular,  
   10/14.5 pt, Black

»	 Body: Arial Regular,  
   10/14.5 pt, Black

»	 Character count: 900  
   with the screenshots,  
   2,000 without images.

The Aginity boilerplate 
should always complete the 
brochure. Do not alter the 
content. Only the approved 
boilerplate may be used. 

Twitter and Facebook 
icons should be linked to 
the Aginity accounts as 
clickable links.

Aginity logo is always 
placed in the top left corner 
on the back cover. Full 
color version is preferred 
but white is permissible 
over a colorful area.

This space may be used for a graphics or 
text. The Aginity swoosh may be used as 
a style element. Size of the graphic area 
is customizable based on the brochure 
needs. 

Size of the graphic area is customizable 
based on the brochure needs. 

Code: Arial Reg, 7.5/9 pt, Black URL: Arial Bold, 10/12 pt, Aginity Green



About a Case Study 

Case studies and customer testimonials can be the most powerful tools in  
marketing. Not only do they tell a story, but it is a way for customers to better  
understand and identify with a concept and how it may relate to their business. 

This case study template is used to show how a customer applied Aginity’s  
software and/or services. A brief business challenge, successful solution and  
results should be highlighted for quick executive review in the sidebar. Proper  
approvals from the customer must be obtained before their story and name  
are referenced. If a customer does not want their name used, a “blind case  
study” may be developed using this template. 

Case Study Details 

»» Illustration may be used to represent  
statistics or photography (see  
photograph guidance on page 20)  
may be used when applicable 

»» Stories may be 2-4 pages in length

»» The URL in the footer of each page  
should be hyperlinked

»» Page numbers should be used when  
there are more than 2 pages –  
Arial Bold 10/12 point, Aginity Green.  
Page count begins on page 2.

»» LinkedIn and Twitter icons should  
be linked to the Aginity social  
media channels

Aginity Brand Guidelines — Case Study
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Section should be quick  
stats for executive review 
rather than a quote or  
standard callout. Lines 
should be used above and 
below the callout box.
»	 Line weight .75,  
	  Aginity Blue, Offset  
	  .3125 above, .25 below
»	Subhead: Arial Bold,  
	 9.5/14 pt, Aginity Blue

»	Bullets: Arial Regular,  
	 9.5/14 pt, Aginity Blue

»	Character count: 480

Aginity Brand Guidelines — Case Study

Cropped swoosh 
graphic should be  
used on here. Other 
pages may use  
various portions of  
the full brand graphic.

Customer industry 
goes here.

Aginity logo is always placed in  
the top right corner on the cover

»	Headline: Avenir Roman, 28/27 pt,  
	 Aginity Green

»	Character count: 60

»	Subhead: Arial Regular, 14/19 pt,  
	 Aginity Dark Blue

»	Character count: 140

Aginity URL. Hyperlink to aginity.com. Arial Bold, 10/12 pt, Aginity Green

»	Subhead: Arial Bold, 12.5/14.5 pt,  
	 Aginity Dark Blue

»	Bullets: Arial Regular, 10/14.5 pt,  
	 Black

»	Body: Arial Regular, 10/14.5 pt, Black

»	Character count: 1,630
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Administrator

I am trying to convert campaign 
business logic embedded in Unica 
into Aginity Analytic Templates. 
How do I do that?

Architect

Analyst

My daily load failed. 
Can you help me determine why?

I just purchased house-holding 
data from Epsilon and need to 
load it as well as send data to 
them. What is the best way to 
achieve this using Aginity Amp?

1.  We can first provide a set of diagnostic queries to ascertain 
     what went wrong.
2.  We can work online collaboratively to see the results of the 
     diagnostics.
3.  We can document suggested actions and steps in standard 
     Aginity response forms for the customer to execute.
4.  All documentation is available online via the Customer 
     Support Portal

Key Figures:

I am trying to convert campaign 
business logic embedded in Unica 
into Aginity Analytic Templates. 
How do I do that?

My daily load failed. Can you help 
me determine why?

I just purchased house-holding data 
from Epsilon and need to load it as 
well as send data to them. What is 
the best way to achieve this using 
Aginity Amp?

My daily load failed. 
Can you help me 
determine why?

$9.8 
billion sales

40+ brands across
130 c  untries

72 million 
customers

93 million frames
manufactured 

4 logistics 
hubs
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Illustrative image or 
photography may be used 
where applicable.

Cropped swoosh 
graphic should be  
used on here. Other 
pages may use  
various portions of  
the full brand graphic.

Arial Bold, 10/12 pt, Aginity Green Arial Bold, 10/12 pt, Aginity Green

This space may be used for 
a callout or a quotation.
»	 Line weight .75,  
	  Aginity Blue, Offset  
    .3125 above, .25 below
»	Subhead: Arial Bold,  
	 9.5/14 pt, Aginity Blue

»	Bullets: Arial Regular,  
	 9.5/14 pt, Aginity Blue

»	Character count: 360

»	 Subhead: Arial Bold, 12.5/14.5 pt,  
	    Aginity Dark Blue

»	 Bullets: Arial Regular, 10/14.5 pt, Black

»	 Body: Arial Regular, 10/14.5 pt, Black

»	 Character count: 1,450 with the image,  
   2,115 without.



Aginity Brand Guidelines — Case Study

Cropped swoosh 
graphic should be  
used on here. Other 
pages may use  
various portions of  
the full brand graphic.

Aginity URL. Hyperlink to aginity.com. Arial Bold, 10/12 pt, Aginity Green
38

»	 Subhead: Arial Bold, 12.5/14.5 pt,  
	    Aginity Dark Blue

»	 Bullets: Arial Regular, 10/14.5 pt, Black

»	 Body: Arial Regular, 10/14.5 pt, Black

»	 Character count: 1,830

This space may be used for 
a callout or a quotation.
»	 Line weight .75,  
	  Aginity Blue, Offset  
	  .3125 above, .25 below
»	Subhead: Arial Bold,  
	 9.5/14 pt, Aginity Blue

»	Bullets: Arial Regular,  
	 9.5/14 pt, Aginity Blue

»	Character count: 480

Arial Bold, 10/12 pt, Aginity Green
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Cropped swoosh 
graphic should be  
used on here. Other 
pages may use  
various portions of  
the full brand graphic.

»	 Subhead: Arial Bold, 12.5/14.5 pt,  
	    Aginity Dark Blue

»	 Bullets: Arial Regular, 10/14.5 pt, Black

»	 Body: Arial Regular, 10/14.5 pt, Black

»	 Character count: 1,200 with the image  
   and 2,100 without the image. 

This area may be used to promote the customer  
company boilerplate or mission content. If the 
case study is a blind case study, please delete 
this paragraph.

The Aginity boilerplate should always complete  
the story. Do not alter the content. Only the 
approved boilerplate may be used. 

Twitter and Facebook icons should be linked 
to the Aginity accounts as clickable links.

Aginity logo is always placed in the bottom right corner on the back

This space may be used for 
a photograph or story text.

Size of the graphic area is 
customizable based on the 
story needs. 

URL: Arial Bold, 10/12 pt, Aginity Green / Code: Arial Reg, 7.5/9 pt, Black

This space may be used for 
a callout or a quotation.
»	 Line weight .75,  
	 Aginity Blue, Offset  
	 .3125 above, .25 below
»	Subhead: Arial Bold,  
	 9.5/14 pt, Aginity Blue

»	Bullets: Arial Regular,  
	 9.5/14 pt, Aginity Blue

»	Character count: 360



About a Sell Sheet 

A sell sheet is a one to two-page marketing asset commonly used to promote  
a product or service. A sell sheet should highlight the benefits of your product  
at a high level and typically compliments other marketing materials to encourage  
a customer to make a purchase or take the next step in the sales cycle. 

Sell Sheet Details 

»» Illustrative diagrams may be used to  
represent product relationships,  
statistics or pertinent information.

»» Typically 1-2 pages in length

»» The URL in the footer of each page  
should be hyperlinked

»» Page numbers should be used when  
there are more than 2 pages –  
Arial Bold 10/12 point, Aginity Green.  
Page count begins on page 2.

»» LinkedIn and Twitter icons should  
be linked to the Aginity social  
media channels

Aginity Brand Guidelines — Sell Sheet
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This cropped swoosh graphic 
should be used on p. 1. 
Other pages may use  
various portions of the full 
graphic. If asset is only 1 
page you can add a cropped 
portion of the graphic at the 
bottom to anchor the page.

Callout space can be used in a  
variety of ways. Bullets, quote,  
graphic are all acceptable options. 
»	 Line weight .75, Aginity Blue,  
    Offset .3125 above, .25 below
»	Subhead: Arial Bold, 10/14 pt,  
    Aginity Blue

»	Bullets: Arial Regular, 10/14 pt,  
    Aginity Blue

»	Character count: 550

»	Headline: Avenir Roman, 31/34 pt,  
	 Aginity Green

»	Character count: 55

Aginity URL. Hyperlink to aginity.com. Arial Bold, 10/12 pt, Aginity Green

»	 Subhead: Arial Bold,  
   12.5/14.5 pt,  
    Aginity Dark Blue

»	 Bullets: Arial Regular,  
   10/14.5 pt, Black

»	 Body: Arial Regular,  
   10/14.5 pt, Black

»	 Character count: 1,555

Aginity logo is always placed  
in the bottom right corner



Callout space can be used in a  
variety of ways. On the back of this 
template this space is reserved for  
the Aginity boilerplate.  

The Aginity boilerplate should always 
complete the brochure. Do not alter 
the content. Only the approved 
boilerplate may be used. 

Twitter and Facebook icons should 
be linked to the Aginity accounts as 
clickable links.
»	 Line weight .75, Aginity Blue,  
    Offset .3125 above, .25 below
»	Subhead: Arial Bold, 10/14 pt,  
    Aginity Blue

»	Bullets: Arial Regular, 10/14 pt,  
    Aginity Blue

»	Character count: 405

Aginity logo is always placed  
in the bottom right corner

»	 Subhead: Arial Bold,  
   12.5/14.5 pt,  
    Aginity Dark Blue

»	 Bullets: Arial Regular,  
   10/14.5 pt, Black

»	 Body: Arial Regular,  
   10/14.5 pt, Black

»	 Character count: 1830

Aginity Brand Guidelines — Sell Sheet
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Cropped swoosh 
graphic should be  
used on here. Other 
pages may use  
various portions  
of the full brand 
graphic.

URL: Arial Bold, 10/12 pt, Aginity Green / Code: Arial Reg, 7.5/9 pt, Black



About a Technical Brief 

A technical brief is a one to two-page marketing asset which is written for  
an audience with an understanding of a specific technology. Briefs focus  
on key features and specifications of a product and provide supplementary  
details to be used with other marketing materials in the sales cycle. 

Technical Brief Details 

»» Illustrative diagrams may be used to  
represent product relationships,  
statistics or pertinent information.

»» Typically 1-2 pages in length

»» The URL in the footer of each page  
should be hyperlinked

»» Page numbers should be used when  
there are more than 2 pages –  
Arial Bold 10/12 point, Aginity Green.  
Page count begins on page 2.

»» LinkedIn and Twitter icons should  
be linked to the Aginity social  
media channels

Aginity Brand Guidelines — Technical Brief
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This Aginity swoosh graphic 
should be used on p. 1. 
to anchor the page. Other 
pages may use various 
portions of the full graphic. 

Chart content is a treated similarly to a 
callout block but should be part of the text 
box space rather than set apart. If you do 
not have content for a chart this area should 
be treated like standard body text. 
»	 Line weight .75, Aginity Blue,  
    Offset .3125 above, .25 below

»	Subhead: Arial Bold, 9.5/14 pt, Black

»	Bullets: Arial Regular, 9.5/14 pt, Black

»	Character count: 530

»	Headline: Avenir Roman, 29/30 pt,  
	 Aginity Green

»	Character count: 70

»	Subhead: Arial Regular, 16/25 pt,  
	 Aginity Dark Blue

»	Character count: 60

Aginity logo is always placed  
in the top right corner

Aginity URL. Hyperlink to aginity.com. Arial Bold, 10/12 pt, Aginity Green

»	 Subhead: Arial Bold,  
   12.5/14.5 pt,  
    Aginity Dark Blue

»	 Bullets: Arial Regular,  
   10/14.5 pt, Black

»	 Body: Arial Regular,  
   10/14.5 pt, Black

»	 Character count: 1,110

Aginity Brand Guidelines — Technical Brief
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This Aginity swoosh graphic 
should be used on p. 1. 
to anchor the page. Other 
pages may use various 
portions of the full graphic. 

This space may be used for a  
callout or a quotation.
»	 Line weight .75, Aginity Blue,  
    Offset .3125 above, .25 below
»	Subhead: Arial Bold, 9.5/14 pt,  
    Aginity Blue

»	Bullets: Arial Regular, 9.5/14 pt,  
    Aginity Blue

»	Character count: 480

»	Headline: Avenir Roman, 29/30 pt,  
	 Aginity Green

»	Character count: 70

»	Subhead: Arial Regular, 16/25 pt,  
	 Aginity Dark Blue

»	Character count: 60

Aginity logo is always placed  
in the top right corner

Aginity URL. Hyperlink to aginity.com. Arial Bold, 10/12 pt, Aginity Green

This template flows text in 2 
columns. It is recommended 
that content is kept brief so  
that a reader has less area  
to scroll up and down through 
when reading on screen.

»	 Subhead: Arial Bold,  
   12.5/14.5 pt,  
    Aginity Dark Blue

»	 Bullets: Arial Regular,  
   10/14.5 pt, Black

»	 Body: Arial Regular,  
   10/14.5 pt, Black

»	 Character count: 1,845

Aginity Brand Guidelines — Technical Brief
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This space may be used  
for a diagram or text. 

Aginity logo is shown 
in the top right corner

This template flows text in 2 
columns. It is recommended 
that content is kept brief so  
that a reader has less area  
to scroll up and down through 
when reading on screen.

The Aginity boilerplate should 
always complete the brochure. 
Do not alter the content. Only 
the approved boilerplate may 
be used. 

Twitter and Facebook icons 
should be linked to the Aginity 
accounts as clickable links.

»	 Subhead: Arial Bold,  
   12.5/14.5 pt,  
    Aginity Dark Blue

»	 Bullets: Arial Regular,  
   10/14.5 pt, Black

»	 Body: Arial Regular,  
   10/14.5 pt, Black

»	 Character count: 1,330  
   with the image and 2,565  
   without an image. 

Aginity Brand Guidelines — Technical Brief
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Cropped swoosh graphic 
should be used on here. 
Other pages may use 
various portions of the 
full brand graphic.

Aginity URL. Hyperlink to aginity.com 
Arial Bold, 10/12 pt, Aginity Green

 Code: Arial Reg, 7.5/9 pt, Black



About a White Paper 

A white paper is a persuasive, authoritative, in-depth report on a specific topic  
that presents a problem and provides a solution. White papers are used as part  
of the sales cycle before the sale is made. White papers do not communicate  
opinions. They provide facts and are not a sales pitch. A white paper aids the  
reader in understanding an issue, promoting a particular methodology, or  
providing information to solve a problem or make a decision. Business to  
business white papers may be used to generate leads, communicate thought  
leadership, and/or educate and entice prospective customers.

White Paper Details

»» Illustrative diagrams may be used to represent product relationships,  
statistics or pertinent information.

»» Typically 6 or more pages in length. White papers with a page count  
of 4 pages or more should use a table of contents for navigation 

»» The URL in the footer of each page should be hyperlinked

»» Page numbers should be used when there are more than 2 pages –  
Arial Bold 10/12 point, Aginity Green. Page count begins on page 2.

»» LinkedIn and Twitter icons should be linked to the Aginity social  
media channels

Aginity Brand Guidelines — White Paper
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3 lines maxiumum for 
the headline and 2 lines 
for the subhead are 
recommended.

»	Headline: Avenir Roman,  
	 40/42 pt, Aginity Green

»	Character count: 50

»	Subhead: Arial Regular,  
	 15/17 pt, Aginity Dark Blue

»	Character count: 95

»	Author line (this content  
   may be eliminated if      
   applicable: Arial Regular,  
	 11/17 pt, Black

»	Character count: There  
	 is no character limit for  
	 an author’s name and 
 	 title.

Aginity logo is always placed in  
the top right corner on the cover

Aginity swoosh graphic should be  
used on here in its entirety. Other 
pages may use various portions  
of the full brand graphic.
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Callout space
»	 Line weight .75,  
	  Aginity Blue, Offset  
	 .3125 above, .25  
	 below
»	Subhead: Arial Bold,  
	 10/14 pt, Aginity Blue

»	Bullets: Arial Regular,  
	 10/14 pt, Aginity Blue

»	Character count: 360

Arial Bold, 10/12 pt, Aginity Green Arial Bold, 10/12 pt, Aginity Green

»	 Subhead: Arial Bold,  
   12.5/14.5 pt,  
    Aginity Dark Blue

»	 Bullets: Arial Regular,  
   10/14.5 pt, Black

»	 Body: Arial Regular,  
   10/14.5 pt, Black

»	 Character count:  
   1,800

Aginity swoosh graphic may 
be used on here. Other pages  
may use various portions of 
the brand graphic.

Arial Bold, 10/12 pt, Aginity Green

Aginity logo is 
always placed in  
the top left corner 
on the left page  
of the spread. 

Aginity logo is 
always placed in  
the top right corner  
on the right page 
of the spread. 

Callout space
»	 Line weight .75, Aginity Blue, Offset .3125 above, .25 below   
»  Subhead: Arial Bold, 10/14 pt, Aginity Blue

»	Bullets: Arial Regular, 10/14 pt, Aginity Blue  »  Character count: 550

»	 Subhead: Arial Bold,  
   12.5/14.5 pt,  
    Aginity Dark Blue

»	 Bullets: Arial Regular,  
   10/14.5 pt, Black

»	 Body: Arial Regular,  
   10/14.5 pt, Black

»	 Character count:  
   1,630



»	 Subhead: Arial Bold, 12.5/14.5 pt,  
    Aginity Dark Blue

»	 Bullets: Arial Regular, 10/14.5 pt, Black

»	 Body: Arial Regular, 10/14.5 pt, Black

»	 Character count: 1,550

The Aginity boilerplate should always 
complete the white paper. Do not alter  
the content. Only the approved boilerplate  
may be used. 

Twitter and Facebook icons should 
be linked to the Aginity accounts as 
clickable links.

Aginity logo is always placed  
in the top left corner on the 
last page. 

Code: Arial Reg, 7.5/9 pt, Black URL: Arial Bold, 10/12 pt, Aginity Green

Aginity Brand Guidelines — White Paper Back Cover/Back Page
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Callout space
»	Line weight .75, Aginity  
	 Blue, Offset .3125 above,  
	 .25 below

»	Subhead: Arial Bold,  
	 10/14 pt, Aginity Blue

»	Bullets: Arial Regular,  
	 10/14 pt, Aginity Blue

»	Character count: 300

Aginity swoosh graphic may 
be used on here. Other pages  
may use various portions of 
the brand graphic.
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Aginity Services and
Adoption Cycle

Ag
ini

ty
 S

er
vic

es
 an

d
Ad

op
tio

n 
Cy

cle

Premium
Support Service

Data 
Managed
Service

Aginity Amp Usage Approach

Learning and Support

Analytic
Development

Managed
Service

Quick Start
Installation Service

Classroom Training Knowledge Base

E-Learning

Decompose 
   Use Case

Test in 
   Sandbox

     Find and
    Design
   Discrete 
 Math

Analytic
Development

Document Math
Parameterize Math

Data Ingestion

Acquire Data
Load Data

Setup Orchestration

Profile
Data

Logically Model Data

Analytic Consumption

Sent to 
Governance   

Understand 
        Data Requirement

Reuse or 
    Build New 
        Publication

Test in      
    Sandbox

Govern and
Manage Analytics

Data Quality 
Audits » Amp Object 
Migration Process » 

Publication and Attribute 
Usage and Approval » 

Performance Audits » 
Adoption and Usage

Reports Audits » Adoption
 and Usage Reports

DocumentationForums

USE-CASE BASED USE-CASE BASED
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Touch 1

Touch 2

Touch 1

Touch 2
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Add

Add Window

Alert

Archive

Arrows

Attachment

Back

Bookmark

Caution

Chat

Confirm

Contact us

Delete

Down

Download

Edit

Email

Expand

External link

First page

Forward

Help

Home

Information

Jump link

Last page

LInk

Location

Menu

Next

Not secure

Phone

Pop up

Power

Previous

Actions, arrows and controls

Privacy

Query

Recommended

Refresh

Remove

Reset

Save

Search

Secure

 

Scale

Settings

Share

Shopping cart

Subtract

Sync

Tag

Trashcan

Up

Upload

View

Volume

Wifi

Zoom In

Zoom Out

Aginity and Software

Add page

Business
Intelligence

Cellphone

Chip

Cloud

Dashboard

Data Can

DOC

Download from the Cloud

Flag

GIF

GRC

GUI

Interconnected

Laptop

Monitor

Mouse

MP3 player

OLAP

Printer

Remove Page

Restricted page

SOX

Tablet

Upload to the Cloud

XBRL

XLS

ZIP
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Broadcast

Chemical

Farming &
Agriculture

Fire and Rescue

Food and Beverage

Gaming

Government 

Healthcare 

Higher Education 

Insurance

K-12

Media

Nuclear

Pharmaceutical

Police

Retail

Industry

General Business

Bar chart

Calculator

Calendar

Charts

Clock

Files

Flow chart

Folder

Pie chart

Presentation 

World

Media

Bluetooth

Facebook

Instant message

Like

LinkedIn 

 

Love

Megaphone

Music

Pause

Picture

Pinterest

Play

Podcast

RSS

Skype

Star

Stop

Twitter

USB

Misc. Objects

Book

Clipboard

Flag

Gears

Green energy

Key

Lightbulb

Pencil

Puzzle

Recycle

Target (bullseye)

Telco tower

Money

¥

€

Coins

Piggy Bank

$

£

Numbers
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Key
finding:
multi-
brand

customers

2X more
valuable

200
attributes
analyzed

MSP Clouding Your Vision
A global leader in eyewear wanted 
to see customers more

40+ brands across
130 c  untries

72 million customers
    But key data 
was walled off   

…in systems 
managed by MSPs

Aginity Amp™

tore down  the walls

…revealed  buying behavior

…provided speed, 
   cost savings

3 months (vs 12+) transition
7X number of weekly campaigns
50% = operating costs saved

tore down  the wallstore down  the walls

Amp – IBM
Campaign –
1st in-house

campaign

Amp –
SAS® –

predictive
models

Amp – IBM
Campaign –
1st in-house

campaign

Amp –
SAS® –

predictive
models

In 30 days
(vs. 180+)

data insourced
for 6 brands
over 7 years
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