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Overview



O P P O R T U N I T Y
Sixwatch was founded by John Owens 

to cater to business owners and like-

minded entrepreneurs. With over 25 years 

of experience in the industry, Owens 

understands the challenges of finding 

reliable IT vendors and partners. He found 

that most of these services over-promised 

and under-delivered, providing little 

support when it was needed. This led to the 

establishment of Sixwatch. The business 

had a strong message with “We’ve got your 

six” an military tactic for protection, but 

their brand story needed to come alive with 

a strong visual and verbal personality.

S O L U T I O N
Sana has given a local Managed IT 

service company called Sixwatch 

a complete brand refresh. Before 

refreshing the brand, it’s important 

to understand the background of the 

brand and its future goals. Giving the 

brand a personality and set of beliefs 

makes it more relatable to consumers. 

The brand strategy began with a 

thorough analysis of Sixwatch’s current 

status through research, insights, 

customer analysis, customer journey 

mapping, and competitive analysis. This 

helped us know exactly who they are.

The next step was to create the visual 

and verbal identity for Sixwatch. This 

included developing visual elements 

to express what the brand represents, 

and documenting these elements 

in guidelines to ensure consistency. 

Additionally, a strong verbal personality 

expressed primarily through written 

media needed to be outlined to 

align with the visual identity. Upon, 

completion of the brand strategy 

and creative expression we engaged 

Sixwatch with a full brand activation 

strategy and roll-out plan.

Case Study:
Sixwatch



D I S T I N C T  M E T H O D O L O G Y

Sana | Brand Compass™

D I S C OVE R  &  D E F I NE

 

Every strong brand begins with clarity. Brand 

Compass™ helps leadership define where the 

brand is today, where it needs to go, and what 

should guide its decisions. We clarify purpose, 

positioning, audience, differentiation, values, and 

aspirations to establish a clear strategic direction. 

The result is more than a strategy. It is a shared 

compass for making brand decisions.

Sana | Brand Expression™

D E S I G N  &  D E L I VE R

 

Once the strategy is clear, Sana brings it to life. Brand 

Expession™ transforms strategic thinking into the 

creative expression that defines how the organization 

presents itself to the world—from brand identity and 

visual language to voice, messaging, guidelines, and 

the templates needed to express the brand consistently 

across print and digital channels. The result isn’t simply 

an identity. It is a distinctive expression of who you are.

Sana | Brand Stewardship™

P R OT E CT  &  ST R E N GT H E N

 
Creating the brand is only the beginning. Brand 
Stewardship™ provides the ongoing strategic 
oversight needed to protect its integrity and value 
as the organization grows. Sana serves as the brand 
steward, helping ensure that the people, agencies, 
and partners representing the company remain 
aligned with the strategy, identity, and standards 
that made the brand valuable in the first place. 
Because every expression of your brand should tell 
the same story.
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C R E AT I V E  E X P R E S S I O N

B R A N D  A S S E T
S U I T E  &  G U I D E L I N E S :

Your comprehensive digital platform 

that enables organizations to centrally 

manage, distribute, and analyze their 

brand assets. These assets include 

logos, icons, templates, images, videos, 

and other multimedia content that 

represent a company’s brand identity 

expressed in the brand guidelines.
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BRAND GUIDEL INES  are the 

formally defined parameters of 

the visual expression and verbal 

personality elements of your brand. 

Even if we may be clear in our own 

minds about the work that we do, 

it’s extraordinarily easy to not be 

focused without brand guidelines.

When everyone is 
responsible for the brand’s 
growth – it shows.

B R A N D  G U I D E L I N E S  B O O K

INSPIRE 
Leadership must 

inspire employees to 

believe in the brand and 

the role they have with 

supporting it.

INFORM 
Customers need to know 

what the brand promise 

is, what the values are, 

and why they are right for 

the organization.

E M P O W E R 
Employees need to 

have the structure and 

tools so that the brand 

promise being made is 

kept sacred.



B R A N D  A S S E T  S U I T E

Your comprehensive digital platform 

that enables organizations to centrally 

manage, distribute, and analyze their 

brand assets. These assets include 

logos, icons, templates, images, 

videos, and other multimedia content 

that represent a company’s brand 

identity expressed in the brand 

guidelines.

Branding & Marketing
Assets Intranet



Strategy



In this masterfully-crafted course, Jeffrey Damm, Founder of Sana, 

will teach your team to discover the future of your brand. This 

onsite co~creation workshop guides executives, managers, and 

stakeholders responsible for the success of the brand to define and 

align their brand strategy with creative expression. 

The Business Guide to BRANDING

C O ~ C R E A T I O N
W O R K S H O P



What do you look like?

VERBAL PERSONALITY 
Having a strong personality that is expressed 

primarily within written media needs to be 

outlined to coincide with all the visual material. 

BRAND STORY 

BRAND VOICE & TONE

CONTENT FRAMEWORK

BRAND STRATEGY 
First we have to know the 

background of the brand, and where 

it intends to go. Giving the brand 

a personality and beliefs makes it 

approachable to consumers. 

BRAND AUDIT & VALUATION 

CORE PRINCIPLES 

BRAND PERSONALITY 

MARKET POSITIONING 

THE BRAND BELIEFS 

BRAND ARCHITECTURE

VISUAL EXPRESSION 
These are all the elements that you will use to 

express what your brand is about, and what it 

stands for. Outlining these in the guidelines is 

absolutely necessary if you want to achieve 

consistency within your brand. 

LOGO TREATMENTS

BRAND COLORS

ICONOGRAPHY 

HOUSE TYPEFACES 

THE BRAND IMAGERY 

BRAND REPRESENTATION

Who are you?

How do you sound?

P H A S E  2 :  E X E C U T I O N

P H A S E  1 :  V I S I O N

V I S I O N  +  E X E C U T I O N

Think of building a house, you must first design the 

BLUEPRINT (vision) before you BUILD IT (execution).

B R A N D  F O R M U L AT I O N



BRAND COMPASS 

CO~CREATION 

WORKSHOP

This exclusive brand building 

workshop is for all leaders, 

executives and managers who 

are responsible for branding 

and who contribute to the 

organization’s growth initiatives. 

Brand 
Development 
for Organizations 
and Professionals



TRUE VISION 

CAN’T BE IMPOSED

on a company– it has to grow from 

the shared purpose and passion of its 

people. The leader’s job is to shape and 

articulate that vision, making it distinct 

and inspiring.

A Company Never Acts 
Without a Vision. 
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M AT E R I A L  V S .  I N TA N G I B L E

H A R L E Y  D A V I D S O N 

B E L O N G I N G

A P P L E 

S I M P L I C I T Y

P E L O T O N 

I N C L U S I V E N E S S

There has been a massive migration from a MATERIAL-

BASED economy to an INTANGIBLE-BASED economy. 

Over the last 50 years, the monetary value of intangible 

assets has increased from 17 PERCENT to 93 PERCENT. 

A large part of this value is directly attributable to 

brands. It turns out that people will happily pay for 

emotional benefits such as immediacy, personalization, 

self-identity, and empowerment.

How much will customers pay 
for emotional connections?

EXTRA:  DEFINING YOUR INTANGIBLE ASSETS 

C O ~ C R E A T I O N 
W O R K S H O P

S I X W AT C H  V I S U A L  I D E N T I T Y

Brand Compass: Workbook
Brand Compass digital workbooks offer a unique approach to learning and application. This 
hands-on approach helps solidify core principles and ensures that participants input matters.
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D E V E L O P I N G  Y O U R  C O R E  P R I N C I P L E S

Redefine how your brand 

is perceived, and build a 

framework for the growth of 

your business. Few things 

are more important than how 

your brand is perceived. Brand 

strategy is the process of 

shaping these perceptions. 

It has the power to influence 

customer behavior and attract 

and retain ideal employees.

NORTH STAR   Understanding what you can be 
the best in the world at. 

PURPOSE   The fundamental reason your 
company is in business beyond making money. 

MISSION    An over-arching strategy for achieving 
your purpose. 

VISION    A bold picture of the future to focus 
everyone’s efforts on the mission. 

TRUELINE     An internal expression of your 
brand’s most compelling differentiator. 

TAGLINE    An outward-facing expression of 
your trueline for your customers and public. 

B U I L D I N G  F R O M  T H E  C O R E

Aristotle said, “A soul never thinks 
without an image.” Thus, a company 
never acts without a vision. 

The word VISION is often passed as merely the LEADER’S vision.  

TRUE VISION can’t be imposed on a company– it has to grow from 

the shared purpose and passion of its people. The leadership’s 

job is to shape and articulate that vision, making it inspiring.
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The first three STEPS illustrate the role of FOCUS in building a brand 

that has a clear sense of who they are and where they’re going. The 

next five STEPS will show how focus connects to its powerful twin, 

DIFFERENTIATION. But let’s take a break for a moment to consider 

the role of trends in driving both. When focus and differentiation are 

powered by a trend, the result is a charismatic brand that customers 

wouldn’t trade for love or money. It’s the difference between paddling 

a surfboard and riding a wave. What trends can you ride? The variety is 

virtually endless, since each industry, region, and subculture spawns its 

own trends.

WHAT TREND IS POWERING YOUR BUSINESS? 

CAN YOU RIDE MORE THAN ONE 
TREND AT A TIME?

MAKE A LIST OF THE TRENDS THAT WILL 
POWER YOUR SUCCESS:

STEP 10:  WHAT TREND ARE YOU RIDING? 

C O ~ C R E A T I O N 
W O R K S H O P
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A brand doesn’t exist in a vacuum. The passion, purpose, and vision that 

drive a company may be virtually identical with those of competitors. 

Every David needs a Goliath! Competition is a must—embrace it. It is 

vital and critical for business growth. You WILL have Direct Competitors 

and Indirect Competitors. Indirect competitors are the businesses that 

sell a product or service in the same category as you, but it’s different 

enough to act as a substitute for your product or service.

WHO ELSE COMPETES IN YOUR CATEGORY?

WHERE DOES YOUR BRAND RANK 
WITH ALL CUSTOMERS?

STEP 6:  WHO SHARES YOUR BRANDSCAPE? 
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C O ~ C R E A T I O N 
W O R K S H O P
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B R A N D  S T R A G T E G Y

1
What’s 

your 
north star?

2
What’s your 

purpose 
and mission?

3
What’s

your
vision?

 
What your purpose 

and how will you 
accomplish it?

State these in 12 
words or less

Test it on a 
real piece of 

communication 

6
Who 

shares the
brandscape?

Find out how your 
brand ranks with 

customers 

Design a strategy 
to become number 

one or two 

Define you 
North Star

Paint a 
vivid picture of 

your future 

4
What makes 

you the 
‘only’?

Complete a 
simple onliness 

statement

Add detail by 
answering what, 

how, where, when 
and why

7
Who 
loves 
you?

8
Who’s 

the 
enemy?

9
What do 
they call 

you?

Diagram 
your brands 
community

Tell your 
customers what 
you’re not, in no 
uncertain terms

Is it suitable for 
brand play? Does it 
 have creative legs?

Decide how 
each participant will 

both contribute 
and  benefit

Choose a name 
that’s different, brief 

and appropriate

Make sure it’s 
easy to spell and 

pronounce

5
How do 

you explain 
yourself?

Craft a trueline 
that tells why your 
brand is compelling 

Avoid any 
commas or 

‘ands’ 

Turn your trueline 
into a tagline to use 

with customers 

10
What 

trend are 
you riding?

Make a trend list 
that will power 
your success

What drives your 
economic engine?

What is your 
strategy to achieve 

your purpose?

What is the 
fundamental reason 
you’re in business?

How can you make 
this vision palpable 

and exciting? 

Who is your 
customer?

What do you want 
to accomplish in 

5, 10, or 20 years?

What is your 
business deeply 

passionate about?

Who comes first, 
second, and third in 
customers. Minds?

Who else 
competes in your 

category? 

What’s the 
makes your brand 
both different and 

compelling?

How can you 
manage your brand so 

everyone’s happy?

Which competitor 
can you paint as 

the bad guy?

If not, is there 
a way to work 

around it?

Who makes 
up your brand 
community?

If its hurting. Is 
there an opportunity 

to change it? 

Is your name 
helping or hurting 

your brand? 

What’s the one 
true statement you 

can make about 
your brand?

Can you ride 
more than one 

trend at a time?

How powerful 
is the trend?

What trend is 
powering your 

business?1 0 - S T E P  B R A N D  F O R M U L A

C H E C K P O I N T

L E G E N D

Q U E S T I O N S I N S T R U C T I O N S
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PLEASE EXPLAIN WHY YOU CHOSE THAT 
PARTICULAR BRAND ARCHETYPE?

EXTRA:  WHAT IS YOUR BRAND ARCHETYPE? 

A brand archetype is an emotion or character 
type that is notably recurrent across the brand 
experience and creates an immediate sense 
of familiarity. Please select the best archetype 
that represents your brand:

LOVER

HERO 

MAGICIAN

OUTLAW 

EXPLORER

SAGE

INNOCENT

CREATOR

RULER

CAREGIVER

EVERYMAN

JESTER

C O ~ C R E A T I O N 
W O R K S H O P

P A R T I C I P A N T  D I G I T A L  W O R K B O O K

THE 10-STEP BRAND FORMULA
Each checkpoint addresses three key

elements focus, differentiation, & trend.

Digital Workbook
•	Brand Compass Companion

•	Develops Core Principles

•	Defines Intangible Assets

•	Clarify Brand Archetype

•	Develop Values

•	Define Brand Pillars

•	Create Your North Star
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TOP 10 NATIONAL COMPETITORS

sana-brands.comMaking Brands Brilliant.™D I R E C T  C O M P E T I T O R S

5. ACCENTURE   Accenture acquired Symantec’s MSSP services in April 2020. The company’s MSSP offering now includes managed 
application security to accelerate application release cycles while ensuring security; managed cloud security to assess threats and respond 
automatically across an enterprise’s cloud environment; managed digital identity to streamline access to services and applications; managed 
security risk to improve decision-making while mitigating risks; and MDR to detect and respond to threats throughout cloud and on-premises 
environments.

4. VERIZON   Verizon Managed Security Services collects threat data in real-time and send it to the company’s proprietary Security Analytics 
Platform, which filters out benign events and escalates incidents likely to pose a threat. All security incident information is viewable through 
Verizon’s Web-based Unified Security Portal, which provides granular search and query capabilities as well as comprehensive reporting on 
incidents and logs.

3. TRUSTWAVE   Trustwave helps businesses fight cybercrime, protect data and reduce security risk. Backed by the company’s SpiderLabs 
threat intelligence team, Trustwave’s portfolio of managed security services includes 24/7 threat monitoring and detection, technology 
management, security testing, and proactive threat hunting. More than three million businesses are enrolled in the Trustwave TrustKeeper 
cloud platform, which delivers vulnerability and compliance management.

2. AT&T   AT&T Cybersecurity provides monitoring, investigation, and incident response services with 24/7 monitoring from eight SOCs 
worldwide that leverage up-to-date threat intelligence from AT&T Alien Labs. Centralised security monitoring covers cloud and on-premises 
environments, including endpoints, networks, and cloud apps, supporting threat detection within minutes of installation.

1. IBM   IBM Managed Security Services offers 24/7 monitoring, management and response to advanced threats, risks and compliance 
needs, with a variety of tailored services available, including threat, cloud, infrastructure, data, identity, and response management. Security 
information and event management (SIEM) tools, endpoint detection and response solutions and traditional network security tools are just 
some of the devices it can manage.

S I X W AT C H  V I S U A L  I D E N T I T Y

Brand Strategy: Discovery
Our brand strategy services are specifically designed to drive business growth. The result is 

strategic platform that can serve as a foundation for the future of your brand—and your business.

STAGE AWARENESS CONSIDERATION DECISION EXECUTION & DELIVERY LOYALTY & ADVOCACY

CUSTOMER 
ACTIVITIES

CLIENT GOALS

TOUCHPOINTS

CUSTOMER
EXPERIENCE

RATINGS

BUSINESS GOAL

KPIs

ORGANIZATIONAL
ACTIVITIES

 
RESPONSIBLE

TECHNOLOGY
SYSTEMS

Confirm decision and
 Purchase effortlessly.

Phone, email, & chat Phone, email, & chat Phone, email, & chat 

Increase awareness 
and interest

Increase number 
of website visitors

and generate leads.

Increase value 
 proposition & 

conversion rate

Increase leads, 
sales, and 

conversion rate

Increase customer 
service satisfaction, 

minimize approval
time

Pinpoint services 
to match 

expectations

Increase retention 
rate and service 
value and/or 

frequency.

Requires effort 

Customer 
satisfaction

Retention rate, 
service value and 

frequency.

Service
reviews

Proposal value, 
conversion rate

Negotiate Satisfied “Peace of Mind”ReassuredWorried, Vulnerable Contemplating Committed “I have to share” 

Referral from 
colleagues, see offline 

collateral or online 
social ad.

Need to Hire or find
new Managed IT

Service Provider.

Optimize business 
operations through 

security and support

Compare & Evaluate
MSP competition 

services and pricing.

Schedule an 
Assesment Meeting.

Negotiate, Sign 
Proposal, and 

conduct Kick-Off 
Meeting.

Receive Final IT 
Strategy and 3 Month 

Support Cycle 
begins.

Contact Sixwatch 
Department of 
Defense for live 

support.

Enjoy Peace of Mind 
and ability to focus 

on own business 
operations.

Renew contract for 
additional time or 

upgrade service level 
if applicable.

Share experience
by word of mouth
or through online 
comment sites.

Find & select services 
easily, get motivated 
to move forward on 

purchase.

Receive purchase 
effortlessly and 

desire to get started 
receiving support.

Get help if security 
problems appear, 
request ticket for 

support.

Have the right and 
good quality 
ingredients.

Repeat good 
customer 

experience.

Share feelings, 
give feedback.

Word of mouth, 
website, trade show 

event, & social media.

Website, HubSpot 
sequencing, call, & 
confirmation email.

Website, software, 
(email, SMS, phone 

call and onsite 
resolutions).

Client package, 
(folder with 

project materials).

Word of mouth, 
traditional media, 

social media, & local
events.

Word of mouth, and 
social media.

Respond quickly to all 
lead communication 

and meeting 
appointments

Number of leads 
reached and

converted

Number of
website visitors

HubSpot sales, 
digital marketing 

sales & conversion 
rate

6 Phase CRM 
Pipeline nurtured 
and responded to 

quickly

Customer service 
success rate, decrease
ticket resolution time

Turn clients into 
advocates, turn 

negative experiences 
into positive.

Online digital 
marketing 

development, 
customer service

Online digital 
marketing 

development, 
customer service

Create marketing 
campaigns and 

content both offline 
and online

Create marketing 
campaigns and 

content both offline 
and online

Optimize sales
and marketing

leads experience

Optimize sequence 
pipeline funnel, 

meeting scheduling

Develop strategy 
based on client’s 
custom IT needs.

Organize 
customer service

Develop services 
& pricing range

Target marketing, 
make re-purchasing 

easy, upselling 
and/or cross-selling

Manage feedback 
and social media, 
develop sharing / 

inviting possibilities

Customer service, 
online development

Marketing, online 
development

Service 
development, 

purchasing

Customer serviceSixwatch Sales 
Team, input from 

engineers to 
develop proposal.

Marketing & 
Communications

Marketing & 
Communications

CRM, analytics, 
programmatic buying 
platform, social media

CRM, analytics, 
CMS, marketing 

automation

CRM, analytics, CMS, 
ecommerce platform, 
Product Information 

Management (PIM) 

CRM, analytics, CMS, 
ecommerce platform, 
PIM, inventory system, 
marketing automation

CRM, analytics, 
order & delivery 

system, marketing 
automation

CRM, analytics, help 
desk, ticketing 

system, chat
live online meetings

CRM, analytics, 
vendor management 

system, PIM

CRM, analytics, 
marketing 

automation, 
ecommerce platform

CRM, analytics, 
marketing automation, 
ecommerce platform, 
social media analytics

Sixwatch Customer Journey Map Matrix

SUMMARY
03

SIXWATCH SPECIALIZES IN IT STRATEGY, SECURITY AND SUPPORT FOR 
EXECUTIVES, MANAGERS AND THE GENERAL PUBLIC. THEY ARE A DOMESTIC 
IT MSP BUSINESS, (MANAGED SERVICE PROVIDER). 

THIS PROJECT SEEKS TO RESEARCH & AUDIT A CLEAR BRAND POSITIONING 
THAT SIXWATCH CAN OCCUPY IN THE MINDS OF ITS STAKEHOLDERS.

IT’S ABOUT ENSURING SIXWATCH HAS ITS STORY STRAIGHT FOR THE 
FUTURE AND POSSESSES THE TOOLS IT NEEDS BE ABLE TO EFFECTIVELY 
AND CONFIDENTLY COMMUNICATE, INTERNALLY AND EXTERNALLY.

sana-brands.comMaking Brands Brilliant.™S I X WAT C H  R E S E A R C H

SIXWATCH Website
Observations:
Understanding who 
SIXWATCH is as an IT MSP 
brand (i.e. What it stands 
for & what it’s all about 
beyond its products and 
services) is rather unclear.

While there are interesting 
concepts present, multiple 
sections of information 
that introduce varying 
elements and ideas are not 
conducive to creating a 
simple, clear positioning in 
the minds of the audience.

Brand Visual Identity needs to be stronger 
through discovery of its unique value 
proposition to draw upon its differentiator. 
Color pallete needs a striking upgrade. 
Iconography is good it simply needs a 
hook to feel like there is ownership and 
not just stock. 

The target audiences are quickly identified on 
the homepage through verbal content, but the 
visual imagery connection feels like they are all 
the same level (everyone).

I do like the establishment of ETHOS (greek for 
credibility) with the usage of global partner that 
the audience or end user recognizes.

»

«

CREATE A BIG FOCUS ON 
CUSTOMER RELATIONSHIPS 
AND PARTNERSHIPS; 
PERHAPS SIXWATCH IS 
THE ONE BRAND THAT IS 
MORE DEDICATED THAN 
ANY OTHER TO MAKING 
PEOPLES LIVES BETTER.

SIXWATCH should take a lot of pride 
in developing long-term partnerships 
through close, mutually beneficial 
relationships (both externally and 
internally) • Positive sentiment and 
conviction towards these partnership / 
people-first characteristics: 

• People-centricity / customer experience

• Proactiveness / ambitious

• Problem-solvers / pragmatic

• Dependable / accessible

• Dedicated / committed

sana-brands.comMaking Brands Brilliant.™S I X WAT C H  N E W  P O S I T I O N

Connect with us.
Partner with us.
Align with us.
Grow with us.
Work with us.
Scale with us.

 
A tagline something like: 

Succeed with us.

Succeeding together. 
A central positioning narrative about: 

Professional
Recommendation:
Sana recommends this 

approach to instant 

accessibility to an risk 

assessment checklist 

rather than an online 

form request for a call 

back. Instant gratification 

is the new norm and this 

checks that box.

LOCAL COMPETITORS

sana-brands.comMaking Brands Brilliant.™D I R E C T  C O M P E T I T O R S

HTTPS://WWW.SYMMETRICGROUP.COM/
Semmetric Group - Managed IT Services | Tampa, Florida 
When you don’t have coverage, it’s dangerous to go it alone. We offer scalable, Flat-Fee Unlimited Managed IT Services 
that give your organization the technology IT deserves to run more efficiently. Cut your technology support costs with our IT 
Managed Services. Start enjoying Stress-Free IT Support Services Today. 

DISCOVERY
02

WE LOOKED AT THE EXISTING SIXWATCH (MSP) WEBSITE.

WHILE IT’S QUITE CLEAR WHAT THE PRODUCTS / SERVICES ARE, 
UNDERSTANDING WHO SIXWATCH IS AS A BRAND (I.E. WHAT IT STANDS 
FOR / WHAT MAKES IT SPECIAL) IS NOT CLEARLY COMMUNICATED.

Solution: Humanise the narrative (and ideally, the identity); elevating it beyond the nuts 
and bolts of what we offer will help build a more relatable and compelling brand.

Challenge: Communication leans heavily toward the offering and rational benefits, failing 
to tell a story that adds value or inspires curiosity.

A. DISCOVERY:

•	Findings Summary

•	Customer Research

•	Website Evaluation

•	Brand Architecture

•	Competitive Analysis

•	Customer Journey Map

•	Findings Dossier

Brand Strategy

PHASE ONE:

B R A N D  A U D I T  & 
R E S E A R C H  I N S I G H T S
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Brand Touchpoints
S I X W AT C H  D I S C O V E R Y

B R A N D  T O U C H P O I N T S

C U S T O M E R  E X P E R I E N C E

P U R C H A S EP R E - P U R C H A S E P O S T - P U R C H A S E

MARKETING

PACKAGING

CATALOG

ECOMMERCE

SURVEYS

FORUMS

STORE OR
OFFICE

SOCIAL
MEDIA

LOYALTY
PROGRAM

ECAMPAIGN
NEWSLETTER

BRAND
PROMISE

BILLING

CUSTOMER
SERVICE

SOCIAL
MEDIA DIRECT

MAIL

UP
SALE

WORD OF
MOUTH

SALES
PERSON

EMAIL

DISPLAYS

PROMOS
ADS

PR

WEB

EVENTS

INVOICE
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S I X W AT C H  V I S U A L  I D E N T I T Y

Brand Strategy: Formulation
Our brand strategy services are specifically designed to drive business growth. The result is 
strategic platform that can serve as a foundation for the future of your brand—and your business.

Core Principles
NORTH STAR:   We’ve got your six!

PURPOSE:   Use our received gifts as faithful stewards to bring peace of mind 
and innovation to every client in the world.

MISSION: OPERATION CERTITUDE: Instill unwavering confidence allowing 
clients to focus on internal business tactics knowing we are on the front line 
of cyber vigilance.

VISION:  By the end of 2023, reach $3 million in MRR by expanding our brand 
recognition through leveraging our core leadership to become the absolute 
premium choice for partnership in MSP.

TRUELINE:   Sixwatch is the ONLY MSP that provides IT strategic, security, 
and support that delivers a sought-after genuine human experience.

TAGLINE:   Succeed with us™

S I X W AT C H  B R A N D  B E L I E F S 03

Be the Ignition!
There is a hero in every heart of our Sixwatch crew just 
waiting for ignition. We live to always fuel the compulsion 
that destines our success in business and life.

At Sixwatch, we never view our client’s IT management challenges and limitations as 
something negative. We look at them as blessings and magnificent gifts that can be used to 
ignite our imaginations and help us go further than we ever knew we could go – a trajectory 
for success. It is in our soul discipline to never back down or leave our wingman. We are 
committed to nothing short of excellence, through our core principle — ‘watch your six!’

From this moment marching forward, ask yourself — Am I ignitable? God deliver me from a 
life without intention and give me the wisdom and strength to stand firm with our clients. 
Saturate me with the oil of the Spirit that I may become a flame. Make me your fuel, make 
me be the ignition, Flame of God.

S I X W AT C H  M A N I F E S T O 02

Making the world a safer place.
01

//

Key Findings
S I X W AT C H  D I S C O V E R Y

WHAT CAN YOU BE THE BEST IN THE WORLD AT? Unparalleled MSP human experience (HX)

Managed IT services fall short at service. People often want immediate gratification to their issues; 
they don’t want to pay for and don’t understand what they are buying. The less educated users think  
any tech can be solved by an IT person, IT means all IT. So, communication and education are key.

The industry really needs Sixwatch to be the best at serving clients, setting clear expectations, 
communicating well, and solving their issues within a reasonable time as expected and 
communicated. Engaged partnership beyond the client/IT as a commodity. Being deeply engaged 
with our partners’ organization to provide both strategic and tactical value. Sixwatch will take care 
of them so they can concentrate on their business. Companies don’t want all the gatekeepers but 
want security. They want to be secure but not impacting their business.

WHO IS YOUR PRIMARY TARGET AUDIENCE OR CUSTOMER? GenX, Millennials, 
and GenZ generation demographics. We mostly target professional service 
business that operate from 8am–5pm.

08

Operation Discovery
S I X W AT C H  T R O O P  M E E T I N G

DATE & TIME:  WED 3/8/2023 1:00 PM -  5:00 PM

LOCATION:  501  E  KENNEDY BLVD,  SUITE 650 TAMPA,  FL 33602

ATTENDEES:  JOHN OWENS,  MATT BULLOCK,  JEFFREY DAMM, & JAIMEE DAMM

This lecture series was a leadership driven collaborative workshop 
that defines and aligns the Sixwatch brand strategy with their 
creative expression.

These are the troop leaders combined key findings...

The Business Art of  Branding

mastermaster••classclass

/ L E C T U R E  S E R I E S /

/ L E C T U R E  S E R I E S /

/ L E C T U R E  S E R I E S /

/ L E C T U R E  S E R I E S /

/ L E C T U R E  S E R I E S /

Key Findings
S I X W AT C H  D I S C O V E R Y

STEP 7:  WHO LOVES YOU? 

Every brand is built by a community. Not just the community of people INSIDE the company, but 
its partners, suppliers, investors, customers, non-customers, and even competitors. Remember, a 
brand is what THEY say it is. Everyone has a role to play, and everyone should be repaid for his or her 
efforts.

WHO MAKES UP YOUR BRAND COMMUNITY? SMEs (small and medium sized enterprises), with no 
internal IT, and professional services industry.

STEP 8:  WHO’S THE ENEMY? 

Everyone can’t be your friend. Rather than trying to please everyone at the risk of pleasing no one, 
step right up and pick a fight. Just make sure you take on the biggest, most successful competitor 
you can find. Why? Because it puts the RADICAL in radical differentiation.

WHICH COMPETITOR CAN YOU PAINT AS THE BAD GUY? Internal IT, Solo IT 
consultants, Large MSPs, AND  Thrive

18

Our Core
Principles
Giving the Sixwatch brand a strong 
personality and core beliefs makes 
us approachable to our consumers. 

2023

Brand Strategy

PHASE ONE:

F O R M U L AT I O N  O F
T H E  B R A N D

B. FORMULATION:

•	Brand Compass Workshop

•	Customer Experience Journey

•	Brand Positioning

•	Brand Core Principles

•	Brand Architecture

•	10-Step Formulation

•	Brand Strategy Dossier



Creative
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Voice Framework
S I X W AT C H  V E R B A L  P E R S O N A L I T Y 15

TONE

PURPOSE

PERSONA

If Sixwatch was a person, what are they like? What’s the vibe, the sound?

What kind of words do you want to use? What are you doing with your messaging?

PROFESSION AL 
AUT HORITAT IVE
EDUCAT ED

AUT HEN T IC
HUMBL E
EMPAT HET IC

SPIRIT  L ED
MIL ITARY T ERMS
PL AIN SPOKEN

CONNECT IN G
EDUCAT IN G
REASSURIN G

APPROACH ABL E
GEN UINE
VIRT UOUS

DIRECT
GOOD-N AT URED
PL EASAN T

COMPREHEN SIVE
HUMAN IZED
N ON  T ECHN ICAL

SOOT HIN G
PART NERIN G
FORT IFYIN G

LANGUAGE

S I X W AT C H  V I S U A L  I D E N T I T Y

Creative Expression 
Brand Guidelines are the formally defined parameters of the visual 
expression and verbal personality elements of your brand. 

07 S I X W AT C H  V I S U A L  I D E N T I T Y

Logo: Primary Identity
Our Sixwatch primary brand mark consists of the monogram paired 
in a horizontal lockup with a variation of the logo wordmark.

When possible, it is preferred to use the primary version 
of this logo. For times when the primary version is not 
applicable (i.e. screenprinting or layered vinyl graphics), the 
full and limited color flattened versions are recommended.

The following examples showcase the proper color usage 
when placing our primary brand mark in two color and one 
color.

DOWNLOADING LOGOS
Our logos are available to download and 
use for our employees and our partner
agencies at sixwatch.com/brand

Photoshop transparent PNG and 

Illustrator EPS files are both available.
PNG EPS

• • • • • • • • • • • • • • • • • •  PRIMARY VERTICAL 2 COLOR  • • • • • • • • • • • • • • • • • •

• • • • • • • • • • • • • • • • • •  PRIMARY HORIZONTAL 2 COLOR  • • • • • • • • • • • • • • • • • •

Stronger together

Our brand’s visuals reinforced 

03
C R E AT I V E  E X P R E S S I O N

Visual Identity
•  W H Y  O U R  I D E N T I T Y  I S  E S S E N T I A L

•  L O G O  L O C K U P  S Y S T E M

•  L O G O  D E S I G N  S H O WC AS E

•  B R A N D  C O L O R S

•  H O U S E  T Y P E FA C E S

•  I C O N O G R A P H Y 

•  T H E  B R A N D  I M A G E R Y

•  B R A N D  R E P R E S E N TAT I O N

//

True Character
SERVANT LEADERSHIP  We live by a servant leadership mindset, working to earn our 
clients’ trust and exceed their expectations by understanding and overdelivering on their 
mission and goals.

SUPREMACY  We aspire to nothing less than excellence, striving for exceptional 
performance and superior results for our clients, our shareholders, and our communities.

FAITHFUL CO-PILOTS We prioritize collaboration and believe in the strength of the 
collective, creating a culture that fosters a ‘one body’ belonging and teamwork in the 
pursuit of professional, personal, and spiritual growth.

ETHICAL EXCELLENCE  We hold ourselves accountable to the highest ethical standards, 
insisting on transparency and vigilance from our crew as we learn from our experiences 
and make decisions that instill a sense of pride in our firm.

S I X W AT C H  V A L U E S  &  V I R T U E S04
//

1 32 4

ENSURE OUR 

BRAND IS EASY 

TO RECOGNIZE 

AND HARD TO 

FORGET IN THE

MARKETPLACE.

REDEFINE 

BRAND 

PERCEPTIONS 

SO WE CAN 

GROW OUR 

BUSINESS.

BUILD BRAND 

LOYALTY AMONG 

EXISTING 

CUSTOMERS AND 

TRUST AMONG 

NEW ONES.

BOOST THE 

PERCEIVED 

VALUE OF OUR 

BRAND AND 

BUILDS BRAND 

EQUITY.

Why our brand identity is so essential. 

11 S I X W AT C H  V I S U A L  I D E N T I T Y

To ensure Sixwatch brand standards and a positive consistent experience,
the proper use of our logo will ensure a strong, successful brand.

Always use our logo in the format in which you download it. Our monogram and lockup wormark system are NEVER to be manipulated. 

Please refrain from using old and non-approved logos. 

Logo Usage: Incorrect

• • • • • • • •  NEVER USE A SHADOW OR EFFECTS  • • • • • • • • • • • • • • • • •  NEVER RESIZE PROPORTIONS  • • • • • • • • •

• • • • • • • •  NEVER USE A TRANSPARENT SETTING  • • • • • • • • • • • • • • • • •  NEVER STRETCH OR SHEAR LOCKUP SYSTEM  • • • • • • • • •

• • • • • • • •  NEVER RE-COLOR  • • • • • • • • •

• • • • • • • •  NEVER APPLY A STROKE  • • • • • • • • •

xx

xx

x

x

Stronger together

Our Verbal
Personality
The manner we speak with our customers 
is as important as the quality of the 
products and services we offer them.

2023

Our brand’s character reinforced 

03
C R E AT I V E  E X P R E S S I O N

Voice & Tone
•  W H Y  O U R  VO I C E  I S  E S S E N T I A L

•  O U R  T R U E  C H A R A C T E R  /  VA L U E S

•  AT T R I B U T E S

•  P E R S U AS I V E  T E C H N I Q U E S

•  B R A N D  VO I C E  &  TO N E

•  B R A N D  VO I C E  F R A M E WO R K

•  C R A F T I N G  O U R  C O N T E N T

•  C O N T E N T  S T Y L E S  D O ’ S  &  D O N ’ T S

•  F I V E  R U L E S  O F  N A R R AT I V E

•  B I B L I C A L  I N S P I R AT I O N  &  VO C A B U L A R Y

//

Stronger together

Our Visual
Identity
Our visual identity system boldly differentiates 
our brand from the competition and builds a 
foundation for customer trust.

2023

Visual Identity

Verbal Personality

•	Why Our Identity Is Essential

•	Logo Lockup System

•	Logo Design Showcase

•	Brand Colors

•	House Typefaces

•	Iconography 

•	The Brand Imagery

•	Brand Representation

•	Our True Character / Values

•	Brand Voice & Tone

•	Brand Voice Framework

•	Crafting Our Content

•	Content Styles Do’s & Don’ts

•	Five Rules Of Narrative



19 With our new Sixwatch branding comes a fresh 

commitment to our values and core principles. 

By improving our brand, we are taking one of 

the steps necessary to deliver on our promise 

of enhancing our services.

S I X W AT C H  V I S U A L  I D E N T I T Y



 

20 The Sixwatch Logo

Our logo is the most succinct visual expression of our 

identity. Like a name, it speaks volumes in a single 

utterance, and through its continued exposure at all 

points of contact, it too becomes a unique signifier or 

memory tag of all that our organization, products and 

services stands for, and all that it promises.

S I X W AT C H  V I S U A L  I D E N T I T Y
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Logo: Anatomy
The name Sixwatch is our nod to our commitment and dedication to our customers’ experience. 

The saying “got your six” dates back to World War I when fighter pilots would use “six o’clock” 

to indicate the rear of the aircraft. The six o’clock position is a highly vulnerable blind spot for 

attacks which created a need for partnership and camaraderie to ensure safety in battle.

MILITARY RANK SECURITY LOCK TWO FEATHERS SIX O’CLOCK

= + + +
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Logo: Lockup System
A unique brand monogram will quickly resonate into the mind of your audience. Eventually, 

your tagline and company name will not be required to connect your audience with your brand.

MONOGRAM
Also known as the 
brandmark, this is the 
graphic picture or icon that 
may communicate what you 
do literally, or figuratively in 
a more abstract way. 

TAGLINE
This is what is most often used to describe what 

your business does (if the name doesn’t explain it), 
or a memorable catchphrase that draws attention 

to your unique product or brand. 

WORDMARK
This is the name of your 

business that is designed 
in a visually unique way. It 

may be displayed in a font 
or created from geometric 

shapes that create abstract 
letters for a special effect. 
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Logo: Primary Identity
Our Sixwatch primary brand mark consists of the monogram paired 
in a horizontal lockup with a variation of the logo wordmark.

When possible, it is preferred to use the primary version 
of this logo. For times when the primary version is not 
applicable (i.e. screenprinting or layered vinyl graphics), the 
full and limited color flattened versions are recommended.

The following examples showcase the proper color usage 
when placing our primary brand mark in two color and one 
color.

DOWNLOADING LOGOS
Our logos are available to download and 
use for our employees and our partner
agencies at sixwatch.com/brand

Photoshop transparent PNG and 

Illustrator EPS files are both available.
PNG EPS

• • • • • • • • • • • • • • • • • •  PRIMARY VERTICAL 2 COLOR  • • • • • • • • • • • • • • • • • •

• • • • • • • • • • • • • • • • • •  PRIMARY HORIZONTAL 2 COLOR  • • • • • • • • • • • • • • • • • •
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Logo: Secondary Identity
Our Sixwatch secondary brand marks consists of the lockup system 
with horizontal and vertical variations.

DOWNLOADING LOGOS
Our logos are available to download and 
use for our employees and our partner
agencies at sixwatch.com/brand

Photoshop transparent PNG and 

Illustrator EPS files are both available.
PNG EPS

• • • • • • • •  S E CONDARY LOGO BLACK  • • • • • • • • • • • • • • • •  SECONDARY LOGO 2 COLOR REVERSE  • • • • • • • • • • • • • • • •  SECONDARY LOGO REVERSE  • • • • • • • •
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Our logo needs to stand out to ensure it remains 

relevant and reflective of our belief in purposeful 

design. For this reason our logo has been 

designed for clarity to standout. It stays true 

to its origin but has refined typography, color 

treatment and alignment. 

When using our primary Sixwatch mark, be sure 

to provide clear space to ensure uninterrupted 

readability. The recommended amount of clear 

space would be equal to 1/4 inch.

LI GHT GREEN AREA REPRESENTS CLEAR SPACE

NO TEXT OR OBJECTS TO APPEAR IN THIS RESTRICTED AREA

MATHEMATICAL GRID SYSTEM FOR VISUAL AESTHETICS

Logo: Clear Space

• • • • • • • •  PRIMARY LOGO CLEAR SPACE  • • • • • • • •

1 / 4  I N C H  C L E A R  S P A C E

• • • • • • • •  MONOGRAM CLEAR SPACE  • • • • • • • •
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To ensure Sixwatch brand standards and a positive consistent experience,
the proper use of our logo will ensure a strong, successful brand.

Always use our logo in the format in which you download it. Our monogram and lockup wormark 

system are NEVER to be manipulated. Please refrain from using old and non-approved logos. 

Logo Usage: Incorrect

• • • • • • • •  NEVER USE A SHADOW OR EFFECTS  • • • • • • • • • • • • • • • • •  NEVER RESIZE PROPORTIONS  • • • • • • • • •

• • • • • • • •  NEVER USE A TRANSPARENT SETTING  • • • • • • • • • • • • • • • • •  NEVER STRETCH OR SHEAR LOCKUP SYSTEM  • • • • • • • • •

• • • • • • • •  NEVER RE-COLOR  • • • • • • • • •

• • • • • • • •  NEVER APPLY A STROKE  • • • • • • • • •

xx

xx

x

x
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Color is a powerful tool that provides a quick means of identification. Sixwatch maintains an 
impressive amount of brand equity in our recognizable color scheme. Consistent use of these 
primary colors will provide a common link among Sixwatch and its marketing, advertising and 
promotional materials.

PANTONE P 112-5 C

Horizon
RGB: 39  170  225

HEX/HTML: 27AAE1

CMYK: 70 15 T0 0

PSYCHOLOGICAL MEANING:
Caring, affectionate, soft, gentle, 
compassionate, determined, 
optimistic, aware, secure, restful, 
dramatic, and fresh.

PANTONE®

112-5 C

PANTONE P 10-8 C

Brass
RGB: 241  181  28

HEX/HTML: F1B51C

CMYK:  5  30 100 0

PSYCHOLOGICAL MEANING:
Energy, balance, warmth, enthusiasm, 
vibrant, sunshine, expansive, flamboyant, 
demanding, warning, and caution.

PANTONE®

10-8 C

PANTONE P 103-16 C

Navy
RGB: 6 35 95

HEX/HTML: 06235F

CMYK: 97 81 0 51

PSYCHOLOGICAL MEANING:
Trust, responsibility, refreshing, 
corporate, loyalty, security, honesty, 
wholeness, naval, patience, and 
conservatism.

PANTONE®

103-16 C

PANTONE P 179-14 C

Carbon
RGB: 65 64 66

HEX/HTML: 414042

CMYK: 0 0 0 90

PSYCHOLOGICAL MEANING:
Security, technology, reliability, intelligence, 
staid, modesty, dignity, maturity, solid, 
practical, and conservative.

PANTONE®

179-14 C

Color: Palette
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ABLE PRO uppercase is used

for all major headlines in outdoor and 

print advertising and on the front cover 

titles of all external communications. It 

is also used for main focal points to add 

extra emphasis to key messaging.

ABEL title case is used for titles on the 

inside pages of a communication.

BARLOW can be used in uppercase as 

a sub-head within outdoor and print 

advertising. Sentence case can be used 

for pull-out text and short amounts of 

copy supporting a headline within the 

inside pages of a communication.

H E A D L I N E S 

ABLE PRO

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghi jk lmnopqrstuvwxyz
12345678910?
S U B H E A D S

ABEL

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
1 2 3 4 5 6 7 8 9 1 0 ? ! @ # $ % & ( ) +

B O DY  C O P Y

BARLOW REGULAR
A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
1 2 3 4 5 6 7 8 9 1 0 ? ! @ # $ % & ( ) +

BARLOW BOLD
A B C D E F G H I J K L M N O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
1 2 3 4 5 6 7 8 9 1 0 ? ! @ # $ % & ( ) +

BARLOW THIN 

BARLOW THIN ITALIC

BARLOW LIGHT

BARLOW LIGHT ITALIC

BARLOW BOOK

BARLOW BOOK ITALIC

BARLOW MEDIUM

BARLOW MEDIUM ITALIC

BARLOW SEMIBOLD

BARLOW SEMIBOLD ITALIC

BARLOW BOLD

BARLOW BOLD ITALIC

BARLOW HEAVY

BARLOW HEAVY ITALIC

BARLOW FONT FAMILY

Typography
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Iconography: Business
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Iconography: Military



31 S I X W AT C H  V I S U A L  I D E N T I T Y

Visual Imagery: Tech
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Visual Imagery: Aviation



33 S I X W AT C H  V I S U A L  I D E N T I T Y

Visual Imagery: Business
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Backgrounds: Oxidized Steel



Tonka & Chops
I N T R O D U C I N G



Dog Fight!
OUT YONDER,  IT  CAN BE A REAL . . .

8 6 6 . 2 9 9 . 6 0 0 0 

S I X W A T C H . C O M

CALLSIGN: 

TONKA
UNIT: 
SIXWATCH ALPHA TEAM 

SPECIALTY: 
WEB-TO-COMPUTER DEFENSE

CONFIRMED SAVES: 
143 CLIENTS AKA CIVILIANS

HOBBY: 
DARK WEB ANNIHILATION

FAVORITE FOOD: 
36OZ. TOMAHAWK RIBEYE

 

 

M A N A G E D  I T  S E R V I C E S , 

I T  S E C U R I T Y  P R O V I D E R S , 

A N D  G R E A T  C O - P I L O T S !



I Got Your Six!
I  NEVER LEAVE MY WINGMAN. . .

8 6 6 . 2 9 9 . 6 0 0 0 

S I X W A T C H . C O M

CALLSIGN: 

CHOPS
UNIT: 
SIXWATCH BRAVO TEAM 

SPECIALTY: 
IT COMBAT STRATEGY

CONFIRMED SAVES: 
345 CLIENTS AKA CIVILIANS

HOBBY: 
BEACH VOLLEYBALL

FAVORITE FOOD: 
SUSHI – WHAT ELSE IS THERE?

 

 

M A N A G E D  I T  S E R V I C E S , 

I T  S E C U R I T Y  P R O V I D E R S , 
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Developing a clear brand voice has become 
a necessity in such a crowded marketplace.

While our voice remains consistent, tone may change according to the 

context of your messaging. For example, a social media post about a fun 

corporate event would have a more lighthearted tone then one breaking 

news about a company crisis.

V O I C E : 
Sixwatch’s consistent and 
unchanging personality 
of our brand identity 
through verbal language. 

T O N E : 
The emotional expression 
applied to our voice. It 
adjusts to what’s suitable 
for a particular message.

Brand Voice & Tone
S I X W AT C H  V E R B A L  P E R S O N A L I T Y



39 Be the Ignition!
There is a hero in every heart of our Sixwatch crew just 
waiting for ignition. We live to always fuel the compulsion 
that destines our success in business and life.

At Sixwatch, we never view our client’s IT management challenges and limitations as 

something negative. We look at them as blessings and magnificent gifts that can be used to 

ignite our imaginations and help us go further than we ever knew we could go – a trajectory 

for success. It is in our soul discipline to never back down or leave our wingman. We are 

committed to nothing short of excellence, through our core principle — ‘We’ve got your six!’

From this moment marching forward, ask yourself — am I ignitable? God deliver me from a 

life without intention and give me the wisdom and strength to stand firm with our clients. 

Make me your fuel, make me be the ignition!

S I X W AT C H  M A N I F E S T O



40 Attributes 
S I X W AT C H  V E R B A L  P E R S O N A L I T Y

Discovering our core values

When you look at value lists across an industry, 

they appear to be selected from a short list 

of about 12 virtues. They usually say we are; 

innovative, market-driven, customer-focused, 

ethical, responsive, collaborative, trusted, 

quality-minded, progressive, proactive, 

responsible, and optimistic. While values like 

these are admirable, standing out requires 

that a company defines itself by what makes it 

UNIQUE, not what makes it admirable.

WE ARE //
Culture-Friendly

Genuine

Authoritative

Comprehensive

Knowledgeable

Reassuring

Pioneers

Approachable

Human

Spirit Led

WE’RE NOT //
Cubical-Minded

Insincere

Inaccurate

Challenging

Inexperienced

Worrying

Followers

Over-Familiar

Perfect

Double-Minded

A B



Voice Framework
S I X W AT C H  V E R B A L  P E R S O N A L I T Y

TONE

PURPOSE

PERSONA

If Sixwatch was a person, what are they like? What’s the vibe, the sound?

What kind of words do you want to use? What are you doing with your messaging?

LANGUAGE

PROFESSIONAL 
AUTHORITATIVE
EDUCATED

APPROACH ABLE
GENUINE
VIRTUOUS

SPIRIT LED
MILITARY TERMS
PL AINSPOKEN

COMPREHENSIVE
HUMANIZED
NON TECHNICAL

CONNECTING
EDUCATING
R EAS S UR ING

S OOTHING
PA RTNER ING
FORTIF YING

AUTHENTIC
HUMBLE
EMPATHETIC

DIR ECT
G OOD-NATUR ED
PLEAS A NT

41 



42 Content Styles
S I X W AT C H  V E R B A L  P E R S O N A L I T Y

Our character gives Sixwatch our tonality and personality. The following guidance helps 

us think about the words we use (the content) and the way we use them (the style).

Style Guidelines Content Guidelines

Quickly state the main benefit. 

Use features to support benefit 
claims.

Explain how our products 
help customers embrace life’s 
challenges.

Don’t have general introductions.
 
Don’t talk about features without 
explaining the benefits they bring.
 
Don’t talk about our company more 
than the customer experience.

Use simple language. Always 
be comprehensive when 
explaining our benefits. 

Be confident yet understated.

Vary sentence length for a 
more enjoyable read. 

Be single-minded, talk about 
one thing at a time. 

Be approachable but not 
too familiar.

Don’t use too many adjectives 
and adverbs or use technological 
terms, unless you have to.
 
Don’t sound boastful or arrogant. 

Don’t overuse the subject/verb/
object sentence structure or make 
long statements
 
Don’t talk about too many things in 
any one sentence/paragraph.
 
Don’t be abrupt, over 
demonstrative or use slang. 

DO DODON’T DON’T



43 Narrative Guidelines

THE SIXWATCH BRAND VOICE 
HAS THE COURAGE TO:

1.  Radically Simplify

2.  Deeply Empathize

3.  Talk at Eye Level

4.  Show Candor Often

5.  Embrace Personality

People connect through conversations, not messaging. They adapt their 
speech based on whom, why, and where they’re talking — without letting 
go of who they are. 

S I X W AT C H  V E R B A L  P E R S O N A L I T Y
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Sixwatch Jargon

WORD OF 
THE WEEK 

Playful military 
and corporate 
jargon can be 
showcased on 
our corporate 
website, banner 
ads, social media 
ad campaigns 
and print 
materials.



Activation



46 S I X W AT C H  B R A N D  L A U N C H  P L A N

Brand Launch: Touchpoints

TOUCHPOINT STRATEGY

A touchpoint strategy defines what 

these touchpoints need to entail to 

realize your envisioned service. Where 

service design focuses on the service 

as a whole, UX design focuses on 

creating meaningful user experiences.

• Website 

• Print Collateral 

• Email Campaigns

• Sales Promotions

• Social Media

• Tradeshows

• Order Updates

• CX Improvements

• Rating Incentives

• Feedback Questionnaire

• Peer Referral

• Billing  CX

3. SERVICE  TOUCHPOINTS

1. EMPLOYEE TOUCHPOINTS

• Team Training (Boot Camp) 

• Incentive Programs

• Internal Signage 

• Company Events

• Goal Setting

• Merchandise

• Apparel

Employees Customers

Company

Brand
Values

Service Experience

Em
pl

oy
ee

 E
xp

er
ie

nc
e Custom

er Experience

21

3

A touchpoint is any 
interaction between a 
company’s brand with 
both customers and 
employees. 

2. CUSTOMER TOUCHPOINTS



47 Brand Launch: Phases

• STAKEHOLDER AWARENESS

• GO-TO-MARKET STRATEGY

• TRADITIONAL & SOCIAL MEDIA PLAN

• PLAN FOR PRESS RELEASES

• ADVANCED OUTREACH MANAGEMENT

• CREATE BRAND ASSETS FOR LAUNCH

• TEAM TRAINING 

• BRAND LAUNCH EVENT

• TRADITIONAL MEDIA

• SOCIAL MEDIA

• PR AND BLOGGER OUTREACH

• AWARENESS EVENTS

• COLLATERAL MARKETING

• DIGITAL MARKETING 

• MEASURE IMPACT

• SUSTAIN BUZZ AND CONVERSATION

• TESTIMONIALS & REVIEWS

• HEAVY PRESS REALEASE

• CASE STUDIES OF SUCCESS STORIES 

• INTRODUCE NEW INITIATIVES

• SPONSORED EVENTS 

PRE-LAUNCH
R EADINESS /S I GNUPS

LAUNCH
D RIVE ACTION/SALES

POST-LAUNCH
EARLY DEMAND

S I X W AT C H  B R A N D  L A U N C H  P L A N



48 Brand Launch: Roll-Out Plan
SIXWATCH BRAND LAUNCH | MONTHLY PLAN 
 
PROJECT NAME   PROJECT LEAD PROJECT START DATE PROJECT END DATE TODAY’S DATE 

Sixwatch Launch Phase – Communication Plan John Owens 04/15/2023 07/31/2023 04/18/2023 

 
    Individual columns represent weeks. 

   MONTH APRIL MAY JUNE JULY 

   WEEK START DATE 2 9 16 23 30 7 14 21 28 - 4 11 18 25 - 2 9 16 23 30 

ACTIVITY % DONE ASSIGNED TO START DATE END DATE 14 15 16 17 18 19 20 21 22 - 23 24 25 26 - 27 28 29 30 31 

EMPLOYEE TOUCHPOINTS                            

Brand Activation Plan  100%  Sana Branding 04/13/23 04/18/23                     

Brand Team Training (Boot Camp) 100%  Sana Branding 04/13/23 04/18/23                     

Brand Guidelines with Asset Hard Drive 100%  Sana Branding 04/01/23 04/18/23                     

Employee Contest (Name Your Callsign) 100%  Sana & Sixwatch 04/13/23 04/21/23                     

T-Shirt Design (Design & Order) 100%  Sana & Sixwatch 04/13/23 05/04/23                     

Team Apparel & Merchandise Brand  50%  Sana Branding 04/13/23 05/04/23                     

Launch Event (Internal Party) 0%  Sana & Sixwatch 04/13/23 05/04/23                     

SERVICE TOUCHPOINTS                           

Hubspot Sequence Messaging  0%  Sana & Sixwatch 05/01/23 05/21/23                     

Sales Tools (PPT Presentation Decks) 0%  Sana & Sixwatch 05/01/23 05/21/23                     

Rename & Define Service Levels 0%  Sana & Sixwatch 05/14/23 06/18/23                     

CX Journey Mapping 0%  Sana & Sixwatch 05/01/23 06/18/23                     

CX Team Training 0%  Sana & Sixwatch 06/04/23 07/18/23                     

Online Service Request Plan (Tickets) 0%  Sana & Sixwatch 06/25/23 07/18/23                     

Customer Service Feedback Survey 0%  Sana & Sixwatch 07/12/23 07/30/23                     

 

Messer Productions 

Sana Branding Sixwatch DirectiveGroup Third Party Vendor 

S I X W AT C H  B R A N D  L A U N C H  P L A N



49 Deliverables Details

A
P

R
IL

M
A

Y
/J

U
N

E
J

U
L

Y
/

A
U

G
U

S
T

Project CompletedPHASE 3  ACTIVATION:  EMPLOYEE TOUCHPOINTS 
DELIVERABLES	 START	 FINISH	 DESCRIPTION

Brand Launch Strategic Plan	 04/07/23	 04/12/23	 Create strategy plan to launch the new Sixwatch brand in three phases over three months.

Brand Launch Event Presentation	 04/12/23 	 05/04/23	 Strategic Consulting and Plan for corporate event management. 

Brand Employee Training (Virtual)	 04/12/23	 05/04/23	 Conduct virtual (ZOOM) employee training meetings for Brand and CX improvements.

Team Apparel & Merchandise	 04/12/23	 05/04/23	 Design and file preparation for corporate apparel (Polo and T-Shirts).

Visual & Verbal Guidelines (USB Drive)	 04/12/23	 05/04/23 	 Improve employee awareness of brand by reinforcing the brand through interior signage.

Swag Bags w/ Keepsake Event Info Lanyard	 04/12/23 	 05/04/23 	 Design 4” x 7” Lanyard Card (2-Sided) to be placed outside swag bag. Includes all paid expenses.

PHASE 4.1  IMPLEMENTATION:  SERVICE TOUCHPOINTS
DELIVERABLES	 START	 FINISH	 DESCRIPTION

Stationery Package	 05/10/23	 05/18/23 	 Design complete business systems package including corporate letterhead, envelopes and cards. 

Hubspot Sequence Messaging	 05/10/23 	 05/18/23	 Craft the narrative content for a series of messages to attract and convert customer aquisition.

Sales Presentation Deck (PPT)	 05/10/23	 07/18/23	 Create a powerful slide deck template for the sales to customize for individual clients. 

CX Journey Mapping	 06/18/23	 06/31/23	 Capture the journey of the SIXWATCH customer from awareness to advocacy.

Corporate Sales Package (Folder & Brochure)	 06/18/23 	 07/31/23	 Design custom catalog envelope, pocket folder, and brochure for corporate sales mailings & exhibits.

PHASE 4.2  IMPLEMENTATION:  CUSTOMER TOUCHPOINTS
DELIVERABLES	 START	 FINISH	 DESCRIPTION

CX Automated Reply Content	 07/01/23	 07/05/23	 Craft and write content for automated reply system. 

Data Sheets (8.5 x 11   2-Sided Flyers)	 07/12/23	 07/31/23	 Design two sided data sheets for pocket folder inserts.

Lakeland Chamber Ads 	 07/18/23	 07/25/23	 Design Ads for POLK SUN and LKLD News. 

Social Media Ad Designs	 08/07/23	 08/09/23	 Design ad templates for LinkedIn, X, and Facebook for ongoing campaign. 

Social Media Weekly Ad Campaign	 08/10/23	 08/15/23	 Design three weekly digital ads for LinkedIn, X, and Facebook for ongoing campaign.

E-Mail Campaign (Launch Announcement)	 08/15/23	 08/20/23 	 Design email template for ongoing campaigns. Includes coding, list management, and launch.

Sixwatch Website (Brand Renewal)	 08/10/23	 09/15/23	 Redesign corporate website with new brand. 

Brand Asset Intranet (The Hanger)	 08/18/23	 08/31/23	 Design final PSD for developers to create the brand asset intranet.

 

S I X W AT C H  B R A N D  L A U N C H  P L A N
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BRAND REVEAL
PARTY

05/04/23

S I X W AT C H  O P E R AT I O N

4 . 0 0 P M – 6 . 3 0 P M

P O P S T R O K E  G O L F 
2 5 2 9 7  S I E R R A  C E N T E R  B L V D .

L U T Z ,  F L  3 3 5 5 9



Marketing
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The name Sixwatch pays homage to our commitment 
and dedication to our customers’ experience  (CX). 
The saying “got your six” dates back to World War I 
when fighter pilots would use “six o’clock” to indicate 
the rear of the aircraft. The six o’clock position is a 
highly vulnerable blind spot for attacks which created 
a need for partnership and comradery to ensure safety 
in battle. When someone says they’ve “got your six,” 
it means they have your back through good and bad. 
They’re protecting you and watching out for your 
interests as if they were their own. It affirms loyalty 
and commitment — and that’s the Sixwatch way.

At Sixwatch, we are dedicated to providing exceptional 
service to our clients each day. By partnering with us, 
you can expect a customized experience that focuses 
on the growth and well-being of your business. Our 
services include cloud, backup, security, strategy, and 
development.

Simply having the right tools is not enough to achieve 
sustainable and secure success. To effectively utilize 
these tools and make progress towards your goals, 
you need the expertise of a dependable managed IT 
service and security provider. Sixwatch was created to 
help SME’s reach their full potential by combining the 
appropriate strategy with the right tools. We offer two 
outstanding packages - our premium package Alpha and 
our core package Bravo - to provide total IT care and 
help you achieve your objectives.

Our Heritage Above & Beyond
S I X W AT C H  B R A N D  S T O R Y

There is a hero in every heart of our Sixwatch 
crew just waiting for ignition. We live to always 
fuel the compulsion that destines our success 
in business and life.

Sixwatch understands the challenges businesses 
face when searching for total IT strategy, 
security, support, and leadership services.

DIAGRAM .01

SIX O’CLOCK 

VULNERABLE 

BLIND SPOT 

PROTECTION

S I X WA T C H . C O MSUPPORT: 866.299.6000 WE’VE GOT YOUR SIX!

Our focus is on 
providing exceptional 
support for executives 
and leaders with a 
vision for growth. 
We offer responsive, 
hands-on IT assistance 
to manage risks 
associated with your 
IT infrastructure, 
systems, and data.

Achieving your end 
goals and targets 
while ensuring 
the satisfaction 
of your employees 
and managing your 
processes is crucial. 
However, you don’t 
have to tackle 
these challenges 
by yourself. 

Individual contributors 
are crucial to 
the success of 
organizations. At 
Sixwatch, our team 
of IT experts is 
always prepared to 
address any IT-related 
obstacles that may 
be hindering your 
progress.

EXECUTIVES MANAGERS INDIVIDUALS

TOTAL SECURITY CARE
• Regulatory & Compliance Services
• End Point Defense/SIEM Services
• Cyber Attack Defense

TOTAL IT CARE
• Help Desk Support
• 24/7 Managed IT
• Virtual CIO
• Firewall & Malware Protection

TOTAL DEVELOPMENT 
CONSULTING 
• Workflow Development
• Custom Web Development
• SalesForce Consulting and 

Development

TOTAL STRATEGY
• Outline business goals and objectives
• Define your scope, stakeholders and timeline
• Review your existing setup
• Create a roadmap
• Establish your metrics

TOTAL CLOUD 
CARE 

• Full or Hybrid Cloud Migration
• Office 365
• VoIP Phone Services
• Virtualization

//     ASSURANCE

TOTAL BACKUP 
CARE
• Business Continuity Planning
• Backup & Disaster Recovery

//     PEACE OF MIND //     PROTECTION

//     SYNCHRONICITY

//     INSIGHT

//     STRUCTURE

PROVIDER 
FOCUSED SOLUTIONS

OUR CONTINUUM OF TOTAL IT CARE: 
STRATEGY, SECURITY & SUPPORT

We’ve got your six!

We’re always ready 
for deployment!

Support: 866.299.6000  |  S I X W A T C H . C O M

TOTAL IT  CARE:  STRATEGY, 

SECURITY,  AND SUPPORT FOR 

GROWING COMPANIES.
S I X W AT C H . C O M03

C O N TA C T

Support: 866.299.6000

Office: 813.815.6000

info@sixwatch.com  

H E A D Q U A R T E R S

1646 W. Snow Ave. | Suite 140

Tampa, FL 33606 

sixwatch.com

B U S I N E S S  &  T E C H N O L O GY  A L I G N M E N T

M A N A G E D  S E C U R I T Y  S E R V I C E S 

M A N A G E D  I T  S E R V I C E S

S I X W AT C H . C O M

C A S E  S T U D Y  //  S I X W A T C H  C O R P O R A T E  P A C K A G E © 2 0 2 6  S A N A  B R A N D I N G .  A L L  R I G H T S  R E S E R V E D



FOUR WAYS TO CONTACT SUPPORT:
1. Create a ticket from your system tray

2. Email the service desk at support@sixwatch.com

3. Call the service desk directly at 866-299-6000

4. Submit a chat through Microsoft Teams

SERVICE DESK HOURS: 8AM-5PM ET MONDAY – FRIDAY

SERVICE DETAILS:
To ensure we provide timely assistance, please enter all support 
issues into our Service Portal. We’ll schedule work and assign an 
Engineer to your case and communicate via email with a ticket 
number.

For effective service, use our ticket system or call our Service 
Coordinator. Do not contact Sixwatch Engineers directly.

We answer most calls within 30 seconds, and emails and 
voicemails within 30 minutes.

C O N TA C T
866.299.6000  Support

813.669.3345  Sales

info@sixwatch.com

C U S T O M E R  S U P P O R T

S I X WAT C H . C O M

04

Sixwatch has a laser focus on customer relationships 

and partnerships. We aim to be the one MSP brand 

that is more dedicated than any other to making our 

customers lives more secure. We’ve got your six!

S I X W A T C H  I N S I G H T S

Benefits 
and Services

S I X W A T C H . C O M

We deliver a sought-after human experience 
for IT support, strategy, and security.

Benefits and Services

C O N TA C T

866.299.6000  Support

813.669.3345  Sales

info@sixwatch.com

S I X W A T C H . C O M

A D D R E S S

1646 W. Snow Avenue

Suite 140

Tampa, FL 33606

Areas of Expertise
 
BUSINESS/TECHNOLOGY ALIGNMENT

vCIO Dedicated IT Strategist

Compliance & Assessments

Onboarding & Offboarding

IT Consulting

 

MANAGED SECURITY SERVICES

Security Vulnerability Assessment

Cybersecurity Consulting

Cloud Security

Security Awareness Training

 

MANAGED IT SERVICES

Network

Servers

Workstations

Backup & Disaster Recovery

At Sixwatch, we are committed to delivering above and 
beyond service to our clients every day. When you choose  
to partner with us, you can expect a personalized experience 
that prioritizes the well-being and growth of your business. 01

02TWO GREAT 
OFFERINGS

ONE GREAT 
COMPANY

A B

ALPHA //
This is our premium service 
for businesses ready for 
next level IT Strategy, 
Security, and Support with 
multiple layers of advanced 
security, and unlimited IT 
support. 

• Total IT Care
• Total Security Care
• Total Strategy Care
• Total Support Care
• Total Cloud Care
• Total Backup Care

• Essential IT Care
• Essential Security Care
• Essential Support Care

BRAVO //
This is our our core service 
that all computer users 
need. It provides the 
essential system updates 
and critical security cover. 
This package is great 
for startup and small 
companies who understand 
and value IT management.

$50 month
PRICE IS PER USER

PLANS
STARTING 
AT ONLY:

 813.669.3345

Call our experts today to schedule 
an assessment appointment.

 813.669.3345

There is a hero in every heart of our Sixwatch crew just waiting for ignition. Our 
full team consist of executives, managers, technicians and support staff. We are 
grateful for the opportunity to use our gifts and talents to serve as faithful stewards.

Everything 
rises and 
falls on 
leadership

We lift-up 
our fellow 
crew and 
co-pilots

Officers and Crew

C O N TA C T

866.299.6000  Support

813.669.3345  Sales

info@sixwatch.com  

S I X W A T C H . C O M

A D D R E S S

1646 W. Snow Avenue

Suite 140

Tampa, FL 33606

01

02

Sixwatch was created by myself, John Owens, a 
seasoned business owner who understands the 
difficulty of finding reliable vendors and partners 
after hiring numerous IT services that failed to meet 
my business needs and goals. As a result of these 
industry shortcomings, I founded Sixwatch to provide 
superior and trustworthy technology services to 
SMEs in need of consulting, managed IT, and security 
solutions. We cater specifically to the needs of 
growing companies in West Central Florida.

Brian Castro is a seasoned technology professional 
with 18 years of experience in the wireless and IT 
industries.  As a Business Developer for Sixwatch, I 
bring my expertise to assist businesses in obtaining 
the IT support they require. My primary goal is to 
ensure that organizations can concentrate on their 
core competencies without being burdened by the 
complexities of managing their IT infrastructure. 
Throughout my career, I have developed a strong passion 
for helping business optimize their technology resources.  
I understand the critical role that IT plays in the success 
of any organization, and provide tailored solutions that 
align with their unique needs and objectives. 

JOHN OWENS //
Founder and CEO
jowens@sixwatch.com

K EY C ONTACTS  //

EXECUTIVE
BRANCH

MANAGEMENT
BRANCH

BRIAN CASTRO //
Account Executive
bcastro@sixwatch.com

CYBERATTACKS

8 // SPAM EMAIL 
Secure your email. We’ll help you choose a service 
designed to reduce spam and your exposure to attacks on 
your staff via email. 

9 // PASSWORDS 
Apply security policies: Control USB file storage access, 
enable enhanced password policies, set user screen 
timeouts, and limit user access.

10 // ENDPOINT DETECTION & RESPONSE 
Our latest technology detects and protects your 
computer against malware, viruses, randomware attacks, 
cyberattacks, file-less and script-based threats.

11 // DARK WEB RESEARCH 
We scan the Dark Web to be proactive in preventing a 
data breach and take action to protect your business from 
stolen credentials that have been posted for sale.

12 // MOBILE DEVICE SECURITY 
Today’s cybercriminals attempt to steal data or access 
your network by way of your employees’ phones and 
tablets. Mobile device security closes this gap.

13 // ENCRYPTION 
Whenever possible, the goal is to encrypt files at rest, 
in motion (think email) and especially on mobile devices. 
Our experts can help you.

14 // BACKUP 
Backup local and to the cloud. Have an offline backup for 
each month of the year. Test your backups often and call 
us ASAP if you are convinced they’re not.

1 // SECURITY ASSESSMENT  
It’s important to establish a baseline and close existing 
vulnerabilitites. Check to see when did you conduct 
your last security assessment.

2 // SECURITY AWARENESS  
Train your users - often! Teach them about your 
security policies and procedures. We offer a web-
based training solution and security policies.

3 // COMPUTER UPDATES  
Keep software products updated for better security. 
We provide a “critical update” service via automation to 
protect your computers from attacks.

4 // MULTI-FACTOR AUTHENTICATION 
Utilize it on networks, financial websites, and social 
media to add an additional layer of protection even if 
your password does get stolen.

5 // SIEM/LOG MANAGEMENT 
Uses big data engines to review all event and security 
logs from all devices to protect against threats and to 
meet compliance requirements.

6 // WEB GATEWAY SECURITY 
Cloud-based security detects threats as they emerge 
on the internet, and blocks them on your network 
within seconds —before they reach the user.

7 // FIREWALL 
Turn on Intrusion Detection and Intrusion Prevention 
features. Send the log files to a managed SIEM. Call us 
today if your IT team needs further help with this.

C O N TA C T

866.299.6000  Support

813.669.3345  Sales

info@sixwatch.com

A D D R E S S

1646 W. Snow Avenue

Suite 140

Tampa, FL 33606
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At Sixwatch, we are committed to delivering above and 
beyond protection and service to our clients every day.

Benefits and Services

S I X W A T C H . C O M

At Sixwatch, we hear over and over again that it feels 

different to work with us. Why? A uniquely collaborative 

culture full of passionate and intelligent people who 

care more about your success. We’ve got your six!

S I X W A T C H  I N S I G H T S

Officers
and Crew

S I X W A T C H . C O M

Our Vigilant
Commitment to 
Excellent Service.

Sixwatch delivers a sought-after 
human experience for unparalleled 
IT support, strategy, and security.

At Sixwatch, we are committed to delivering above 
and beyond service to you every day. Your company 
has choosen to partner with us, so you can expect a 
personalized human experience that prioritizes the 
well-being and security of your business.

Weekly Tech Tips

24/7/365 Proactive Monitoring and 
Alerting Desktops

Automatic Escalation and Resolution of Alerts

Monthly Executive Summary Report

Technology Business Reviews 

24/7/365 Proactive Monitoring and 
Alerting Servers

Ticketing Portal 

After-Hours Support

Emergency   (Onsite Response Time)

Emergency  (Initial Remote Response Time)

Onsite Support (Mon - Fri, 8:00am -5:00pm)

Remote Support  (Mon - Fri, 8:00am -5:00pm)

Documentation Portal 

Quarterly Security Assessments

Client Relationship Manager

Scheduled Preventative Maintenance

INCLUDED WITH TIER OPTION

Security Updates and Patch Management

Technology Consulting Services

ONGOING SUPPORT

Desktop Daily File Level Off-Site 
Backup (Cloud) 

Daily Cloud Backup Suite

Server Daily Bare Metal Level Off-Site 
Backup (Cloud)

Disaster Recovery Solution (Server)

BACKUP DATA SERVICES

Not Included

Not Included

As Available

As Available

Not Included

Not Included

Not Included

Not Included

Not Included

Not Included

Not Included

Not Included

Includes 500 GB 
Then $50/GB/Month

Includes 500 GB 
Then $50/GB/Month

Includes 500 GB 
Then $50/GB/Month

Includes 500 GB 
Then $50/GB/Month

Daily Monitoring of Data Backup

PROACTIVE ACCOUNT MANAGEMENT

PROACTIVE MONITORING & MAINTENANCE

Not Included

Not Included

Same Calendar Day

30 Minutes or Less

MANAGED SERVICES
2024 SERVICES COMPARISON CHART

02Benefits and Services

C O N TA C T

866.299.6000  Support

813.669.3345  Sales

info@sixwatch.com

A D D R E S S

1646 W. Snow Avenue

Suite 140

Tampa, FL 33606

S I X W A T C H . C O M

TIER 1: ALPHA TIER 2: BRAVOPLAN DESCRIPTION

M O S T  P O P U L A R !

$130/USER + $15/COMPUTER $50/USER + $15/COMPUTER

C A S E  S T U D Y  //  S I X W A T C H  P O S T E R S  &  D A T A  S H E E T S © 2 0 2 6  S A N A  B R A N D I N G .  A L L  R I G H T S  R E S E R V E D
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TOTAL IT CARE: STRATEGY,

SECURITY, AND SUPPORT FOR 

GROWING COMPANIES.
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M A N I F E S T O

There’s a hero in every heart of our Sixwatch 
crew just waiting for ignition. We live to 
always fuel the compulsion that destines 
our success in business and life.
At Sixwatch, we never view our client’s IT management 
challenges and limitations as something negative. We look at 
them as opportunities and magnificent gifts that can be used 
to ignite our imaginations and help us go further than we ever 
knew we could go – a trajectory for success.

Our Valiant Crew
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TRUE CHARACTER //

CREW FIRST

SAY IT, DO IT

BE HUMBLE

STAY HUNGRY

BE AUTHENTIC 

BE  EXCELLENT

BRING JOY
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With our dedicated 
department to the 
financial industry, 
Sixwatch provides
deep expertise for 
community banks
and credit unions.

Our Industry Superiority

FINANCIAL
Our roots are in serving 

legal clients. Sixwatch 

understands legal IT 

needs and provides 

white-glove, responsive 

IT service that few can 

match.

LEGAL
Whether it’s maintaining 

your IOT or ensuring that 

your ERP system is 

properly updated, let 

Sixwatch keep your shop 

humming and IT you can 

grow with.

INDUSTRIAL
With scalable, cost-

effective plans, we 

handle the tech—from 

strategy to maintenance 

to support—so you can 

focus on your mission 

and vision.

NON-PROFIT

1 2 3 4

IT SOLUTIONS FOR YOUR UNIQUE INDUSTRY
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C Y B E R C R I M E Surface Web //

Web Surfaces
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Deep Web //

Dark Web //

• Yahoo.com
• Google.com
• CNN.com
• Bing.com
• Reddit.com

• Academic Databases
• Medical & Financial Records
• Legal Documents
• Scientific & Government Reports
• Subscription-Only Information
• Organization-Specific Repository

• T.O.R.
• Political Protest
• Drug Trafficking & Other Illegal Activities

D E E P  W E B

D A R K  W E B

QUICK FACTS//

Stolen Credentials 
are used to test for 
open-door access to 
corporate Networks.

197 Days: Average 
length of time it takes 
for organizations to 
identify a data 
breach.

96% of content on 
the web lies within 
the Deep and Dark 
Web (Estimated).

Stolen credentials are 
sold here.
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IT Spend by Industry
C L I E N T  I N S I G H T S
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Software

Tech Hosting/Cloud

Financial Services

Weighted Average

Services

Retail & eCommerce

Consumer Products

Transportation & Logistics

Healthcare

Industrial Products

P E R C E N T A G E  O F  R E V E N U E

24.7%

15.9%

10.0%

8.2%

6.7%

6.2%

5.9%

5.3%

5.0%

4.1%

Our PillarsSTRATEGY SECURITY SUPPORT

Pursue excellence by continuously 
improving and consistently 
demonstrating genuine care for 
your work, fellow co-pilots, clients, 
and the company.

//  P C  &  M A C
S U P P O R T

//   S E R V E R
S U P P O R T

Services Continuum

// C L O U D
S E R V I C E S

// C Y B E R S E C U R I T Y
S E R V I C E S

//   B A C K U P  &  D I S A S T E R
R E C O V E R Y

//   W I R E D  &
W I R E L E S S  S E R V I C E S

Our IT Managed Services
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Let’s be stronger together.
Join the crew, today!

ADDRESS

1 6 4 6  W .  S n o w  A v e .

S u i t e  1 4 0

T a m p a ,  F L  3 3 6 0 6

CONTACT

8 6 6 . 2 9 9 . 6 0 0 0  S u p p o r t

8 1 3 . 8 1 5 . 6 0 0 0   O f f i c e

i n f o @ s i x w a t c h . c o m  

SIXWATCH.COM

Thank You
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1 2
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17 18 19 20 21 22 23
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ABOUT SIXWATCH

WORD OF THE DAY

FEEL GOOD FRIDAY

DESIGN PRESENTATIONS
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Merch
At Sixwatch, we’re 
excited for who we 
are and what we 
represent. One way 
we communicate 
our enthusiasm is 
through apparel 
and merchandise.
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C O N TA C T

Support: 866.299.6000

Sales: 813.669.3345

info@sixwatch.com 

S I X W A T C H . C O M

A D D R E S S

1646 W. Snow Avenue

Suite 140

Tampa, FL 33606

We’ve Got Your Back. Sixwatch is the premier managed IT service provider servicing the 
Greater Tampa Bay, Bradenton, Sarasota and Orlando areas. We offer our clients the 
depth and scope of IT consulting, cybersecurity, support and leadership services that 
we had struggled to locate in the market when we needed it. Now, with over 25 years of 
technology expertise under our belts, we’re confident that our team can change the way 
you view your technology and help you see what is truly possible for your business.

We deliver a sought-after human experience 
for IT support, strategy, and security.


