
Get Satisfaction was a customer community 
software platform for technical support 
based in San Francisco, California, United States. Founded 
in early 2007, it was publicly launched in September 2007. In the 
spring of 2015, Get Satisfaction was acquired by Sprinklr, a social 
media and customer experience management company.

OUR APPROACH

Workingarts was hired to guide and manage the restructuring initiative.  
As the primary interface between GetSatisfaction’s internal leadership 

and their design/development vendors, Workingarts led the creation 
of a new digital infrastructure and marketing ecosystem, ensuring 

continuity, scalability, and brand integrity.

THE CHALLENGE

GetSatisfaction.com, a fast-growing SaaS company, operated both its 
corporate marketing website and hosted customer installations on 
the same domain—getsatisfaction.com. This included URLs such as 
getsatisfaction.com/clientname. This shared infrastructure created 
operational bottlenecks, branding issues, and security risks, especially as 
the company scaled. Despite consensus on the need for a separation, no 
clear roadmap or technical strategy existed to carry it out.
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Highlights
CUSTOMER: Futuremark

INDUSTRY: Computer software 

EMPLOYEES: 30 +

WEBSITE: futuremark.com

SOLUTION: Get Satisfaction Connect 

CHALLENGES: 

•	 Required	a	support	solution	for	new	
product	launch

•	 Traditional	support	methods	
(email,	phone)	would	overwhelm	
a	small	team	lacking	full	time	
dedicated	support	staff

BENEFITS: 

•	 Have	not	had	to	increase	support	
headcount	despite	launching	many	
new	products

•	 Helped	Futuremark	released	better	
quality	software

COMPANY PROFILE

Futuremark creates software 
benchmarks and online servic-
es that help people measure, 
understand and manage com-
puter hardware performance. 
Futuremark maintains the 
world’s largest and most comprehensive hardware 
performance database, using the results submitted 
by millions of users to drive innovative online solu-
tions designed to help consumers make informed 
purchasing decisions. The company creates the 
industry’s most authoritative and widely used per-
formance tests for desktop computers, notebooks, 
tablets, smart phones and browsers. Working in 
cooperation with many of the world’s leading tech-
nology companies, Futuremark develops industry 
standard benchmarks that are relevant, accurate, 
and impartial. As a result, its benchmarks are 
widely used by the world’s leading press publica-
tions and enthusiast review sites when testing the 
latest processors, graphics cards, notebooks and 
tablets. 

The company is headquartered in Finland just 
outside the capital Helsinki, with offices in Silicon 
Valley and Taiwan.

Callenges
When	James	Gallagher,	Marketing	Planner	at	Futuremark	

was	planning	to	launch	a	new	video	game,	he	wanted	a	non-

traditional	support	solution.	Working	in	a	team	that	lacked	

dedicated	full	time	support	staff	he	feared	that	regular	sup-

port	channels,	such	as	email	and	phone,	would	overwhelm	

his	developers	and	tie	up	precious	resources.	He	was	par-

ticularly	concerned	because	he	knows	that	gamers	expect	

a	quick	response	and	can	be	very	vocal	in	online	communi-

ties	when	they	feel	their	issues	are	not	being	addressed.	

Why Get Satisfaction
James	began	his	search	by	looking	at	traditional	support	

forums.	He	quickly	eliminated	this	option.	“With	traditional	

support	forums	good	answers	often	get	buried	so	after	

a	while,	you	can’t	find	the	answer	you	need.	We	needed	

a	solution	that	enabled	our	customers	to	quickly	find	the	

answers	they	needed,”	stated	James.	He	determined	the	

company	needed	a	solution	that	supported	search	and	

enabled	self-service.	

The Implementation 
Futuremark	customers	enter	the	community	by	selecting	

the	support	tab	from	the	company’s	website.	Using	Get	

Satisfaction	Engage	widgets,	the	community	is	embedded	

within	the	support	page	and	dynamically	provides	users	

with	a	list	of	recent	problems	reported	in	the	community.	

Customers	can	click	on	a	problem	to	view	more	details.	

From	the	same	interface,	customers	can	also	report	a	

problem,	ask	a	question,	or	share	an	idea,	by	simply	enter-

ing	in	text	in	a	search	box	and	then	selecting	continue.	Us-

ing	Get	Satisfaction’s	search	intercept	feature,	the	solution	

“With traditional support forums good answers 
often get buried so after a while, you can’t find 
the answer you need. We needed a solution 
that enabled our customers to quickly find the 
answers they needed.”
James Gallagher
Marketing Planner at Futuremark

Futuremark
CUSTOMER SUCCESS STORY

Turning Negativity in your 
Community into a Positive  

for your Brand

“The Chinese use two brush strokes to write the word ‘crisis.’ 
One brush stroke stands for danger; the other for opportunity. 
In a crisis, be aware of the danger — but recognize the 
opportunity.”  ~ JFK
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The Impact
By leading a complete digital 
transformation, Workingarts 
empowered GetSatisfaction.
com to operate with 
flexibility and confidence. 
Through strategic planning, 
technical execution, and 
sustained creative support, 
Workingarts became a trusted 
partner in GetSatisfaction’s 
continued growth and 
marketing success.
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TURN CUSTOMER ENGAGEMENTS INTO

LOVE AFFAIRS
Six Reasons Your Company Needs a Get Satisfaction Community

THE RESULTS
• Seamless decoupling of 

corporate and SaaS platforms.

• No downtime or broken links 
during proxy transition.

• Marketing and engineering 
teams gained operational 
independence.

• Elevated web presence, faster 
campaign turnaround, and a 
reliable tech support platform.

• Rich content and marketing 
collateral reinforced 
GetSatisfaction’s credibility 
across target industries.

KEY CONTRIBUTIONS
Domain Decoupling:

• Identified dependencies and authored all necessary proxy redirects to 
decouple the corporate website from the SaaS platform.

• Ensured no disruption for existing customer URLs and preserved SEO 
integrity.

• Transitioned the corporate marketing site to a standalone hosting 
environment.

• Corporate Website Relaunch:

• Directed the full design-build-launch process.

• Managed alignment between creative and technical teams, translating 
business needs into actionable specifications.

• Improved performance, branding, and content flexibility.

Tech Support Website:

• Created and implemented a dedicated technical support site using 
WordPress.

• The new portal was designed for both customer access and internal 
efficiency, independent from the SaaS product environment.

• Marketing Campaign Infrastructure:

• Managed Marketo landing pages and coordinated digital campaigns, 
including webinars, PPC ads, and event promotions.

• Built custom landing pages and email workflows, integrating campaign 
performance tracking into the evolving infrastructure.

Extended Engagement:

• Due to the success of the initial project, Workingarts’ contract was extended 
for an additional 12 months.

• During this period, Workingarts created new marketing landing pages, 
formatted and illustrated a comprehensive library of industry-specific white 
papers, and provided publishing support across all content platforms.

• These materials were critical to GetSatisfaction’s lead generation and thought 
leadership strategy.

ABOUT THE PROJECT
Industry: SaaS / Customer Engagement Platform
Project Duration: 6–8 Months (initial) + 
12-month contract extension
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Big Ideas. 
Unique Value 
Proposition 

A Strategic Blend of Marketing, 

Design, Publishing, & Technology  

— Crafted for Ambitious Brands.
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