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INTRODUCTION
On one hand, it’s simple. How much did your digital 
workplace cost to create? The technology involved, 
design time, licensing, and its ongoing support all 
have tangible associated costs. On the other hand, 
measuring its overall future value is a more challenging 
question to answer, but is essential to know. 

Not long after launch, business stakeholders and staff will want to 
understand the new platform’s value. Especially if it has been brought in 
to deal with a number of difficult business challenges. These can vary, 
but typical examples include engaging employees with better content, 
addressing productivity concerns, providing employees with collaboration 
tools, or bringing the tools and content staff need together in one place. 

Yet, without a well thought-out approach of knowing what and how to measure, 
expectations can quickly go awry. This can cause frustration or even apathy 
about your digital workplace among your business owners and employees. 

This guide will help you figure out the best way to prepare and measure 
the value of your digital workplace. It deals with a number of pitfalls to 
avoid too. When done correctly, you’ll have everything you need to secure 
its continued investment, helping your employees love it even more. 
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WHY DO WE NEED TO PROVE VALUE? 
It’s more important than ever to prove it. 
A digital workplace is no longer just the 
preserve of the IT team, as it touches on so 
many different aspects of what a business 
does. Because of this, many stakeholders will 
want to understand how it will help each of 
them answer their own set of challenges.
Defining value, then, becomes a more complex question to answer. 
While financial returns will remain important to understand, so too  
will other softer benefits. Such as how it will affect your culture, to  
how it can improve the way your employees engage with one another 
and with your customers. 

Therefore, bringing together all those questions requires a clear 
approach. This guide will help by showing you what to measure,  
and what to expect from it. 

Senior managers, 
function owners, intranet 
administrators, designers, 
to editors and authors. 
Everyone involved in the 
planning, execution and 
ongoing maintenance of 
your digital workplace. 

WHO IS THIS GUIDE FOR?

Martyn Perks 
Head of Customer 
Insight, Unily
Martyn is a business 
consultant with wide 
ranging experience in both 
public and private sectors. 
His expertise is in helping 
world-wide and small 
organisations improve how 
they communicate, share 
knowledge and innovate 
internally — aiding their 
growth and competitiveness. 
He works with senior 
leadership to front-line staff, 
advising and mentoring 
them with compelling 
insights, recommendations, 
prototypes and business 
cases. Because his 
background is in design, he 
uses these skills whenever 
possible to help make 
complex ideas simple, 
in tandem with tangible 
and insightful analysis.
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MYTH 2: DATA TELLS ITS OWN STORY
We live in an age where digital technology 
means it is incredibly easy to measure 
and collect data on just about anything, 
including how we work and interact with one 
another. Yet having so much data poses the 
question of what should we do with it all. 

If your goal is to squeeze the last ounce of 
performance out of a system, product or 
service, then data analysis is very valuable. 
However, a digital workplace has a different 
remit: it is a service, that brings together 
an entire organisation into one platform, 
that entails a wider set of outcomes such 
as helping staff share, collaborate, digest 
and understand or access content. 

Likewise, it will have many stakeholders who 
all have a vested interest in it. For example, 
internal communications, HR to sales teams 
are just as likely to want to know how it will 
add value to activities. Questions we should 
try to answer are how can it help staff be more 
satisfied in their work; more able to contribute 
ideas; be more productive in their work; even, 
help choosing the right tools or content. 

Starting with these kinds of business 
outcomes will then help us decide which 
kinds of metrics or data to capture and 
measure, and not the other way round. The 
aim should be wherever possible to have 
less data to worry about in order to provide 
more precise answers to help explain value. 

MYTH 1: ROI IS ALL THAT MATTERS
Whenever we think of measuring value, 
Return on Investment (ROI) inevitably 
crops up. Knowing how a new tool or 
service will recoup its original investment, 
or better still, contribute towards the 
bottom-line is essential to quantify. 

One typical way to do that is in measuring 
how using a new tool shortens the time 
taken to complete a task or process. 
A quicker result is indicative of more 
productive and efficient employees, with a 
resulting reduction in operational costs. 

However, measuring fixed metrics (like time 
to complete) becomes less useful when 
trying to assess a platform or service like 
a digital workplace. This is because it is 
designed for many different situations, and 

for different kinds of employees to use it 
too. Some will want to do simple things with 
it, like accessing their tools or documents 
in one place. While others will work in 
complex situations such as collaborating on 
knowledge, or participating in communities. 
All of which makes trying to quantify 
specific outcomes like task completion 
(or cost savings) an unenviable task. 

And let’s not forget, a well-designed digital 
workplace should encourage staff to use 
it more, not less. Hence, any potential time 
saved will likely be used up, due to staff 
being able to do many new things. All of 
which begs the question whether we need 
a better way of understanding value, other 
than purely financial or tangible measures. 

Before we describe how to measure value,  
first let’s dispel a few myths: 

SECTION  

1 
DISPELLING  
MEASUREMENT MYTHS

EVERYTHING YOU NEED TO KNOW BUT ARE AFRAID TO ASK: HOW TO MEASURE THE VALUE OF YOUR DIGITAL WORKPLACE

4



TURNING YOUR DATA INTO VALUABLE DECISIONS

DATA

TRENDS

KNOWLEDGE

Collect your  
data, organising  

it into facts

Make sense  
of your facts  
by identifying  

key trends

Bring everything 
together to drive 

good decision  
making

98%6%4%
57%12%

78%
3%

85%
62%
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ADMINS AND AUTHORS
BUSINESS STAKEHOLDERS

MYTH 3: MORE GOALS, THE BETTER 
A key question to consider is who is 
your audience, and what do they need to 
know (and what to filter out too). Where 
possible, you should aim for having fewer 
outcomes and metrics to work with. 

This will help you to get a much clearer 
picture of your digital workplace’s 
performance. Having too many variables 
to deal with could overcomplicate 
what you want to communicate. 

That doesn’t mean ignoring different 
stakeholders you are working with. Each 

will want to know different things. For 
example, senior management will want 
very headline facts, while a content 
author will need to understand how 
many times their work has been read. 

Knowing what your audience need from you is 
a very important task to figure out. It will stop 
you from collecting too many, or indeed, the 
wrong kind of measurements. Rather, think in 
terms of a set of information layers, gradually 
becoming simpler (and more aggregated), 
the higher-up in ownership your audience is. 

THE DIFFERENT NEEDS OF YOUR AUDIENCE

SENIOR MANAGEMENT

HEADLINE FACTS  
AND KPIs

OUTCOMES  
AND BENEFITS

DETAILED ANALYTICS  
AND REPORTS
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Knowing what your 
audience need from you 
is a very important task to 
figure out. That will stop 
you from collecting too 
many, or indeed, the wrong 
kind of measurements.

MARTYN PERKS 
HEAD OF CUSTOMER INSIGHT 
UNILY
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INTRODUCING THREE MEASUREMENT SCENARIOS
To make this task simpler, here are three 
kinds of objective scenarios we normally 
recommend and work with. Each has 
their own specific goals and outcomes 
they are best suited to measure. Likewise, 
each scenario requires a different 
method in order to prove them.

For each of kind of value scenario, appropriate 
objectives, goals and outcomes need to be 
defined, communicating what business issue 
or opportunity each will address. The more 
defined you are, the better chance you have 
of measuring value, and communicating it 
back to your stakeholders and employees. 

For each measurement scenario, we 
recommend defining their Objectives,  
Goals and Outcomes in the following way.

To define value effectively, you need to agree which  
challenges or opportunities your digital workplace  
will help resolve, while acknowledging that  
different stakeholders will want their needs included.

Therefore, it’s important to create objectives that are 
succinct enough to sum up all of its potential value 
without overcomplicating matters. 

Choose carefully. Having too many objectives  
risks obscuring what it will achieve, or could make 
communicating its purpose and value vague. 

But they must resonate with your stakeholders and 
employees. Only then can you explain how each 
objective will be realised through a number of goals  
and corresponding outcomes. 

SCENERIO 1
Improving employee 

satisfaction

SCENERIO 3
Operating cost  

reduction

SCENERIO 2
Raising staff  
productivity

SECTION  

2 
HOW TO GO ABOUT  
DEFINING VALUE

EVERYTHING YOU NEED TO KNOW BUT ARE AFRAID TO ASK: HOW TO MEASURE THE VALUE OF YOUR DIGITAL WORKPLACE

8



DEFINING YOUR OBJECTIVES,  
GOALS AND OUTCOMES
OBJECTIVES 
Objectives are business-focused statements that encapsulate 
what your digital workplace should achieve, overcome, or create. 
They should be ambitious yet not too complex. They should 
resonate with everyone too, not just one group of stakeholders. 

GOALS 
Goals are what should happen in achieving your objectives. Your 
goals describe the benefits that needs to take place to meet each 
of your objectives. Your goals are what you need to measure 
against. Having fewer tied to each objective is better than too 
many. Plus, make them as tangible to realise as possible. 

OUTCOMES
Outcomes are the benefits or value that come from achieving 
your goals. Typically, outcomes are the indirect ‘softer’ aspects 
that are in themselves hard to directly measure. They point to 
the overall value that doing everything well will bring about. 

When all three are used together, objectives, goals and 
outcomes will provide you with a sufficient level of detail 
covering off business ambition, tangible benefits along with 
deeper indirect outcomes, satisfying everyone who has a 
vested interest in the performance of your digital workplace. 

YOUR OBJECTIVES MUST RADIATE OUTWARDS

OBJECTIVES

GOALS

OUTCOMES

To effectively communicate these 
objectives, goals and outcomes  
with your new digital workplace, it’s 
important to take a temperature check  
on current usage and performance of your 
existing platform, including time taken to 
complete tasks and common pain points. 
Repeating this excercise after launch will 
provide you with solid comparison data. 

Do this by using the tools described  
later on in the Measurement Toolkit 
section. Once you have this information, 
you’ll be in a strong position to report 
on your new objectives once the new 
platform launches.

TAKE A TEMPERATURE  
CHECK ON THE  
HEALTH OF YOUR  
EXISTING PLATFORM

OBJECTIVES 
Business-focused statements 
that encapsulate what your 
digital workplace should achieve, 
overcome, or create.

GOALS
Describes the benefits that  
need to take place to meet  
each of your objectives.

OUTCOMES
The benefits or value that come 
from achieving your goals.

EVERYTHING YOU NEED TO KNOW BUT ARE AFRAID TO ASK: HOW TO MEASURE THE VALUE OF YOUR DIGITAL WORKPLACE UNILY.COM

9



10 DISCOVER MORE AT: WWW.BRIGHTSTARR.COM

THE MEASUREMENT TOOLBOX

Here are some tools of the trade with pros and cons of how 
to use them. Each tool can be used either in isolation or 
in combination with other tools. For example, just relying 
upon a survey may not provide a complete picture of staff 
sentiment, unless findings are also backed up with in-person 
interviews too. 

There are of course many kinds of tools to use. These are the 
ones we recommended and use most often. Adapt them to 
fit your own particular set of circumstances or needs. We’d 
love to hear how you get along!

TOOL AND APPROACH PROS CONS

Usability testing

Offers comprehensive view of  
task-based performance, navigation, 
design and content comprehension.

Outcomes  
Quantitative & Qualitative

Get detailed sense of what works and 
where improvements need to be made. 
Provides measures on task-completion, 
journey and efficiency in navigation.

Heuristics tend to be good when used to 
measure precise things like task completion, 
but more of a challenge when it comes 
to ascertaining subjective feedback.

Focus groups 

Provides forum to understand challenges, 
discuss appropriateness of future scenarios 
and gauge difference of opinions. 

Outcomes  
Quantitative & Qualitative

Very useful to dig deep and understand 
nuances of why problems exist, or 
indeed, reactions to future-focused ideas. 
Likewise, allows opportunity to understand 
reactions across cultures, or from different 
roles/types of employee opinion.

Unless well moderated, these can sometimes 
turn into an affirmation of how staff currently 
understand a problem, without pushing 
them to think differently about an idea. 

Surveys 

Surveys are very useful to capture a large  
base of sentiment quickly. When done well, they  
provide you with a reliable benchmark of facts to use 
to base other decisions off of. The more staff complete 
them, the more irrefutable are the facts they provide. 

Outcomes  
Quantitative & Qualitative

Keeping the questions direct, simple and 
unbiased while tricky to get right, is essential 
to getting good results.. This means the 
results will be harder to ignore or refute. 
Questions should be a mix of ratings, 
rankings and more detailed responses. 
Mixing up a closed-range of choices to 
giving staff more space to comment. 

A bad survey is one that purportedly 
already knows the answers, and its 
questions are already ‘loaded’ with bias. 
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Analytics

Capturing exactly what has happened is  
essential. Analytics should tell you all aspects  
of your digital workplace’s performance. That  
includes views, sessions, to being able to analyse  
how much content has been produced. The trick is 
in knowing what you want to measure and not being 
overwhelmed by having too many data points.

Outcomes  
Mostly quantitative

Good reporting captures all aspects of how 
staff are currently using your digital workplace 
and all of its content: articles, documents 
to tools. That must include on all devices, 
to understand how all of your locations, 
business units and functions are using it too.

Poor analytics are those that do not provide 
a clear picture of usage, or capture the 
wrong kinds of activity. For example, no 
detail is provided on social activity, or you 
are unsure how many users have logged in.

Other business reports 

Other business reports like Quarterly  
Financial Results or Employee Engagement surveys, 
not specifically around the intranet, can be valuable 
too. These can provide the bigger business picture 
around profits, employee satisfaction and turnover.

Outcomes  
Quantitative & Qualitative

Business reports offer a detailed insight 
into wider business achievements and 
challenges which help connect your digital 
workplace back to corporate strategy.

Business reports can provide a mixture of 
qualitative and quantitative data across 
a wide range of themes. As they have 
not been created specifically around the 
digital workplace, it can be a challenge to 
identify the most pertinent information 
that will help to prove your goals.

Customer service portal

Common to many organisations are customer 
portals, enabling clients to request things, or 
even to complain or log issues. While being at the 
‘sharp end’, these portals are essential (apart from 
solving problems), since they provide a very direct 
barometer of customer satisfaction levels. 

Outcomes  
Quantitative & Qualitative

A good portal (as well as helping customer 
questions or answering problems), should 
equally provide the means to quantify the 
types of query being asked. Therefore, you 
can glean types of issues/questions being 
asked, along with satisfaction ratings of 
the levels of service provided, including 
being able to break that down into customer 
segments, demographics too. All, if provided, 
can provide essential operational metrics.

Conversely a poor portal is one that provides 
little out-of-the-box reporting on customer 
interaction, and how well their issues and 
questions have been resolved. If that is the 
case, much time would be spent analysing 
any insights in order to report on, with little 
time left to feedback into the process. 

TOOL AND APPROACH PROS CONS

Good reporting captures all aspects of how staff 
are currently using your digital workplace and 
all of its content: articles, documents to tools.

MARTYN PERKS 
HEAD OF CUSTOMER INSIGHT 
UNILY
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12 DISCOVER MORE AT: WWW.BRIGHTSTARR.COM

Analytics

• % Page views

• % Consumption of mandatory content

• % Social contributions

• % Adoption across departments

• % Attendance of virtual town halls

Survey – Digital workplace feedback survey

Launch intranet specific survey to gather detail on  
engagement and ease of use e.g. Do you feel more 
engaged with company activity? Is it easier to 
find and consume news and information?

Other business reports – Employee satisfaction survey

Refer to wider research including conducting Employee 
Satisfaction surveys to gauge the wider opinion of employee 
satisfaction outside of the intranet. This can then be used 
to back up data from the digital workplace survey.

MEASUREMENT SCENARIO 1: 
IMPROVING EMPLOYEE SATISFACTION

“ We need to make sure that all 
staff consume business critical 
information, understand what 
our focus is, and are engaged 
with the conversation.”

OBJECTIVE

•  Staff are consuming timely content

•  Everyone is more informed of 
what everyone else is doing

•  Senior managers are able to connect 
with staff issues, vice versa 

GOALS

•   Staff feel more connected with each other 

•  Company values are understood

•  Less churn rate among new starters

OUTCOMES

WHAT TOOLS TO USE
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MEASUREMENT SCENARIO 2: 
RAISING STAFF PRODUCTIVITY

Analytics

• % apps and tools consumption

• % employees who have personalised apps dashboard

• Variety of tools in use

Survey – digital workplace feedback survey

Launch digital workplace specific survey to gather detail on 
productivity e.g. Do you find it easier to access essential tools? Is 
it easier to complete everyday tasks such as booking a holiday?

Usability testing

Work with a range of individuals to assess time taken to  
complete common tasks e.g. finding an application, finding a 
document, completing an HR task. Compare these times with 
those discovered when benchmarking existing situation.

Focus groups

Speak to teams and departments across the business to  
identify success stories e.g. a customer query was answered 
quickly as the customer service representative was able to 
find a colleague with a particular skill. An employee was able 
to check and approve a piece of content using the mobile 
app when on the road with a client. Share these success 
stories across the business, using the digital workplace.

“We need to ensure that the 
processes, services and support 
we provide our customers is 
more efficient than ever before.”

OBJECTIVE

•  Centralise access to tools across 
the digital workplace

•  Shorten time taken to produce work

•  Easier to connect expertise 

GOALS

WHAT TOOLS TO USE

•   More usage of mandated 
applications across business 

•  More productive and willing 
staff who contribute more

•  Increase in knowledge sharing and 
better able to solve problems

OUTCOMES
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MEASUREMENT SCENARIO 3: 
OPERATING COST REDUCTION

14

“While we know the potential 
value of the digital workplace 
technology, we need specific proof 
that it is helping reduce operating 
costs in how staff work.”

OBJECTIVE

•  Staff are able to use less costly processes 
and procedures to do their work 

•  The IT landscape is more self-service 

•  Reduction in errors and 
customer complaints

GOALS

•  Significantly improved operating costs

•  Improved quality of service

•  Reduced reliance on internal IT team

OUTCOMES

Analytics

Refer back to analytics gathered as part of the 
benchmarking phase and compare:

• % of overall workforce logons each day

•  % increase in usage of Office 365 tools – by 
comparing you can validate that the intranet is 
leveraging an existing business investment.

• % reduction in usage of non-standard tools

•  Number of intranet support tickets logged with IT team

Usability testing 

Work with a range of individuals to assess time taken to 
locate IT support information, such as ordering a new piece of 
equipment or locating a help article. Compare these times with 
those discovered when benchmarking previous situation.

WHAT TOOLS TO USE
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SUMMARY
Whether one or all of these 
scenarios are relevant to 
your particular situation, we 
hope this guide will provide 
guidance on how to prove the 
value of your digital workplace. 

As we have shown, the 
objectives you want to 
achieve will determine which 
combination of tools you will 
need to make use of. 

For more information, get  
in touch with us today at  
www.unily.com/contact

Customer service portal

Use sentiment analysis to analyse customer feedback, from 
analysing external twitter feeds and customer service logs. 

What to look for:

• Has customer satisfaction improved?

• Is there a reduction in errors and complaints?

•  Has the number of customer service transactions 
increased? (highlighting improved productivity)

Survey – Digital workplace productivity

Launch digital workplace specific survey to gather detail on 
productivity e.g. Is it quicker to complete tasks than it was 
before? Do you have better access to critical resources?

Business reports

Work with stakeholders to assess corporate business 
reports and financial results to determine:

• Increase in profits

• Increase in customer satisfaction

• Reduced employee turnover

• Improved public perception

WHAT TOOLS TO USE CONT.

EVERYTHING YOU NEED TO KNOW BUT ARE AFRAID TO ASK: HOW TO MEASURE THE VALUE OF YOUR DIGITAL WORKPLACE UNILY.COM

15



SECTION  

3 
MEASUREMENT  
TIPS AND TRICKS

DEFINING YOUR SUCCESS FRAMEWORK
Right from the get-go, it’s important to 
establish the right framework for planning 
and measuring success. You also need to 
consider how you’ll govern and manage 
measurement once the platform is 
launched. Without a set team or process 
in place, results and people will be hard 
to pin down and the process will stall 
when you enter business as usual.

GET STAKEHOLDERS ON BOARD

From the beginning of your project, it’s 
essential that your stakeholders and 
senior leadership are supportive of the 
objectives of your platform and invested 
in proving the results. Even if you only 
have hunches at the start of the project, 
communicating and discussing them will 
get people thinking and help galvanise 
support. Keeping them involved at the start 
will significantly help you with maintaining 
their interest once you have launched it.

APPOINT DIGITAL WORKPLACE OWNERS

During the planning stage of your digital 
workplace, appoint intranet owners 
who are willing to gather feedback from 
their various teams and locations after 
launch. These could be people who are 
also happy to write content and monitor 
communities across the platform.

ESTABLISH A STEERING BOARD 

Once you have a network in place to help 
gather results and feedback, ensure you 
have a diverse steering board who are 
responsible for analysing the situation and 
confirming an approach to improve and 
tackle any issues. This could be launching 
new initiatives based on feedback or updating 
the content strategy. Keep the group focused 
but try and ensure you have a range of 
departments and locations involved who can 
filter down information across the business.

HOW TO KEEP YOUR  
OBJECTIVES RELEVANT

PLAN

DESIGN

Set your 
Objectives 

Define your 
requirements

LAUNCH

GROW

Design and build 
your digital 
workplace

Track and 
measure  
your goals

Communicate 
your outcomes
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It is critical that your 
objectives, goals and 
outcomes are up for regular 
review. If a goal has been 
surpassed, then evaluate 
new ones to measure next. 

MARTYN PERKS 
HEAD OF CUSTOMER INSIGHT 
UNILY
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EVERYTHING WILL  
CHANGE OVER TIME
No sooner have you defined what is valuable, it can 
become out of date. It’s inevitable. Your focus will 
change, events will happen, new priorities emerge. 
Or even as staff have started to use it, they will help 
uncover benefits you had not anticipated. Having a fixed 
set of outcomes or metrics could work against you. 

The solution is to ensure your objectives, goals 
and outcomes are up for regular review. If a 
goal has been surpassed, then there is no point 
investing any further effort in reporting it. 

Being flexible is a healthy sign that you are constantly 
engaging your wider business in its value and what 
to focus on next. Having a regular debate to review 
them with your business stakeholders will ensure 
that your digital workplace will always be at the 
forefront of their minds. A win-win situation. 

 

KEEP YOUR  
GOALS ON TRACK
1: CREATE ASSUMPTIONS

These ensure everyone is up to speed with 
what matters rather than relying on legacy 
outcomes that may have become irrelevant.

2: RUN A PILOT

Decide what is achievable. Try it out and monitor 
progress. Create some realistic assumptions of what 
to measure and what performance to expect.

3: LEARN FROM IT 

Did it work as you originally thought? What 
could be done differently? Have you understood 
outcomes correctly? Do you need more input?

4: COMMUNICATE SUCCESS

Don’t forget to communicate to everyone how you are 
achieving your goals and outcomes. Communicate 
progress on a regular basis including on your digital 
workplace. How far are you away from achieving your 
goals? What needs tweaking or adjusting? Get feedback. 
Repeat the process every quarter or twice yearly.

HOW TO KEEP YOUR  
GOALS ON TRACK

CONTINUAL  
PROCESS OF  
EVALUATION

Create some  
assumptions

Communicate  
success

Learn and adjust Run a pilot
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As you progress through 
your design, launch and 
growth phases, you will 
have many opportunities to 
communicate its value, and 
develop your objectives, goals 
and outcomes as your digital 
workplace continues to grow.

MARTYN PERKS 
HEAD OF CUSTOMER INSIGHT 
UNILY
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TALK TO US ABOUT YOUR  
SUCCESS STRATEGY
Unily is the powerful intranet-as-a-
service from award-winning consultancy 
BrightStarr. Designed from the ground up 
to improve engagement, productivity, and 
efficiency across your organisation, Unily 
provides your workforce with the ability 
to communicate and collaborate from any 
device, anywhere.

After a decade of custom intranet 
engagements, we recognised that most 
organisations have similar core requirements. 
Unily incorporates them all—and much 
more—in a custom-built and standalone 
platform that can be deployed in weeks.

The power behind Unily is due to its 
ability to deliver tangible business value 
across the five core capabilities required: 
Communication, networking, productivity, 
collaboration and knowledge. Individually 
or used together, they illustrate the myriad 
ways your intranet investment will provide 
value to your business.

Whether your goal is encouraging 
more communications, or to get your 
employees to work more productively, 
our capability led approach will give 
you the Unily features to get you best 
business outcomes. With our adoption and 
analytics service, together we will track 
your performance against each capability, 
recommending continuous improvements 
and which further aspects to focus on.

Surrey
First Floor, The Granary 
Abbey Mill Business Park,
Eashing, Guildford,  
Surrey, GU7 2QW
Phone: +44 (0)1483 239 240
Email: uk@unily.com

New York
524 Broadway, Floor 11
New York, NY 10012
Phone: +1 888 777-6850
Email: usa@unily.com

Seattle
3380-146th place SE, Suite 110
Bellevue, Washington, 98007
Phone: +1 888 777-6850
Email: usa@unily.com

Sydney
Level 17, The Ark, Coca-Cola Place,  
40 Mount Street, Sydney, 2060
Email: australia@unily.comCONTACT US TODAY TO TALK TO OUR TEAM ABOUT UNILY www.unily.com


