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CanBIM White Paper 
 
The CanBIM White paper is a document that CanBIM will distribute to over 1500 AECOO 
industry professionals via our social media platforms, monthly newsletter and website. The 
whitepaper is intended to be an educational or informative document co-branded with 
CanBIM logo for exclusive CanBIM use. By agreeing to submit a White-Paper to CanBIM you 
are providing permission to CanBIM to use your content for said use.  
 
 
A CanBIM whitepaper must adhere to the following: 
 
Purpose:  
A CanBIM whitepaper should outline an innovative methodology or process that was used to 
deliver a solution.  
 
Length:  
The white paper should be minimum of 750 words and no longer than 1750 words; complete 
with images, graphs and or other appendices.  
 
Format:  
Delivered in Word format (doc.). With the following text requirements:  
Heading Text: Arial14pt font.  
Sub-Heading Text: Arial 12pt font bolded  
Body Text: Arial 12pt font   
 
Content Release:  
All content provided to CanBIM from content providers must be accompanied with an 
executed CanBIM Content Release Form available on the CanBIM Website or by contacting 
glattmann@canbim.com.  
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A CanBIM whitepaper must include the following elements.  
 
 
Author’s Name and Company:  
Full and correct spelling of the author’s name as he/she wishes to be credited. Please include 
any necessary, prefixes or suffixes, credentials.  
 
Date of Issue:  
This is the date that the document will be first released by CanBIM.  
 
Tit le:  An attention-grabbing title that clearly communicates the problem you are solving and 
is appropriate for your target audience. Even for Product Knowledge white papers, it's not a 
good idea to include the product name in the title. Your title should be benefit oriented, not 
feature oriented. 
 
The abstract or executive summary — You may be tempted to put your conclusion at 
the end, but a white paper needs to grab the reader immediately. Include direct, concise 
statements of your position to engage the reader. Although this section provides a short 
summary of what the paper is about, you need to provide enough detail to satisfy a busy 
executive while encouraging the reader to continue on to the core of the paper. 
 
Introduction — Define the issue and provide background discussion while building 
credibility. Find common ground with your audience and hook them in. 
 
Problem Definit ion — Don't start selling yet. Thoroughly and completely identify the 
business problem your technology or process solves. This section should be entirely from the 
perspective of the target audience. 
  
High-Level Solution — Describe relevant technologies at a high level, including any 
competing technologies. Support your arguments with tables, charts, and graphics. Quote 
industry experts as needed to bolster your positions. You are educating your target audience 
on the current state of the art, as well as where your solution fits. 
 
Solution Details — Having thoroughly explained the problem and the general approach to 
solving it, it is finally time to describe your solution in more detail. You can start selling now, 
but avoid grandiose claims; the soft approach works better in white papers. Remember your 
audience and use appropriate language and level of detail. This is the heart of your white 
paper and you'll probably want to use case studies or customer testimonials to support your 
arguments.  
  
Business benefits — This section is the soul of your white paper, where you need to grab 
the reader where he or she lives and provide plenty of assurances that your solution has 
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adoptability and viability. Discuss return on investment (ROI), usability, adherence to 
standards, and speed of implementation. Demonstrate an understanding of the problem and 
how your team solved the issue. 
  
Summary — A quick summary emphasizes both the benefits of your solution as well as the 
risks of your process or technology used. Many readers may skip the entire document and 
read this section only, so write this section as if it were an entirely standalone document 
summarizing the main selling points about your solution. Conclude with the most important 
point that you want the reader to remember. 
 
Best Regards, 
 
 
 
 
Gerry Lattmann 
Executive Director 
Canada BIM Council 
glatmann@canbim.com 
647-889-3363 
 
 


