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Advertising entices the mind. Relationship branding reaches the heart.

It maintains continuity and focuses on human interactions with a
brand at every contact point to convey the right message and deliver
a positive personal experience so that the desired thoughts, feelings,

attitudes, and perceptions become synonymous with the brand.
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Emisare’s staff members have contributed to the success of brands and organizations such as:

AAF Triad (Pa9e®) Bumperstatements.com (Page 71)

High Point Market Authority 2928 | High Point Theatre (Page5¢)
Implus Footcare (P29¢4) Jhane Barnes Menswear (rage 40)

Noble’s (rage 72) Pastabilities (rage 70)
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Client: High Point Market Authority

¢Emisare has proven to be a highly
competent, knowledgeable, flexible
and cost-effective partner for the
High Point Market Authority.”

“They are sharp strategic thinkers who take a problem-solving
approach to achieving our marketing objectives. In execution,
they pay close attention to detail, meet deadlines and return
exceptional value for our budgeted dollars. Intimately involved
with all aspects of our marketing program, they not only have
the skill and dexterity to respond to immediate and unforeseen
needs, but also maintain a long-term vision that allows us to
achieve year-over-year improvement in our processes and results.”

- Brian Casey, President and CEO, High Point Market Authority
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In a recent campaign, we summarized the Market's
pivotal role in six memorable words: T
The Premiere Market for World Premieres. - 4 ' . : The Next World Premiere Begins 10.1.0 =Ry
This theme drove communications from the trade Al W : = 250
spread on this page, to the Flash animation on the
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Twice a year, Emisare helps High Point Market maintain its role as the preeminent market
for the home furnishings industry by producing freshly designed trend forecast reports in
print and digital formats.
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“The point 16 to create designs that make the whole experience -
from that first moment of inspiration, through the buying decision,
to the end use — fresh, fun, personal and exciting.”
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High Point Market is so uniquely comprehensive that everyone who attends is going to find an abundance of items and ideas suited to their particular needs. To express the diversity
of Market’s offerings, we devised a versatile collage motif—themed “Form at Function”—that presented it as an artful assemblage of products, people, ideas and innovations

 # oal
o
e

- Y All the latest forms al one function... ¥°
At ONe '.um,lmn.;;mr!

5 N es ‘ ? |
' A
v Highpainsmuriat sy | (3001 07046482 | 'mbr@ighoarmimasit fig .?'
: § [2008] ~ 4 ‘ E’l o P
| ] HTAEE I A ﬁ -
— i L s -1' h

B mn’: wuﬂ presview also presvue (pré'u;. go’)en 1. A

also PF -\rlll} i _advance showing, as of afififiy. before publig
re . tt e ]
ﬁuﬂﬂm veﬁ w

gof &P pu!‘ Ty of th
f.'ro refifie the < b 1gment-ﬂ-’-

artakes

ﬂl @m’-l
| )

‘1‘7

re-vlew
ﬁ'- anct

A

LT X m}' -n-v'v’"" o
L LT it ant, b it

_ L] P
e 1. 1, n,ja-'.' >

s nendymition of

hiyvilmi

DCTOBEA 20-28

P15



form (Maike s Vo, Theadaass mnil sirctnie of

an objeci b, The body,
{ Advertising for the Collage campaign presented a blend A iy g
SO of traditional and contemporary furnishings with quotes it

cm e e

dgie 1L
e
“A chalr is a vary
cifftoulk ntjeot
A skysorapear
18 slmost easjer
That | why
Ohipperdals
13 farnonus®
Mine vun gar Joha

that paid homage to great design ideas, themed with the

Manners a8 S0
rnance sccording

The voyage of discovery is not in
seeking new landscapes, but in

headline, “All the latest forms at one function.” T Fimess with regand
Lyl o maamer a lilen
o b The strucluig
idel (o making & o

iuh schoo!

od, b To e
it 2a, T

YW U

T

»o
-
-
- -
-
e
.
s
o
-
-
-
-
-
-
"
-
»s
-
e

T W R -y .

CEpondenees twesn
ininue elermem in ih
hielemeit im the Lirs)
dure wiilun an appi

| v famctbig

e I e T e

International Association
of Exhibitions ana Events™

3

= IAEE

The HPM “Form at Function” campaign was
awarded First Place in the category of Attendance
Promotion Campaign at the 2009 International
Association of Exhibitions and Events (IAEE).
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The HPM “Form at Function” campaign
was awarded a Silver ADDY® in the category
of Mixed/Multiple Media - National B-to-B.

= . OCTOBER 20-26 e
Xh_!gbpolnt MARKET www highpointmarket.org ‘/
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the world's home for home furnishings {888) 284.3081 | infofhighpoiimarket.or
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“I'm compelled to write to you and tell you how much | like the current print ads that are running in the trade mags. As the advertising director at Wisconsin’s largest furniture retailer, | see a lot
of ads come across my desk. The campaign you’re currently running is excellent. | applaud you for moving away from the usual.” - Robin Kinney, Advertising Director, Porters of Racine/Furniture Clearance Center
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You could travel the world in suuch of the most
productive event in the home

Or, you Lnutd come to the High

REGISTER NOW

Precisely targeted direct mail narrowed the focus of the Collage campaign to answer the wants and needs of specific audience segments.

As a result, registrations for the High Point Market held firm in the face of an economic downturn that hit the home furnishings industry especially hard.
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For 2009, we expanded on our‘premier market” and “all the latest forms at one function” approach by positioning Market as
the center of the home furnishings universe. The Connect concept promoted High Point as the place that connects you to
the products, people, information and ideas that will make your business soar:

Full page (left) and consecutive small space ads announced the upcoming Market dates to our loyal fans with bright graphics HERaIE '

| l { C O ' d I J E C I : that created a high-contrast complement to the content of the industry trades.
s N f'f-t g
"\ . Q& A with Terri Maurer, FASID
o e T
o C I O B E R = \. NEW BOOK SHARES BUSINESS BEST PRACTICE GASE st%;;[uss,f
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Slick Details

DOQRS SPORT HOCKEY PUCK KNOBS/

MODKNOBS ARE JUST that—door knobs with sleek lines, earth-friendly
repurposed materials and superior locksets, Puck is crafted from hockey pucks,
a durable vulcanized rubber with a hand-friendly grippy texture, and Matte is
crafted from PaperStone, a 100 percent past-cansumer recyeled cardboard.
Coordinating deadbolts are available for exterior applications.
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extent in our profession, it seemed the best way 1o
create and build a successful practice. Tt allowed us

OCTOBER sion and their businesses. This book reveals the real
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LANES FROM AN abandoned bowling alley were used to creare o
William Stranger’s Second Life collection. The series uses pieces o
of sabvaged wood from California’s Tava Lanes for what Stranger
refers to a5 “urban salvage” a fresh adaprarion of reclaimed mare-

AL T |

BOWLIMNG ALLEYS BECOME STRIKING FURNITURE/
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CONNECT@ the world S |

1ome for home furnishings

This is your personal link to the world’s most
comprehensive home furnishings event:

OCTOBER | 7—22 (Sat-Thur)

Visit www highpolntmarket.org

ufi
KX gpoit T

Tools for a
Successful Market

Hotel Reservations
Airline Discount Codes
Exhibitor Listing

Your Market Planner

Market Conclerge

Welcome Scott

CLIVS  INDUSTRY INSIGHTS w2005 dae: OCTOBER 17-22

Register Today
Scoltt Williams

Jahn, the world § most
comprghensive Market
connects you to all of togay's
stw, thends and
snlutions Register now 1o

receive your free High Point
Markat paas and Preview
Guide

Spring Market
Apr. 17 to Apr. 22

Authentication Code;
ABCH1234

Gﬂuk ‘Herv to Ragister

\!, 3] T

HIGH T MARKET
1 Showroom pesign&
Merchandising Ideas

Competition v.2009

Best of Market Award Market Events
Cipan 1o all exhiodors who choosa to participate and
jedged by well-respected industry leaders, our Best of
Market Award singles oul the showroom that exemplifies
design sxcellence for 2008, Learm More

gxtiang sty R (0 ofle:

NEW!

Quick Poll

Do you plan o sttend (he
$|:r||||; 2010 Marksl?
| Y
Yes
— 1
MNa

- T
Undecidad

orad woipa § 400

S

SR L

| facebook ri:hw’:ﬁ G

Thare's mare la do than browss tha latest in homa
fumishings ai High Poirl Markot Taks a look ot this year's
imprassive soster of =svents 10 siay an top of everything this

People’s Choice Award

Selected by our guests, the Peopis’s Chosce Award gives
special recognilion to the exhibitor who caplures tha most
attentian at Maroest: Leam More

Market Memories
Share your grast Markat mamen! al
www highpolntmarkest arg/Centennial
or by sending a tweel 10 our

Ehpmktmemories Twitter account

The key to the Connect approach, however, was not to just say that Market connects you to the center of the home furnishings
world, but to build that connection. Direct mail pieces (left) encouraged recipients to visit their personalized web pages (PURLs, above),
from which they could register; book their travel and accommodations, search for showrooms and seminars, plan their Market activities
and receive valuable industry insights.
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High Point

MARKE [

The next
six days
that matter

Having established the High Point Market as the premier event
in its industry, the place to see the new, the now, the enduring
and the possible in home furnishings—and to connect with the
people and ideas that can make your career—we began elevating
its position to the status of a major cuttural event. As Fashion Week
is to apparel, Market Week is to home furnishings. Advertising
conveyed the breadth of the High Point experience in words
and images, creating a sense of wonder and discovery.

The Market Week campaign was = = - . High Point
awarded Runner-up in Best of Show, as

e S e Al & MARKET
) | WEEK
Oct. 16-21

wiww highpointmarket.ong

The Market Week campaign was
awarded a Gold ADDY®in the category
of Mixed/Multiple Media - National B-to-B.

wrenw highpointmarket.orng/ facebook
wwrw highpointmarket.org/linkedin www.highpointmarket.org/facebook
wrerw. highpointmarket. orgffwitter www, highpolntmarket.org/linkedin

wreres Hghpo|nimarkel orgiyeutube hlgh POiﬂt MARBKET www.highpontmarket.org/twitter

the worid's homa for nome fumnishings www.highpointmarket. org/youtube
www.highpointmarket.cng | BO0ATA.B492 | info@highpointmarkeborg gnpat 9y

v highpointmarket.org | 800.874.6492 | Info@highpointmarket.org

High Point

MARKET -

WEEK
Oct. 16-21

www.h'i g.l'lpc.uil.'-t.tma-ri‘.etnrg

The next six days that matter.

i

S

-
|b
1)

Ve
www, highpointmarkeLorg/linkedin

h_gn nt MAHKET www. highpoinimarket.org/teitter
o WA oo for T oG www.highpointmarket. org/youtube

www.highpontmarketorg | B00.874.6482 | info@highpontmarkel.ong
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Preview guide covers communicated novelty and innovation with on-trend colors and shots of high-end furnishings. Accompanying graphics were clean and simple
our major event positioning, proclaiming Market Week as *“The next six days that matter”

b Oifficial Publication of the High Paint Market

o

Lo

highpointARIET 2010 FALL

FURNITURE
PREVIEW

Wk hahpeintmadge: gy
[0 &, T

il vl iphpirbead ety

N

-ﬂ'!s;

¥ nenpeiaaer 2010 FALL

ACCESSORY
PREVIEW

Oiticlal Publicatian of the High Point Market

wanslighooinradkal o

THE NEXT SIX DAYS THAT MA

e /

High Point

M\ F,I" =N 7
| ‘/; L-—\\ e F =

N\,

, setting Market Week as the frame around its diverse set of offerings. The headline reinforced

L

By A

Yhspomuener 2010 FALL

DESIGNER
PREVIEW

Offickat Publicalion of lhe High Paint Markel

High Point -_.:I
MARKET B
Virel | eme pd 7 NN
15".'!,#\".”'.,4 E ': 9 ) \ : 1-
Oet. 16-21

Direct mail to designers used a multitude of rich images, taken from
Market showrooms, to communicate the fullness of the Market
Week experience.
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Already one of the most useful and informative websites
in the event industry, the High Point Market site underwent
a complete transformation as part of our Market Week
approach. Simplified graphics, more artistic imagery and
improved navigation, along with incorporation of the
Web 2.0 design techniques, created a first impression
of Market as an innovative, world-class event-and made
it even easier to register; make your travel plans and find
the exhibitors you most want to see.

The High Point Market Authority website was awarded
a Gold ADDY®in the category of Interactive Media/Website,
B-to-B HTML, Services.

. press center | exhibitor services

@ L
£y
X highpoint MARKET markel weex /OCTOBER 16-21 2010

the homea for homa furnishings

Home Plan YourTrip Exhibitors Events Resources International AboutMarket Contact Market

-
(L]

Our powerful new planning tool |
customnize your Market Week exp:

FEATURED

High Paoint, Morth Carolina, Aug. 25, 2010—
The High Point Market Authority (HPMA) has
unveiled a fresh new website design,
offering more interactive tools and features
to streamline the High Point Market
experience for exhibitors, attendees, and
press.

Download Business OQutlook. (PDR). p

Download Planning Guide (oF) P

ARTICLES O TWENTY

COMPANIES
High Paoint, Morth Caralina, July 26, 2010—
. . With a little over six weeks until Fall Pre-
B e A MAZ ED at th e H | g h POI nt M a rket Market, three mare companies have joined
the September 2010 Pre-Market
At the October Market, as ghosts become restiess and winter sponsorship group supporting this retail
chill lurks, Market Square & Suites will present the third progact preview; event
AMAZED merchandising concept on the top floor of the Suites
at Market Square. This year, the 4,000-square-foot installation
has the theme "It's Only Real When It's Dark," and features an
eye-popping, idea-shocking exploration of the darker side of
! life, humor, pop culture, and surrealism. =
= High Paoint, North Carolina, July 27, 2010 —
Bead the Entire Article If you want to see the |atest high-fashion
apparel, you go to New York for Fashion
Week. If your interests turn to the hottest
trends in technology and the music
Industry’s emerging stars, you take a trip to
Austin, Texas for South by Southwest. And
= if you want to experience the new, the now,
0 Comments Bl Like B4 shaceThis| 7 the enduring and the passible in home
furnishings, you go to High Point’s Market
Week.

2010-07-27

V

Sleepstakes Kick Off in October
F & = After a successful unveiling in April, the IHFC Sleepstakes will REGISTER FOR a UPDATES

- d hit its stride at the October High Point Market. Retailers may

f register at any one of the more than 30 IHFC bedding
showrooms during Market, with the winner claiming a $5,000
merchandise credit for orders placed with the company where

¥ S i
—— L 1ES the retailer registered. A random drawing will take place
4 immediately after Market, and the winner will be announced on
November 1. Busingss [WaERTESEETH
) Read the Entire Articie
-

|3 shareThis | New MARKET PREVIEWS

0 Comments Bl Like

Taking advantage of mobile web technology to
enhance the Market Week experience even further,
we launched MyMarket. This powerful, flexible
planning and communications tool allows visitors
to develop a complete Market Week plan, connect
with colleagues, schedule meetings, keep up with the
latest buzz and improve their at-Market experience,
from any place, at any time.

MYMARKET st weer /OCTOBER 16-21 2

Home Altendees Events Exhibitor List Conversations My Planner

My Meetings

Hi Cheminne

Wi

Prafie

.‘ Update
& tnite

My Messages

My Exhibitors Christopher Guy. #hpmkt
bout 2 hour t MyMa

Ket

#ProjectUDesign for @BIOH4ALL!
ak 3

MyMarket

schedule look like?

My M

#roomplanning #interiordesign

MyMarket

it MyMa

Hooker Furniture Unmatched Dining Drama possible with this new
table coming from our Trilogy collection at #HighPointMarket

_ My Meetings J
Rttp: //ow. Iy 2Pvic
£ My Events '_:’
My Contacts ) Carole Shea May @HPMarketNews - looking forward to Lillian

August, French Heritage, Nattuzi, Francesco Molon, and

Laslle Carothers Hey @danafrench! #HPMkt looking a littie crazy
4 @tkpsev and I due to appts. + all that is happening around

Dann French @tkpleslie How's it going? What does your #HPMit
MicroD Inc A #hpmkt must see : hitp://ow.ly/2

snugfurniture time to buckle down for a long afternoon to do list.
listening to our #HPMKE playlist £ hitp 3w5

i/blip.fm/~x3

MYMARKET o /OCTOBER 16-21 2010

Home Attendees Events ExhibitorList Conversations My Planner Logout

My Contacts

Search 5&5 -_Elnr
I‘A.LI_ A B s P EFGHIIKLMNCIC FORSTUVWXYZ
WHAT CAN | DO HERE?
Find more Conracts Shannon Kennedy
Marketing & Communications Manager at High Point Market Authority %
!.5;&{& r o, Art, Book Sinf 2ranging / Markating Send Message
SORTBY e v

Request Meeting

Alexis Kennedy

Request Meeting

Bnan Casay
President & CEOQ at High Point Market Authority

Send Massage
=%
®E Remove

J Reguest Meating

Heinz Kattenleld
Chief Operating Officer at 220 Elm

~
' Send Message

Adel | Remove
Inter

ﬂ Regques! Meeting

Edward Reams

MYMARKET vt weex /OCTOBER 16-21 2010

Home Attendees Events ExhibitorList Conversations My Planner Logout

My Messages

You are composing a message to Shonnon Kennedy, Once you send your message, Shannon ®ennedy will be
notified via emall from Zertsta (your email is kept private at all times).
Subject:

What time are you gaing to the kickeff party?
Message:
® - (BrU[EEFE AR Y

H

Porvimnd by Zestata. Coprright sann Privacy . Supguon

£
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HIGH POINT MARKET | April 7-13
www. highpointmarkeLorg
13 home for h-:jl" 21l Qs 2558 | Info@highpaintmarket.ong

The High Point Market is the world's largest home furnishings event largely because High Point
is where much of the industry's intellectual capital is located. To support the city's predominant
position, Emisare created the Creative Class campaign, which encouraged manufacturers and
importers to locate their corporate headquarters, their plants and their US. distribution facilities
in the area. The campaign artfully presented recognized industry leaders extolling the many
benefits of being so close to such a wide variety of resources.
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The Creative Class campaign spread through a variety

of media, including print ads in trade publications, at-
Market signage and special online microsites, reinforcing
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Client: Implus Footcare

The Yacktrax Stable Trax™ Foothed offers foor girfdence via a dual-

dimsity heel placand deep hisel cop, resulting in an aipatingly suble footstnke
amviranment, IMPLLE® foam swith Hydrologi ™ moisture managemant systam " 4
is added 10 provide incredible comfort. www. yaktrax.com . -

The Yacktrax Stable Trax ™ Footbed offers foot guidence via' s doml-

densiey hee plate and deep heel cup, resulting in an amazingly stable foorsirike 2
environmant. [MPLUST feam with Hydrolagix™ meisture management. system !
It added o prendde incradible comfort www.ynktrax.cum

ARARE BMEAMERA BALLH | TOFR0LP YANTRAX APARA BNFAKER DALLS  BIFESCLE YAITRAK

1

IMPLUS FOOTCARE -
, Implus is an innovative leader in footwear accessories—a huge and ever-expanding
e market. Emisare helps the company market such flagship brands as Yaktrax and

% Sof Sole with integrated campaigns reaching 65 countries. '

Serious hikers facing difficult terrain can go where few have gone before, thanks to Implus’ YakTrax traction accessories. Our print campaign invites explorers to make their own trail.

———
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FREEDOM

Yaktrax Pro traction devices are like snow chains for your feet,
allowing you te navigare with confidence in any icy conditions, This year, don't let snaw and jce keep you
confined, step out on the path o freedam

DYAKTRAX SR

Confifonce an Packed Swow and lce

Yaktrax Walker traction devices are like snow chains for your feet,

allowing you 1o navigate with confidence in-any icy conditions. This year. don't let snow and ice keep you

confined, step aut on the path to fresdom.
@ .'Am www.yaktrax.com
Coulidence ow Packed Snew amf Jeo

To those who don't want to be limited by the hazards of icy roads and trails,Yak Trax makes the irresistible promise of freedom. This theme, delivered in print and web versions, drives healthy sales growth for the brand.

@ y“ u ‘] ‘ M‘ tE‘ PRODUCTS PRESS TESTIMOMIALS STORE YAKFACTS RETAILERS COMNTACT

WAL IKETR lightweight traction
device for shoes

Great for the

H’O more active

winter enthusiast

Rsmmmwmmﬁou Yakirax is a registered frademark of Implus Footoare LLC.
- © 2008 imphus Footcare LLC. Prvacy Policy

[ | [REGISTER |

RETAIL LOG-IN

The theme of freedom was especially appropriate for the YakTrax website, which makes it exceptionally easy for customers
to order the product, find retailers and take advantage of promotions.
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PROOUCTS FiNNING  RETAIL LOCATOR

“Emisare has played a big part in helping take the Implus brand to the next level.”
— Todd Vore, President and CEO, Implus Footcate, LLC.
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Our website for Sof Sole makes full use of the potential of interactive
8. 2008 What ! wintied 10 bet youi know b thal " . . X , . . .
L B bl A ol i : ot oo media, with a user experience that's the next best thing to having a live
P g For th s on Poncey. e ety Aoy trainer there to answer questions.Visitors not only purchase products,

Bank of Armerics Chicagn Marathon Heath & markings) & the Expo and wone them - Associaton and has wITien mumer
NN T TR TR T JAR= i) " [+
i e = ey - nEwgy = ; but learn a lot about foot health and comfort.
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DALY | (A AT | e

S5of Sole performance insoles
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If you're a competitive runner, Sof Sole inserts will give you a performance boost. (Be warned—your competitors may resort to name-calling.)
Our print ads are one part of a multimedia campaign that presents a motivating brand based on the dream of pulling ahead of the pack.
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S
Eji]'? Client: Jhane Barnes
e

When we first started working with Jhane Barnes, the phenomenal designer was putting out stunning
clothing but an inconsistent brand. VWe helped her define and focus it, creating a distinct identity in a category
of brands that paradoxically tended to blend together:



JHANE BARNES

Jhane Barmes is an icon of high-end men's fashions, a position she eared

by designing clothing utterly different from anybody else’s. In addition,
her mathematics-inspired fabric designs have found their way into carpet,
upholstery and furnishings for the likes of Google, Delta and Sony.

When Jhane Barnes was honored with a retrospective at the Dallas Museum of Art, Emisare was honored
with the task of creating an invitation elegant and original enough to appropriately represent the brand.

JHANEBARNES.
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Because so much fashion marketing looks the same, we make sure

everything we do for the Jhane Barnes brand is as unconventional
as her work.
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“Emisare created a website that perfectly embodies the high-design appeal of the Davis Furniture brand. More than just beautiful
to look at, it presents our vital information in a well-organized and easily accessible fashion.” - ashiey pavis, bavis Furniture

Client: Davis Furniture

DAVIS FURNITURE

Davis Furniture offers a wide variety of contemporary business fumiture ﬁ
for the corporate, hospitality and healthcare environments. Each piece

is an embodiment of quality and value—the end result of superb design
and manufacture. -

i

N

b 1
|

1

QEDA - -

— ﬂpﬂ — .

Davis Farniture
i Davis_Furniture
ModernFarnishin The Tana Chair
Leries by Day

w5 Furmiture
fpages.comi2011/12/03

A A3e .'l."| Fseet  Liodnty
Davis_Furaiiure Z4 Sanches on the
. T e fdesignerpages Tongs blog!

|| ' o Bty ADEYID
{ ) [ ] b dayy sp  cuply  mwwet - Liemiie
) ’ FEs B
' B 1 K} Davia_Furnliuse Make 1irs 1o check
Ut Bty prGUFR

i EPINLerest pa
e e

1 ERE O iatian

L, = Bhedcn Bela

D‘A\‘ﬂs [ T YT ep—— COMTAT

ENEWR
¥y US ENEWS

DAVIS

gona

DAVIS

Qooa

One of Davis Furniture's strengths is the breadth of
their offerings. The downside to such extensive output
is that it can be overwhelming for the interior designers
that are Davis' primary customers. Emisare needed
to create not just a website, but an easy-to-navigate
database of all the company's products. Customers love
it because it is efficient and cleanly designed, organizing
and presenting a huge collection of furniture in an
engaging way. Davis loves it because their diverse
teams can easily add products to the site without
disrupting the consistency of the design. An added
bonus: drastically reduced print catalog costs.

The Davis Furniture website was awarded
a Silver ADDY® in the category of Interactive
Media/Website - National B-to-B.
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Client: Clairvia

A small software development firm came to us with a big branding challenge. Operating under the name AtStaff, they had
developed what is perhaps the industry’s leading staff scheduling software system. But “staff scheduling” doesn't even begin to
touch on the benefits their solution delivers. Matching patient needs with caregiver abilities, in real time, to achieve desired clinical
outcomes, the system can improve the quality of care while increasing patient, staff and physician satisfaction—and cutting costs.

In short, the benefits are transformative. Seizing on the company’s name change—from AtStaff to Clairvia—we developed a
transformative approach to communicating the benefits of their solution, one that is built on ideas, not products, focused on
real-world results rather than program features, and that initiates conversations, instead of selling products.

¢
L)

.“t.*f‘
¢ 6% 2.0%%0 0.0%02

L X L X AP XX X XN

Clairvia

Clairvia creates software solutions for the healthcare industry; sophisticated
systems that help hospitals and doctors’ offices cut cests and 'streamline
operations. Pioneers in their field, they actually invented the first staff scheduling
software, back in the early 1980s. Refining their system over the course of
three decades, they crafted a set of ideas about managing care value into a
truly transformative solution.

CIaiPVia® Optimize every moment™
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HIMSS510 : Dr. West is scheduling two cardiac bypass surgaries.
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More efficient. more effective =
healthcare delivery begins.
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|| || Optimize every moment™

HIMS510
PARTICIPATE: Georgia World Congress Center
wiww. himes2715.com Boath 2715
<
i
T M DELEr PATENT EXPETIENCE Begins
to drive a better financi Charles Owen's care team is planning the next phase of his treatment.
Monday. March |, 20I0. [2:30 p.m. al performance. .
Optimize every moment. y y
ransformation begins.
ot HIMS510
o PARTICIPATE: Georgia World C
Optimize every moment. www.himss2715.com Mo:g‘:n:‘ ongress Center :
HIMSS10 Anita Wallace arrives for total hip replacement surgery.
Georgia World Congress Center l I
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www.himss2715.com el e

— ~ Optimize every moment™

Elizabeth Martin is going home.

The transformation began on March Ist 2010, at a major healthcare industry trade show. Direct mail and email outlined the benefits of Clairvia Care Value
Management while inviting our audience to join in a conversation about the ideas that drive the solution. Product literature (right) abandoned the typical screen
shots and features presentation, to focus on the transformative effects of one moment in real time, optimized by Clairvia CVM™ Care Value Management.
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Clairvia

Clairda For v About Clairvia »

consider the evidence upon which real solutions can be built, igentify
lodey's best practices, define a superior model for temomow, and
engage in a dialogue focused on achieving the best possible cutcomes

for patients and providers.

Aurora Health Care:
A Leader in Evidence-Based Staffing

In an article co=wrnlten with Rhonda Anderson, AN, DRSC, FAAN, FACHE
for the October 2009 ksue of Nrsing Econormics, Or. Karene Kerfoat,
g Chiat Murse Executive at Aurors Heakh Care, stated, *the role and
’ o

function of nurses in acute care settings must be supported by
evidence related to outcomas,” Moting that “avidence-basad stafing
goes beyond Mlling 4 hole' i the schedule and the cotcept that 'a
nurse i & nurse ia & nurse,™ Anderson and Kerfoot assert that in o
pay-for- performance werld “we nesd the right nuse for the right patiert ot the nght tme
mest _ safety and quality outcomes.”

st of the entry

Clalrvia \._.l"‘ll'h'_’lLi.n

Evidence-Based Staffing: Now Is the Time

Thee fafiowing s condenset from D, Srminghan’s article it June, 2010 fssoe of Murse
Legder, avatiable onine to spbscnibers, al the magazines websie

Working disectiy With patients at every momert of every day, nurses
can play a transfarmative role in raising he value of care. When the
Fght nueses Bre Assignad o the Fight patients, at the right time,
outcomes ame improved, costs are reduced, and patent, staff and
physician satisfaction are increased. Evidence-based staffing models
are key to achieving these transformative benefits, and can be
Imghemented wsing existirg information end technology

Head the mest of the entry

Sharon Birmingham ONS, RN Chisf Nurs!
g it cemmencsJCH)
Exacutive, Clairvia

Managing Inpatient Cost and Quality

Part 1) Langth of Stay

The other day | heard that even with increased taxes and program cutbacks, within 2 few
VEars the rising costs of medical care wewld overcome those effors o keep the US
Nnancially Pestny. While we migat nat have "Signed UD" 1o soive Ihe Country's financial
profieme, you EAn Set hat thooe who did 899 up ta salve thiem will be meting huge precsum
on the health care industry to control costs, while mairdaining care quality.

faad the rest of the entry

Hichael Wamer, MHA, PR.O. c:_u:.--.-:.--l_--“

Clairvia: Transformational change through Care
Value Management

March 1, 2010 ig & day of transformation for our campany. Through thres decades of
daveloping and implementing software selutions for the healthcare industry, we have focused
an optimaaing staff assgnments and scheduling, Thee name by which cur company has been
ko, ALStalY, reflected that focus. Now, with an understanding of the positive resuits our
clignts have achieved through working with us, end Inspired by @ new mission, we are
changing aur name t3 Clairvia and taking or @ new rie as champlons of Care Valee
Maragemant
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View Results

i AONE Care
Value
Management
Clairvia contralling

Software systems have long sell cycles, with companies typically taking
nine to eighteen months to move through their decision-making process.
But typical software marketing ignores this crucial period when prospects
progress from simple interest to the conviction that this solution is the
one that best meets their needs. In these complex sales, static product
presentations, customer testimonials, and demos are crucial, but they're
not enough. You have to maintain a dialogue, demonstrate expertise
and build trust. These tasks are often left entirely up to the sales force,
but even the best salespeople have only so much time and, in their one-
to-one contacts, can only present one face of the company.

We developed the Clairvia website expressly to create conversations,
share knowledge and build relationships.Yes, the product presentations,
testimonials and demo request forms are there, but they don't define
the experience. The site leads with a blog, to which all of Clairvia's top
executives contribute, where prospects can engage in an informed dialogue
about the issues and ideas that are shaping the healthcare industry—and
gain an understanding of what Care Value Management is, as well as how
it can transform their organizations.

Initial results exceeded our expectations. In the first 30 days after the
launch of the new site, Clairvia acquired more new, qualified prospects
than they had in the past 12 months—and had to hire three new sales-
people to manage the volume. Interest in the Clairvia solution continues
to grow, and the company continues to acquire new leads at the fastest
pace in its history.

As successful as our Relationship Branding™ approach for Clairvia CYM™
turned out to be, we refused to accept it as a cookie-cutter solution, a
marketing template guaranteed to produce similar results for any software
product. The first step in developing the right approach is to understand
the relationship your audience wants to have with your brand.

In addition to its comprehensive CVM solution for hospitals, Clairvia also
offers a much simpler, more straightforward solution for doctor's offices.
Physician Scheduler streamlines the scheduling process for mutti-physician
practices that operate at multiple locations. And, incorporating mobile web
technology, it keeps physicians and staff informed of schedule needs and
changes, while they're on the go.

For the Physician Scheduler audience, creating schedules manually is so
complex and time-consuming that no one really needs to gain an under
standing of the problem.They live it. They just need to see a solution
that works. So, we designed the Physician Scheduler website to offer just
enough product information, surrounded by customer testimonials, to
inspire a demo request. Yes, we know, that sounds just like the “typical”
approach we abandoned in developing the Clairvia CVM site. It is. With
shorter sell cycles, a product that automates a manual process, a lower
price, an implementation process that doesn't require training hundreds
of people and an audience comprised of busy doctors who are eager for
a proven answer, the more typical approach works well. And the results
prove it, since launching the new site the Physician Scheduler team has
seen an upsurge in demos — and sales.

~ r « Physician
.'.l. Schyeduler"

Physician Scheduler Home

chedule an &ppointm 0 See how

=
¥ rectios with rule: sed workllow mar
o

clision support.

REQUEET DEMD

The Physician Scheduler* Solution

The Industry's Fastest Growing and Mest Widely Used Physician
Scheduling Software

Synchronizing physcian schedules and workioads Is @ demanding task. Physician
Scheduler (ets you synchronige schedules for ab specaties and sub-specaltes of
physiciang 2cross multiphe sites snd within environments of rapid change—aquickdy and
Bcourabely

A Tool to Streamline Practice Management and Support Profitabllity
Automated schaduling through Physican Scheduler improves practice mansgement
and profitablity by giving schedulars the functionality, information, snd Bexibility they
need to optimize staff tmo ond reseurces. Physician Scheduler creates tha best
pessible schedules based on flexible parameters that are aasily set anc managed
And the system ensures accuracy and control through alerts that warn of any
potental conflicks and errors (such as double-booking or under-staffed faclities)
whanever schaduie changes are made

lts functions include:

» Prendiding precise covarage by pricrity

Ensuring aptimal coverage at muftiple lecations

Consolidating and biocking assignments

Limiting and balancing workload

Intagrating requests

Generating repors

The system gives you all these capabilfles while efiminating the wasted ime and
errors so typical of maneal scheduling. In fact, many Physican Scheduer users tel
s that they kavie reduced the time [0 procuce scheoules by up b 7S percent

A Falr, Individualized Approach to Physician Scheduling

With Physician Scheduder, physicians know that their neads will be addressnd alang
with tha needs of thalr patients and the practice. As the system cptimimes coverage
for all sites based on the unigue shill set= of physiclans, |t alse makes sure that each
physician receives » fair rotation and workioad. And because there is na li
rumber of last-minute scheduling changes and requests that may be ent f
Physician Scheduler delivers the adaptabiity that physidans expect. Enhancing the
system's colaboarative approach i a Wirb-based practice management and
massaging component that significantly improves intra-practses commrunicatians

More than 15,000 physicans use Physician Scheduler to automate thelr work
schedules and marage thelr dally workflow, induding anesthesiology, radiology, and
cardinlogy groups aoross the couniry, Cnntact us today and see how Prysician
Senaduler can do the same for yoo

Vrant to guickly produce an equitable physician schedule Nat Meets your site-Dy-site
coverage requiremants? With Physician Scheduler. it's zutomatic,

Physician Scheduler By Clairvia Incorporaled
Physician Scheduling Sofiware

3000 Croascaile Drve, Sote 100

Durfam, North Camling NT 27705 (LUSA)

Call Toll-free: B66-807-8231
Fax: 919-384-7063
Emall: sales@iphyseanschenler.com

See Physician Scheduler Live

You can sed IA-person demonstrations of Physiclan Scheduber at the folowing evenis

Clairvia User Conference
August 19th - 20th, 2010
Oisrey Boardwalk Resart
Oriando, FL

Learn Mare

American College of Emergency Physiclans
September 26 - October 1, 2010

Las Vagag, NV

Basth: TBA

Product Tnformaton = News B Events -

& Clalrvia’

Suppert = Demo Contae: ~

can improve

d real-timea

CONTRGT U

Fhiysicies Scheduler Solytion

RECUEET DEMG
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UNITED GUARANY |
United Guaranty provides the best in insurance products and services to mortgage
- lenders of all sizes. Today, United Guaranty offers a range of risk rrlanagammt and
financial services to help lenders protect their investments and grow their markets.
Emisare created a variety of communications to help the company qualify customers,
train underwriters, and irform its employees.
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When United Guaranty needed an easy
and engaging way to train brokers to sell
their primary product, private mortgage
insurance, they came to Emisare for an
innovative solution.

Our answer: a board game that allowed
trainee brokers to have a little fun while
learning the basics.

' Gogyright 2007 Unired Guaranty Cerpormion. All ighty ressrvad.

l!fff_

/s

“Emisare does an exceptional job of finding new and non-traditional ways of building our brand.”
— Chris Hagan, AVP, Mortgage Industry Training at United Guaranty
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Tasked with identifying and leading the process improvement '[!-”-IO "thlOI]

effort for United Guaranty, the Operations Performance Team ' SN P
needed to let their colleagues know what they do and how —— ) O gl eeon. Uiog ssperern
they do it. Emisare’s introductory brochure presented the new Innovation el pomia T
group in the context of the company’s overall mission and i hplsnbvetdo bl el

' ot Beh e il ol 6 e

showed how it could help individual departments increase
performance levels, productivity and profits.

New perspectives, new idegs, and a commitment to quantitiable improvement,.
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A small, 962-seat theatre in High Point, North Carolina: not the sort of place where
you'll see today’s top headliners and big-name acts but definitely a great place to enjoy
exceptional entertainment, spanning the full spectrum of the performing arts and a wide
range of genres. But the very variety of performances presented made developing a
brand especially challenging. We decided to think of the Theatre as a place to experience
a fine assortment of cultural curios—a place that selects and presents influential artists
who, while not currently streaking across the stratosphere of stardom, are part of the
foundation from which today's top stars arose. It is the High Point Theatre brand, then, PRECAES
that unifies this diverse group of artists, stamping them as worthy of your attention by

inviting them to perform for you.

LIVEELE LSHCM O
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hrat v M rectin

PIRGH BN T THEATRE
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LAVLTESA G HART
Thestes Directos

Client: High Point Theatre
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mper 22, 2009

A\TALIE MACMASTER AND
JUNNELL LEARY
STERS OF THE FIDDLE

WHAT'S NlaXY
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Do arch 20, 2l

THE DRIFTERS

FEATURING CHARLIETHOMAS

AND
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Satumn April 24, 20104

PIECES OF ADREAM

T0 PURCHASE TICKETS OR ORTATN FENERAL INFORNATI 0
WWW.HIGHPOINTTHEATRE.CON
336.887 3001

What is this place, then? For the first season of our new Relationship Branding™
approach, we thought of it as a little box, filled with delightful oddments, from which you
never know what you'll pull out next. Brochures, direct mail and the website emphasized
this sense of delightful discovery, presenting each act not as something that stands on its
own, but as an important part of our cuttural heritage—a curated collection of music, dance,
comedy and drama that deepens and expands your appreciation of the performing arts.
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High Point Theatre

6 Eﬂmmumﬂﬂnﬂﬂ A“S Constructed in 1975, the High Point Theatre is considered one of the ﬁm'sl:, .
EXHIBIT FEATURE, January 13,2010 venues in North Carolina’s Triad area.With an mun\anesetﬁngconslngd juse

§

965 seats, it is a great place to enjoy exceptional enterrinment, spanmng  the
full spectrum of the performing arts, across a wide range ofgenras.

FOU NEVER

1-[. Eaﬁ:d?amﬁm |

The HPT “You Never Know What’s Next” campaign was awarded a
Silver ADDY®in the category of Mixed/Multiple Media - Local Consumer
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After positioning the Theatre's signature season as an ensemble of engaging experiences, we wanted to give it some energy while also communicating its elements more completely.
Naming the season Eclectricity, we organized its parts into four categories:“Progressions” for our jazz masters; ‘Sidesplitters” for the comedians;*Assortimento” for the dancers,
magicians and stage productions; and “Flashback’ for those bands you loved in days gone by but haven't heard from in years.
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Rhythm of the Dance
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The new name, bright colors, fun graphics and lively copy generated the
energy we wanted—and the new season brochure laid it all out in an
engaging, accessible presentation. But what about results! The branding
effort, which began by developing a clear sense of what the High Point
Theatre stands for, energized the staff with a new sense of mission.
The new positioning garnered increased attention from local media.
And the new messaging gave audiences a hook on which to hang their
understanding of the Theatre’s offerings—increasing excitement for this
unique local venue while contributing to strong growth in ticket sales.
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Client:Thomasville Furniture Thomasville had an opt-in email campaign up and running, but found that

many of their communications were being blocked, despite the wishes of the
intended recipients. We reinvented the program for the company, establishing
an entirely new, more efficient system that resulted in vastly more consistent
delivery and a much higher response rate.
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AAF Triad

s
,,2%5:5;.- The local chapter of the American Advertising Federation, AAF Triad keeps its
' members up to date with the latest marketing trends and techniques; provides
% networking opportunities via its monthly meetings; offers scholarships to area
\___ . students; and recognizes the area’s best work in its main event of the year, the
local ADDY Awards program.

The economic mettdown of 2008 had so depleted AAF Triad's coffers that its board
members weren't even sure they had the funds to mount a decent ADDY Show.
Silver lining: the show's financial distress inspired the creative team at Emisare to
launch “Save the Addys” as the theme. Posters featured window-ledge black humor;
in the awards book, local creatives were invited to express the theme in their own
idiosyncratic ways.

The Save the ADDY's award booklet was
awarded a Gold ADDY®in the category of
Advertising Industry Self-Promotion

Ad Club Promotion
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wwnws bumperatatementa.com

Post OFFICE Box B766 PHONE : 336-812-34b4
GREENSBORO Fax:336-812-4556
NorTH CAROL INA

27419- 8766

=]

Bumperstatements.com
=

Our client had a great idea: let people express themselves with
their own custom bumper stickers. Let them congregate and

malke one!

wannass b mperatatements.com

Spotlight: Indentity | Branding

communicate at a dedicated website. JOHN SERE » PRESIDENT

(This was years before the social web had taken off.) JSERERBUMPEASTATENENTS.[CON
Post OFrice Box B766

With the help of Emisare’s branding and its pioneering website, :gii:sxzzum

the brand-new concept was immediately embraced by a fervent 27113-8766

customer base. PHONE : 336-812-3064

FAax:336-812-4556

Pastabilities =
A casual and comfy neighborhood restaurant specializing in out-of-the-ordinary dishes, Pastabilities i
engaged Emisare to develop an identity that communicates innovation, relaxation and good taste.
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Noble’s
For more than a quarter century, Chef Jim Noble has created restaurant concepts that define the art of dining. Local and organic 0 Eeba{ B,
ingredients, artfully prepared, are the hallmark of his acclaimed “New Southern” cuisine. In creating identity and packaging materials et
for Chef Noble, Emisare drew inspiration from the key attributes of the Noble's brand: simple elements, delightful presentation
and excellence in execution.
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DESIGNERS

CARE

W triad health project
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Triad Health Project’s Designers Care
Once a year, Triad Health Project gratefully accepts
home furnishings products donated by generous
manufacturers, and sells them at deep discount
to raise funds for its important work. Our recent
contribution to the effort included invitations and
tags that take such retalil artifacts as bar codes and
creatively repurpose them to communicate dates
and other information.

The Triad Health Project provides emotional and practical Wwfmﬂiﬂl‘
one in four Greensboro residents who are llvh'lgwhh HIVIAIDS.THP also p

support to loved ones of AIDS patients, counseling to at-risk. bl
and advocacy on behalf of thase affected by the disease. ”’""ﬂb‘”
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EMISARE

www.emisare.com | 336.378.0510

LINKEDIN: http://www.emisare.com/linkedin
FACEBOOK: http://www.emisare.com/facebook
TWITTER: http://www.emisare.com/twitter


http://www.emisare.com/linkedin
http://www.emisare.com/facebook
http://www.emisare.com/twitter
www.emisare.com

