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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.

Relationship Branding P 5



AAF Triad (page 66) | Bell South Mobility | Biltmore Hotel | British Telecom | Bumperstatements.com (page 71) 
Burlington Socks | Clairvia (page 46) | Center for Creative Leadership | Cellular One | City of  High Point 
Cosmetal Furniture | Davis Furniture (page 44) | Dudley Products | Duke Children’s Hospital | Duke Power 
eDiets.com | General Electric | Greensboro Chamber of  Commerce | Greensboro Area Convention and 
Visitors Bureau | Hanes | Healthtex | High Point Market Authority (page 8) | High Point Theatre (page 56 )

IBM | Implus Footcare (page 34) | Jefferson-Pilot Financial | Jhane Barnes Menswear (page 40) |  KI | Krispy Kreme 
Doughnut Corporation | Lowes Foods | Lowes Home Improvement | Lincoln Financial Corporation
Noble’s (page 72)     No Nonsense Hosiery | North State Communications | Novartis | Pastabilities (page 70)

Regal Boats | Synthon Pharmaceuticals | Tanger Factory Outlets | Thomasville Furniture (page 64)

Triad Health Project (page 74) | United Arts Council | United Guaranty Corporation (page 52) | VF Corporation 
Volvo Heavy Trucks | Wachovia | Wrangler Jeans

Emisare’s staff  members have contributed to the success of  brands and organizations such as:
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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: 
The Premiere Market for World Premieres.
This theme drove communications from the trade 
spread on this page, to the Flash animation on the 
opposite page, to countless other iterations.
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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.

As part of its semi-annual, fully integrated campaigns for High Point Market, 
Emisare creates twin preview guides showcasing ideas, people and products 
that are shaping the future of home furnishings. The guides must be individually 
attractive, yet complementary.
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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.

P 15



Advertising for the Collage campaign presented a blend 
of traditional and contemporary furnishings with quotes 
that paid homage to great design ideas, themed with the 
headline, “All the latest forms at one function.”
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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.

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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I’m compelled to write to you and tell you how much I like the current print ads that are running in the trade mags. As the advertising director at Wisconsin’s largest furniture retailer, I see a lot 
of  ads come across my desk. The campaign you’re currently running is excellent. I applaud you for moving away from the usual.”

“
– Robin Kinney, Advertising Director, Porters of  Racine/Furniture Clearance Center

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 
that created a high-contrast complement to the content of the industry trades.

The HPM Connect campaign 
was awarded a Gold ADDY® in 
the category of Mixed/Multiple 
Media - National B-to-B.
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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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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 cultural 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.
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The Market Week campaign was
awarded Runner-up in Best of Show, as
well as Judges Choice in the category of
Mixed/Multiple Media - National B-to-B.

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



Preview guide covers communicated novelty and innovation with on-trend colors and shots of high-end furnishings. Accompanying graphics were clean and simple, setting Market Week as the frame around its diverse set of offerings. The headline reinforced 
our major event positioning, proclaiming Market Week as “The next six days that matter.”

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.

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



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 U.S. 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 
High Point’s position as the world’s home furnishings 
hub to suppliers and retailers alike.
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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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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.

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

Our website for Sof Sole makes full use of the potential of interactive 
media, with a user experience that’s the next best thing to having a live 
trainer there to answer questions. Visitors not only purchase products, 
but learn a lot about foot health and comfort.

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

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.” – Ashley Davis, Davis Furniture
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The Davis Furniture website was awarded
	a Silver ADDY® in the category of Interactive
	Media/Website - National B-to-B.

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.



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.

$
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The transformation began on March 1st 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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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.

P 51

As successful as our Relationship Branding™ approach for Clairvia CVM™ 
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 multi-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.
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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.

Tasked with identifying and leading the process improvement 
effort for United Guaranty, the Operations Performance Team 
needed to let their colleagues know what they do and how 
they do it. Emisare’s introductory brochure presented the new 
group in the context of the company’s overall mission and 
showed how it could help individual departments increase 
performance levels, productivity and profits.

“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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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, 
that unifies this diverse group of artists, stamping them as worthy of your attention by 
inviting them to perform for you.
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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 cultural heritage–a curated collection of music, dance, 
comedy and drama that deepens and expands your appreciation of the performing arts.

EXHIBIT FEATURE, January 13, 2010
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The HPT “You Never Know What’s Next” campaign was awarded a 
Silver ADDY® in the category of Mixed/Multiple Media - Local Consumer  



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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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.



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.

P 65



The economic meltdown 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.
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The Save the ADDYs award booklet was
awarded a Gold ADDY® in the category of
Advertising Industry Self-Promotion
Ad Club Promotion
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Bumperstatements.com
Our client had a great idea: let people express themselves with 
their own custom bumper stickers. Let them congregate and 
communicate at a dedicated website.
(This was years before the social web had taken off.)

With the help of Emisare’s branding and its pioneering website, 
the brand-new concept was immediately embraced by a fervent 
customer base.
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Pastabilities
A casual and comfy neighborhood restaurant specializing in out-of-the-ordinary dishes, Pastabilities
engaged Emisare to develop an identity that communicates innovation, relaxation and good taste.



Noble’s
For more than a quarter century, Chef Jim Noble has created restaurant concepts that define the art of dining. Local and organic 
ingredients, artfully prepared, are the hallmark of his acclaimed “New Southern” cuisine. In creating identity and packaging materials 
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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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 retail artifacts as bar codes and 
creatively repurpose them to communicate dates 
and other information.
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LINKEDIN: http://www.emisare.com/linkedin

FACEBOOK: http://www.emisare.com/facebook

TWITTER: http://www.emisare.com/twitter

www.emisare.com | 336.378.0510

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

