








LiveDeal.com

Advertising, Strateqy, Interactive

LiveDeal.com is an internet based auction site and they had a problem, too
many used cars. We met with their VP or Marketing and plowed through
with a strategy to get this tiny start-up moving upward and known.

With an interactive campaign on M5N, LiveDeal sold more cars and also
got more listings. Everyone loves growth and so did LiveDeal.
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YOLU WOULD NOT BELIEVE HOW
MANY CAR LOTS WE HAVE.
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Noble's Restaurants

Advertising, Strateqy, Interactive

MNoble's Restaurants, NC's best fine dining brand, wanted a sales
promotion that would boost traffic on the slow nights, help the local
community and attract greater media attention.

We developed the Noble’s Crush Festival - a summer long series of
wine-centric events, ending at the grape crush in September. We
coordinated their wine tastings, winemaker scheduling and winery tours.

Best of all, it highlighted North Carolina wines in a fine-dining atmosphere.
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Noble's Restaurants

Along with the Crush Festival management, we took over all of Nable's
marketing, advertising and interactive projects for their chain of fine
dining restaurants.
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Adelia's Natural Gourmet

Advertising, Strateqy, Interactive

Adelia's Organic Gourmet came to us with a product problem - their line of
organic spreads and dips were sitting on the store shelves past the
expiration date. After a few months of in-store demonstrations, the
product, while delicious, did not move unless the demo team was in the
store.

Their old packaging was clear plastic and the labeling was just encugh to
satisfy FDA requirements. Let's face it, hummas is not that most colorful
food in the world. Each time we met with the company founder, she
always stressed how much better her line was for kids than the typical junk
food they consume. We suggested to make the line kid-friendly and

parent-happy.

We developed the branding and packaging for the complete line from the
product names to the product's logo cartoons. The company was very
successful in the Southwest market and was quickly acquired.
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THE ADELIA'S HEART-HEALTHY SPREAD BRANDS, LOGOS AND LABELS
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Golden Gate Herbals

Advertising, Strateqy, Web, Packaging, Logo

A San Francisco Bay Area pharmacist with training in Chinese herbal

medicine made concoctions and teas for his friends to help with headaches, %
cramps, indigestion and other ailments. Somehow, he started getting

requests from friends he never met.

He came to us to help him start development of a product line of tinctures HEREALS
and teas. We choose a clean, simple packaging design to reflect on the

simple art of Chinese medicine. He also wanted something to reflect the

product's origins in 5an Francisco. The Golden Gate Bridge is one of the WHITE TEA
most overly used images for logos in the area. Coming up with a logo

featuring the Golden Gate was a huge challenge - draft after draft was
developed and rejected. We happened on the idea of turning the profile of
the bridge into a Chinese character and it worked and made the tea line
one of the most recognizable on the store shelves. 12 LOOSE TEA PACKACES
In the end, the client no longer had to deal with new friends, he sent them

to the corner store.



J.T. - Minnie Maude Charitable Trust

[T = Minnie Mande Charitable Trust

MFrowid iy The hMezns To Saeceed

Logo Design, Strategy, Web

J.T. Emerson was born poor and left this world rich. A gentleman from Home ApcotUs Bos Grants  Scholrships  Contect
Danville, Virginia spent his life with his family and building his fortune by
wise investment in the stock market. If you met him in public, you would Wl Rz
not know he was the richest man in the area. Never to have owned a new P ——
car, hE'PEﬂ that incorrect image. Wetamen :::I--kw-rw wititing e AT, - Minvis Mauds

Lyt M.
When Mr. Emerson passed, he left $100 Million to a charitable trust with o e ourts s, o by
the funds to be used to Pm‘h"idﬂ ﬂ:‘-“EgE educations to those Ii"ll'il"lg in the o b rual gen b proin adviationsd pchalanition and chRable B S—
Danville, VA area. grants to taz -smampt crganiestions.

A yors ravvigate ouF BEe, Fease e the trea toreed the Links

When the trust was founded, they contacted us to help us build their T . i
brand and manage their web presence. $aeie Haven ot Trem 1 cemmrind vy ease
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Tin Kettle

Logo, Product Launch Strategy

Start-ups are always tricky, but having a good product and having great
marketing tools to push that message takes a lot of the risk out of the
equation.

Tin Kettle sprang from one woman's hobby - creating hand-made hats and
scarves using only premium organic materials.

Fashions from Tin Kettle are the enly organic fashion accessories that are
hand-made in America.

That is her selling point, now we are watching her business grow.
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Bluebird

o HUEBIRD

Advertising, Strategy, Web MNews
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The turf business is tough. With cheap Chinese products floading the
marketplace, it is becoming tougher and tougher for American made
products to compete, especially for those made in Nebraska.
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We developed a site for Bluebird for their dealers - it fostered better dealer
relations, cut costs of sales material, it even prepared press-ready custom
ads for each dealer, complete with maps, location photos and contact info.
Just click on the ad you need and the system delivers the dealer 3 PDF that
they can send directly to the newspaper.
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Books For Soldiers -
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PR, Advertising, Branding, Logo, Strategy, Web, Second Life, Interactive I e s
BECOME A VOLUNTEER SOLDIERS

BooksForsoldiers.com wanted to expand their soldier support charity to STEP STEP b

serve 3 greater number of people than they were able to reach during the LA S L

first Gulf War. We helped BFS put together a long-term plan to grow the e o re——

charity without a huge influx of continual donations. Il e e e e
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Today, BFS ships over 7000 packages 3 month to deployed US soldiers,

sailors, airmen and marines all over the world. STED
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BooksForSoldiers.com uses Second Life to
support the troops.

soldiers serving in Irag can log on while
their spouses back home logs on.

Then they can meet each other and go
dancing in the BFS Social Club.

It may be virtual, but it is better than email.
The BFS Social Club won the prestigious

PRIM Award for design and for Best New
Use of Second Life.



Wonderbra

Web, Advertising, Second Life, Mobile Phone Application

It was time to modernize the brand's website and find new ways to attract
new customers and recover customers that have drifted away.

We came up with a four pronged attack - we put together a combination
of a new web design, refreshed advertising, 3 mobile phone application and
a Second Life island with an integrated contest.

Wonderbra is a wonder once again.




Wonderbra Web
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The new Wonderbra.com is built on a new custom content management mdm
system that allows them to control all aspects of their site - they can add '

new ads and layouts with little or now knowledge of coding or server S el ey N e iRy bl T
management. :
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Wonderbra Mobile

Most of Wonderbra's customers are the most technologically saavy
generation to come along.

We developed a fun mobile widget that can be used as the customer's
mobile home page. A combination of time, weather and horoscope makes
up the biggest features of the widget.

We have the Moon in the left cup and on top of it is the nighttime low. In
the right cup is the Sun and the temperature there is the daytime high.

The buttons on the bottom allows the user to set their widget preferences
(birthday, time zone, wishlist user name), find the closest Wonderbra
outlet by utilizing the mobile unit’s GPS, and access your Wonderbra
wishlist s0 you can access your shopping list while on the go.

The bra holding the Sun and the Moon changes at the top of each hour,
showing a new bra design. Clicking on the question mark tells you the
name of the bra shown and let's the user add that specific bra to their
wishlist.

wonderbra
10:37a

Great day to meet friends.
Avoid negative people.



Wonderbra Bra Fight in Second Life

The number one commercial interest in Second Life is fashion - many
fashion designers have sprung up in 5econd Life and are making their living
by selling virtual clothes to other Second Life users.

Wonderbra used the talent pool growing in Second Life to attract
attention to their brand and find new talent for their fashion lines.

We developed an island in Second Life for Wonderbra featuring a fashion
show run-way complex to host a fashion design talent search contest.

second Life contestants who entered the "Bra Fight® had to design new
pieces of apparel and were judged against other contestants, the winner

was given a chance to show their Second Life designs in a real fashion
show.

It was a combination of NCAA bracketing and American Idol.




TIME WARNER
CABLE

Broadcast, Direct Mail, Interactive, Print, PR, more...
Great ideas always work and this one did.

We developed the "Love Cable" campaign for Time Warner Cable
and it rolled out across the country in all forms of deliverable

media. ™
We also spearheaded the campaign for some of their other products
such as ICONTROL™, Satellite Truth™ and Road Runner Business Class™.

Please ask us for our comprehensive Love Cable Campaign PDF
for examples of our work for Time Warner Cable.

We also have PDFs available for other Time Warner related work.




MORE POWER TO YOU

100 Answers On Demand iCONTROL Favorites
650 Do It Yoursell On Demand
600 ICOMTROL Movie Previews 651 HGTY On Demand
E01 iCOMTROL Movias 652 Food Metwork On Demand
Library Titles £1.95 653 AZE On Demand
Mew Releoses $3.95 654 FCOMNTROL Music &« I >
Maovie Combas  Pricing wories 655 Comedy Centrol On Demand
656 CNM Showcase On Demand
B30 (CONTROL Adule 510,95 857 Ge¥f Channel On Demand
640 HEO On Demand” 658 Court TV On Demand
641 Cinenax On Demand® 659 BEC Americo On Demand
842 Showtime On Demand® 860 Cartoon Metwerk On Demand
643 The Movie Channel Cn Demand” 861 Lifetime On Demand
662 Oxygen On Demond
663 Toch TV On Demand

701 DVR Setvp//Mayback

* On fow of $4.95 gives a vi tater to all On Demand
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love saturday morning
love cable
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: www.nimbusagency.com
: think@nimbusagency.com
: +01415.351.8497

: NimbusAgency



Lepalese:

Camﬁﬂﬁ:ﬂ 2008 by Mimbus World Group, Inc. All Rights Reserved. International Copyrighe, 2008 by Mimbus World Group, Inc. under the Beme Convention and the Univeras] Copyright Convention.Work material shown is copyrighted
by the client unless otherwise noted. All work shown was performed by Nimbus World Group or the principals of Mimbus Word Group under different brands. "Mimbus,” "Think Upward” and dhe arj|i-u~ loge are tradmarks of Mimbus
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