“Getting RESULTS” = An Advertising, Marketing & Web Design Portfolio



http://www.third-person.net

A Unigue Perspective

Most advertising agencies and web designers speak in the First Person. They say, *| can do Flash. | know PHE | cost an arm and a leg.”

Some firms are farsighted enough to speak in the Second Person. Typically, they spend most of their time asking about you and your company.

“How can we help you? What do you want to do? How much can you afford?”

However, we named our advertising and web design company “Third Person” to remind us that our real task is to see things from your
audiences’ point of view. THEY are the customers who buy your product or use your service. THEY are the donors or investors who give you

money. THEY are the employees who fulfill on your offer. And THEY are the ones who will ultimately make YOU successful.

Whether we design an elaborate web site, a simple direct mail postcard, a television commercial, or any other marketing or advertising strategy

for you, we always start by asking questions about the all important Third Person, such as “Who is this for?" and “Why should they care?"

By always approaching advertising and web sites from the end user's point of view, we create unique, effective, and compelling
strategies that speak directly to THEIR needs and help YOU succeed.

THIRD P3Rs0N

www.third-person.net

@thirdpersonine | info@third-person.net | ph: 414.221.9810 | 206 W. Highland Ave,, Suite 308, Milwaukes, W1 53203
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IDENTIFYING YOUR
TARGET AUDIENCE

.
.

It's hard to talk to your target audience if you don't really know who those people are.

Experience Mapping”

Third F 5 unique, proprietary i1 called Ex nce Mapping™ can help.

Introducing Experience Mapping™ — a strategic process created by Third Person's founder, Michael Caughill, that allows

us to create advertising and web sites from your user's perspective, As a result, your marketing strategies are more

focused, hard-hitting and, most importantly, successful,
Experience Mapping has six phases.

1.} Identify ALL the possible users of your site, including anyone from customers to retailers, vendors to
reporters. \We'll identify user groups by their:
a. Demographics
b. Psychographics, and/or

c. Desires and concerns related to the reasons why they visit your site



2.) Determine what the user's purpose is for coming to your site.

a. Is she looking for more information about your

goods or services?
b. Is he trying to contact you?
c. Do they need answers (o questions?
d. Are they ready to buy?

3.) Identify tasks.

Tasks are the line that connects your user's needs and purposes to the information,

products, and service you offer.

4.) Rank the importance of all tasks.

Some tasks are fundamental to the user. These are the reasons they come to your
site. Other tasks are just nice to accomplish, but not necessary to the user during
their visit. In this step, we'll rank the importance of tasks from bath the user's and the
company's perspectives,

4.) Create an Experience Map.

By layering ranked task paths on top of each, Third Person creates a site map that
embodies all the experiences your vanous users expect from on your site. This
Experience Map then acts as a blueprint for building the most effective and efficient
web site possible,

5.) Design a functional, attractive web site that works.

At this point, Third Person takes all the knowledge and information gathered thus

far and, with a vast array of programming, search engine optimization, and online
design expertise, creates a web site that gets resuits. Suddenly, even the most
programming-challenged employee can easily update content on the web site.

Clients who have never sold a thing through their wekb site find themsealves with a new
revenue source. Users, who have never visited a client's web site before, begin visiting

a web site regularly to find information they need.
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ONLINE MARKETING  that gets results
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BHOP FOR PRODUCTE

Developing dilerentiated solulions
that perform in extraordinary ways

CAMEENT & DRADY BHOS FON PADDUC TS Brmdy Hiwinny

Brady Corporation
'.'.-'l' y Site Rar 18507

This web site launches 9/15/11.
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Within one week, the site went from a 10th page search
engine or worse to appearing on the top of the second page.
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Bemis Clysar

Web Site Redesign

A new web site, direct mail and search advertising strategies
increased sales leads by almost 4,000%.

EXPERIERCED SHRINK PROT
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l/aIpak

Click to cut your advertising costs.

Shot 1: Open with envelope hero and logo

\/alpak

Click to cut your advertising costs.

Shot 2: Scissors appear next to envelope

itig Valpak
1 And discover more customers.

Click to learn more.

Shot 3: Scissors begin cutting the envelope

% ﬁm \alpak
P And discover more customers.

Click to learn more.

Shot 4: Cutting finishes to reveal paper dolls

Valpak
Imeractive Banner Ad

Just one week after launching a new ad campaign, call
velume to Valpak's sales phone number jumped 1,745%.
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Valpak
Web Site Redesign: Business-io-Business Conversation

Just one week after launching a new ad campaign, call
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velume to Valpak's sales phone number jumped 1,745%.
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Carlson Tool & Manufacturing
Waeb Site Redasigr

This web site launches 8/31/11.
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Mitwaukee County Zoo

Web Site Redesign (Including Variations for 4 Seasons)

The usability and creativity of this user interface allows the
Zoo to still use it even 8 years after its initial creation.
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VonSchrader

Web Site Redesign

The web site went from getting two leads per month to a
web site that gets two or more leads per day.

wwsy, wonschradser, com
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MARTHA STEWARTS
HEWEST BOOK
COOKING SCHOOL
AVAILABLE 1OvEl

MARIHA

WATCH WEEKDAYS

CHEDE, LOCA LIBTHOE FON TRSE AND ETATON

The Martha Stewart Show

Interactive Promational Game

The success of sweepstakes made this the first promotion in
anow long line of online give-away games for the company.
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DIRECT MARKETING  that gets results
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I'here is no *one size fits all” tag on a motorcyele

Harley-Davidson

By the end of a three-day trade show, CONNECT software
sales had exceeded the entire six-month sales goal.


http://www.third-person.net/case_study.php?case_study=Harley-Davidson
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Brochure tri-folded to simulate a wallet stuffed with cash.

Bemis Clysar
Doubile th

A new web site, direct mail and search advertising strategies
increased sales leads by almost 4,000%.
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Attention:
Dealer Principal
and General Manager,
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Harley-Davidson

By the end of a three-day trade show, CONNECT software
sales had exceeded the entire six-month sales goal.
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Florentine Opera

Charitable BEvent Invitation

The client was thrilled with the theme, the tone that this
piece set, and the subsequent fundraising results.
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Miwaukes Symphony Orchestra

“This buy-one, get-one free offer put people in our seats
who'd never experienced an MSO performance before.”


http://www.third-person.net/case_study.php?case_study=Milwaukee%20Symphony%20Orchestra

TELEVISION ADVERTISING  that gets results
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Batteries Plus

The new ad campaign cost 50% less than previous spots to
produce and are getting much more attention.

53 ol lawn &
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Shot 3:

[ractor engine starts up as a tractor icon

appears
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Hatteries Plus. Find the battery you
T8 t the replace it place.
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Audio: Camera

(Heavy percussive music fades up) (Slowly pans down ballerina)

Camera: Camera:

(Tight focus on Simon Dow) (Wide shot of Simon Dow on stage)
Audio: Audio:

“I'm Simon Dow, artistic director of the  "When you combine acting
Milwaukee Ballet.” and dance...”

These dramatic ads got the attention of the viewers which
subsequently put more “butts in seats” for the Ballet.

Voice Over:
“Some actresses should never be
told to break a leg.”

Super:
(Milwaukee Ballet logo fades up)

Audio:
“...the difference is dramatic.”


http://www.third-person.net/samples.php?samples=Television

Shot 1: Open on man facing camera Shot 2: Man's hair begins growing Shot 3: Hand with trimmer appears
Audio: Only Valpak can help hair salons Audio: ...while cutting the cost of hair
|._=,r-:|'.-'.'... culs..

>y

v

\

valpak.com’
1-B00-AVALPAK (1-800-882-5725)

Shot 4: Hair is trimmed Shot 5: Valpak envelope drops Shot 6: valpak.com info fades up
Audio: ...for you and your family, Audio: Valpak and valpak.com Audio: There's something in it for you
Valpak

T A "o Riicingo - als oL 171 dira~i It
Telavision Ad: "Where Business and Savings Grow — Haircut

Just one week after launching a new ad campaign, call
volume to Valpak's sales phone number jumped 1,745%.
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DISPLAY ADVERTISING  that gets results
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You deal in Dalmatians. b g
We help you spot more customers.
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You deliver pizzas.
We deliver customers.
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o wiiting Valpak com adveitss

Valpak
Direct Response Print Ads: "Dalmations® and "Pizza®

Just one week after launching a new ad campaign, call
velume to Valpak's sales phone number jumped 1,745%.
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Its all about a beautiful package.

A look that can't be ignored.

THE MOST DESIRABLE SAMPLE PACKAGES ARE MADE WITH GLENROY FILM,

Bample packages thar make peaple pay actention are made with (Hlenray filim,

o sk i O L AT R Learn mare by calling BO0-824- 1482 or caline ar www.glenray.com

Glenroy, Inc.

Print Ads: ‘Beautiful Package® (left) and "4 Look” (right)

The new campaign successfully launch the Glenroy product
line into the cosmetics and personal care industry.
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See them without g AFter you see the Brewers,
Fries on the side. S come see the Cubs. *

makes fish fries seem tame, The Zm makes baseball seem tame.

Mitwaukee County Zoo

“Makes anything else searm tame” Promational Billboards

In the entire history of the Zoo, this successful campaign
was the only one to ever be repeated after its initial run.
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Signicast
Print Ad Campaign: "Slow Boats™ {leff} and "Recall” {right)

"Many calls and requests quotes that we've received are
directly attributable to these ads.”

DO YOU REALLY WANT TO LEARN
HOW TO SAY “RECALL” IN CHINESE?

HERE ARE 5 REASONS TO CALL SIGRICAST, INSTEAD.
! The Highest bevel of Quality
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Print Ad Campaign: "Recall”

"This is the first time we've run ads that are as targeted as
these. We're thrilled with the results.”
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Authentic Italian two blocks from the Marcus Center for the Performing Arts. ¥

CALDERONE CLUSB

DOWNTOWN - THIRD & KILROURN

Calderone Club

The first time this client experimented with using print ads
the restaurant saw an immediate increase in patronage.
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ALL THE OTHER STUFF  that gets results
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strangers

START 1

HOW IT WORKS @sss====H W " HOW IT WORKS @smmmmivn

#1. Take the #1_ Take the
book home book home

Entertainment Promaotions
Fundraising Kick-off PowerPoint Presentatior

This fun, highly-animated presentation with videos stretched the
limits of what anyone thought presentation could be.
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Harley-Davidson

Trade Shaw

W SIgNage

By the end of a three-day trade show, CONNECT software
sales had exceeded the entire six-month sales goal
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Milwaukee Ballet

Promotional Poster

This photoshoot was the first ever in the new
Calatrava wing of the Milwaukee Art Museum.
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OUR CLIENTS = Great Companies
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	Create an Experience Map.
	create advertising and web sites from your user's perspective
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