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So we began by calling tiiis
Southern Brand Collective.

Not to be different. Just accurate.

We fancy ourselves a band of progressive
thinkers joined together to create unforgettable
communications and irrepressible brands.

We're a full-service branding and marketing shop
located in the heart of Miami's Design District.
We've worked on brands large and small and all
types of businesses. We've positioned start-ups,
repositioned international companies and just about |
everything in between. Captivating creative. -
Innovative account planning. The perpetual-power
of good, old-fashioned, hard work. And we've been~_ =
doing it for over 17 years. \
We hope you'll take some time to look through this & j
booklet and see some samples of the work we've £
done and the results we’ve achieved. And if you -

dig our chili, feel free to give us a call:

305-573-3400

We're always looking fof some like-minded thinkers.
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MIAMI
HEAT

We've been Agency of Record for the Miami HEAT
for the past 11 seasons, touching all aspects of their
brand. We've experienced just about every kind of
market condition a professional sports franchise can
face. From the early days of the Pat Riley era and the
assembling of a contender, to the top of the mountain
as NBA Champions, and back again to a young team
rebuilding after a season with the league’s worst
record. Through it all, we've helped the HEAT battle
a fickle South Florida sports market; continually
maximized their marketing dollars, created new
revenue streams and regularly set the standards

for “Best Practices” for the entire NBA.
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Here's a sampling of our work.
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HEAT 09-10 CAMPAIGN

Last season, the HEAT played good enongh
to tarn some heads. Good enough to earn some
respect. Good enough to have the biggest
increase in individual seat sales in the NBA.
They played good enough to win 43 games.
Good enough to make the Playoffs.

But, good enough ain’t enough.




SEASON STYLE GUIDE

05>10 OFFICIAL SEASON LOGOS

Tre new HEAT 09510 loga Is slwek and forward-thinking. It intorparates the iconic triangle used In the HEAT.com wordmark and repaesents motion -+ the evalution from a good seasan 10 3 great ore. All HEAT 0910 logos should be wsed over black. Far smaller applications, please use 3 one color vesslan

HEATO D M9 ‘

HEATIOYD - M9

HEAT9MD MU0 ‘

PRIMARY LDCDS SECONDARY LOGOS

GOOD ENQUCH® .
AINT ENGUSH

HEAT 90

05:10 GRAPHIC TREATMENT
This seasons’ image Lreaument screams entertainment! Each image is high-contrast and hyger-realistic. Paired with the new seasen fogo, i1'5.a graphsr

Kick i the pants that's sure 1o catch waut attentian Always moving. improwing. sising. evelving . hecause GREATNESS |5 A MOVING TARGET!

This 4eason’'s typefacs i

oo TveE HUSTLE ROLD | ICHT 0910

RASUAL CEADIENT LR N

C: 62% M: 53% ¥: 51% K: 100%




COOD ENOUGES
AIN'T ENOUGH

HEAT 0¥6-
T—




R ARER,

REATNESS »

IS’A MOVING TARGE'T N
HEAT 90




HEAT TEASER OUTDOOR

Miami is a bandwagon sports town. We wanted
to draw a line in the sand. You're either with -
the HEAT or you're not. And we wanted to
bave some fan with it. It's not often you get to
say, we're gonna put more and more bird shit
on your advertising” to a client - but they got
behind it from the beginning. And it set the
tone for the 2009-10 positioning.




ﬁs‘m HEAT INIIHI

For the last 11 years, Southern Brand Collective has
helped the Miami HEAT set the standard for intro
videos within the sports and entertainment industry -
and this year was no exception. We enlisted the help
of director Gil Green, known best for his work on
videos for artists like Lil Wayne, Usher, Lil Jon, Akon
& Rick Ross. The result is a 1-minute intro video that
doesn’t just raise the bar - it pushes team intros to a
whole new level and has the entire league talking.

See the intro at southernbrand.com




00-10 VINTAGE ALBUM COVERS .

We developed a series of Blue Note inspired album covers to serve as sponsared fan giveaways.
See the entire collection at www.southernbrand.com
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| ADDITIONAL
REVENUE STREAMS

‘In addition to the traditional media executions,
Sonthern Brand worked with the HEAT to extend

the “vintage album” campaign and develop additional
revenue & branding opportunities.




TEAM I’IISTEIIS ol



Southern Brand created this retro-themed
campaign consisting of a team intro film,

a web component, in-arena signage and

game programs featuring Shaquille 0'Neal, =
Dwyane Wade and the rest of the HEAT

taking on 70's era personas. The goal of this
initiative was to sell Floridians throwback
merchandise while adding to the entertainment
offering of the HEAT Experience.

See the spot at southernbrand.com
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NEWS

BTATE

SCHEDULE
TICKETS

PLAYER PROFILES
MERGHANDIBE

“71-72 Floridians”
THROWBACK CAMPAIGN

A. Web Site
B. Screen Savers & Wallpapers
C. In-Game Brochures & Collateral
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HEAT BlIAHI'IIllSIIIP ILLEY

Southern Brand redesigned the HEAT players’ areas and locker room creating a mpseum quality tribute to the team’s first NBA
Championship. A mix of Pat Riley’s inspirational mantras and floor-to-ceiling depictions of pivetal moments in the HEAT's run to
its first title now define the team’s inner sanctum. The result has been dubbed Championship Alley and has set the standard in
the NBA while serving as a showpiece for AmericanAirlines Arena and a new revenue stream through Gatorade’s sponsorship.
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HEAT DANCER POSTER - ATLANTIS, BAHAMAS

Working with HEAT corporate partner, The Islands 0f The Bahamas, Southern Brand shot the dancers on location at the beantiful
Atlantis Resort on Paradise Island. The partuership also served to market the Islands of the Bahamas to HEAT fans throughont

South Florida, incorporating the imagery in downloadable wallpapers, online photo galleries, in-game videos, contests and collateral
materials. The posters were also used at HEAT Dancer appearances ndeventsthnghnﬂluﬁﬂmmml uttngth
Mformuhpmhhtgnﬁolﬂ. 0
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+ Bacards Road Rafly (3 Fionegan's River  *+ Bacardh Aoad Rally  TRO.
+ Bhoe Crows Blue Sheekd HEAT Toam Paster Givermiay

4 ® SUN SPORTS HIGH DEFINITION
£ = WM IPORTS  MNM = MONI GHT MADNESS
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09-10 HEAT DANCER POSTER & MAGAZINE

Shot on-location at The Bpic Hotel in downtown Miami, the HEAT Dancer magazine included the annual poster featuring bikini-clad
dancers as well as individual shots of each girl in evening wear. This unique and novel approach to the traditional poster not only -
created an additional revenue stream for the HEAT Group but also generated excellent PR and special event opportunities.

See the behind-the-scenes video at www.southernbrand.com
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hbapnpd commemorating his induction into the Basketball Hall of Fame. "._
dMannhdkuofmnﬁhfmumghtthisw o

We were commissioned by Pat Riley & his wife (
The resulting book told Pat’s life story tiulgh :




Southern Brand Collective created a testimonial pampaign targeting Season Ticket Renewals for the 07-08 season. Made up of
real fan statements of what it means to be HEAT/Season Ticket Holders, the campaign acknowledged and showcased our most

fervent fans while heliling to renew a record number of tickets.
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Here's some mor




MUNAMMAD ALI LIMITED EDITION SILK SCREEN POSTER
Southern Brand Collective was recentl y commissioned to design and produce a limited edition, hand-pulled silk screen posterto
commemorate the 35th annive: of th Rumble In The Jungle,” the 1974 bout in Kinshasa, Zaire between Muhammad Ali and |
then-Heavyweight Champ George Foreman that introduced the “Rope-A-Dope” to the world. Needless to say, this was a dream m
s W re hug dmmrmmmmmmy mmmmmmmmmmmmmmm
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CALERASPERDOMO;S A

Premium cigar producer Tabacalera Perdomo | B o e i
commissioned Southern Brand to elevate the " i e i
quality of their web presence, bringing it
in line with a style and look befitting their
highly sought after product.

f.,g,z.ru-n%-‘.m-:

Drawing on the rich textures, colors and
tradition of three generations of cigar artistry,
Southern Brand created an engaging and
educational cigar destination that tells the
brand’s intriguing story and matches the
meticulous band-crafting and attention to
detail that has made the Perdomo family

into cigar royalty.

Site launch date: April, 2010.
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COUPLES RESORTS. JAMAICA - BRAND REPOSITIONING

- *Southern Brand Collective skillfully crafted and executed an integrated marketing campaign that enabled blphs Resorts to
expand the category for all-inclusive vacation travel by appealing to a more upscale, educated audience while maintaining a
- positive relationship with the traditional target and loyal past guests. In an ol‘drulut of pituini puﬂy. they carved out ,
.. exclusive niche l‘or &qlu lm . Annette lhvmlgi Gu,lu IMQﬂlﬁls Director o /;é
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_COUPLES TOWER ISLE | COUPLES SANS SOuC!, | COUPLES SWEPT AWAY. |

Lobby

couglc;g, ‘rgecsprts

ABOUTU
PHOTO GALLERY

COUPLES LOUNGE
E BOARD
CE REWARDS
1AT L AGENT
BROCHURES
GROUP TRAVEL
FAGs
CONTACT US

HOME

Search Prices & Availability
HOTEL-AIR | HOTEL DMLY |

- N EEE"ERIEAET <«
Guest Raves

]
From _ “What can | say....everything was AWESOME! The service, the food, the

To _ (5] (3'] beach, the acean, the drinks, the friends we made, the popcom in the
\ games room....the morning coffee on the balcony....absolutaly
B Trevel Agents/Promocodes everything.” - Custer

SEARCH Ciick here to read the full rave on the Couples Message Board

COUPLES NEGRIL CO u p IeS negn:l

OVERVIEW

WHAT'S INCLUDED A brilliant balance of elegant and eclectic
ACCOMMODATIONS

DINING & RESTAURANTS At Couples Negril, style surrounds and infuses everything in
SPA sight. From the lald-back charm of the swim-up bar to the
ACTIVITIES intoxicating allure on an in-suite Jacuzzi, there’s ust
RATES something about Couples Negril that says chic.

PHOTROMLLEN Defined by imaginative, artistic features and possessing a

MAPS & PANORAMIC VIEWS beautiful balance of elegant and eclectic, Couples Negril is

AWARDS 18 acres of all-inclusive luxury, personality and pleasure. All
expertly carved into the captivating landscape of Negril,
Jamaica.




Yes i1 a.'rm!.‘wDE_ﬂ.‘ Enfoy COMPLINENTARY inclusians such a8 sumsel calama/an crses,
harsehack neing, off-site excursions, and more. Check oot al! of oo amazing inclusions #t COLA

COUPLES RESORTS, JAMAICA
CONSUMER PRINT
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THE FILLING STATION "«
MULTI-MEDIA LAUNCH CAMPAIGN X

To launch Miami's first authentic loft-style building, SBC crafted some
revolutionary advertising that truly redefined real-estate marketing.
We wanted to get across the feeling of NYC circa 1977. Party people
going places on the D train. Harring, J.M. and Schnabel. B-Boying

and Graf Writers. The Roots of Hip. The Ground Floor.

Accompanying untraditional real-estate print, we sent out street teams

to high profile events like Art Basel and the White Party, equipped with

a collection of kitschy novelty items featuring simply a web address -
www fillingstationmiami.com - and an assortment of brief messages,
Monster Chic, Tall, Bright and Handsome, Ultra-Ultra Lofties, Slogan,
etc. The items featured over 25 different designs, all driving traffic to the
web address but more importantly building buzz and curiosity about

The Filling Station.

The work was a huge success, even landing on the local news during the
NBA Finals and generating extremely valuable free PR and helping to sell
ont their entire inventory before breaking ground.
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Once Miami's historic factory and warehouse district, Wynwood is
now the epicenter of a burgeoning art community - home to over 50 art
galleries, numerous art complexes, private collections, dozens of artist
studios and is now the inspiration for a new neighborhood website, |
Wynwood.com. The website was designed to create an e-community for
everyone from investors and visitors to local business owners and art
enthusiasts who want to get involved and be a part of the growth of
this eclectic area. | EATDRINK

Navigation through the site is interactive and user-friendly with a thorough  services
map featuring local business and events, a blog and a section aptly named e

The Walls - featuring the murals, paintings and artwork that make
Wynwood so distinct.
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Urkan. Indestrial. Historic. Ecloctic. Electric. > | ._'ll'_
rtistic. Soulful. Evolving, MIAMI'S WYNWOOD.
L
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Rubell Family Collection

Upcaming exnibition:

Bag Barrow

BEGITENE
N2

Urban. Indestrial. Nistoric. Ecletic. Electric.
Mrtistic. Somlfol, Evolving. MIAMI'S WYNWODD.

Hhat's

Hagpening

No events

= Now oy »
December 2009
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lives and werks in Kingston, Jamaica it Circusts

Primary Fight
Wornen of Wyrmond

| Friday and Saturday, December 4 and 5, 2009

7-10 PM during Art Basel and trough Janusr

Minmi, £ 33127

Tel: 305-576-552

= Now lan =
Decembaer 2009
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CHESTNUT HILL FARMS '““Eéf( &E‘{.@?&

Chestnut Hill Farms is a grower, packer and shipper '“
of fruits and vegetables and our longest standing
client at 16 years. We have worked on multiple
aspects of their brand, including brand identity,
collateral'and direet marketing materials, trade
& consumer advertising programs and their
award-winning trade show presence.
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o
MIAMI BREWING COMPANY'S
HURRICANE REEF

When Miami Brewing Company entered the crowded,
competitive microbrew category in the mid-1990’s, it did
80 with a plan to celebrate the eccentricity of the South
Florida lifestyle while adhering to strict German brewing
standards on a budget every bit as limiting as those
standards. To build awareness of the new brand and help
move cases, a grass-roots campaign was created featuring
posters, case cards, table tents and other on-premise
materials. As a result, demand soon exceeded supply for
the Hurricane Reef Pale Ale and the campaign won a

Gold Addy Award. The brand was eventually sold to

a larger brewer.

e




W8 THE CURSE

3 DRINKING

' _ | M ..I"JM. A 4 |  iF
Rl 3 l‘: 4 { . f .p 1 i -.tl i
) ik .! K- Skt =)
® |1 i g . i
e A ni
| 1 Al LR
(il A E | SR 4 .
¢ e £l
1 AL R i '
1A L
|

i SMUGGLERS A
8F CUN RUNNERS #8

# BUTWHYBRAG % i |

ABOUT HERITAGE?

T "l TR ‘1
8 8 1N BaTcHES i

i;" §  SLIGHTLY SMALLER

THAN OUR | ._?? i
MARKET SHARE | ,_,‘; '

(@RS

/ I’ﬂ(’ﬂ/IC{K(’ff |

. IDA'S BEER




ROOMS
SUIES
AMENITIES
STAFF
RESTAURANT

HAP
GALLERY
PACHAGES

MEETINGS & EVENTS

RESERVE MOW
TESTIMOHIALS
CONTACT

GOLDMAN PROPERTIES

GOLOCARD MEMBERS MIAMI BEACH

HOTEL

PACHAGES
MEETINGS & EVENTS
RESERVE HOW
TESTIMONIALS
CONTACT

GOLDMAN PROFERTIES
GOLDCARD MEFBERS i

The only thing more impressive than our i ions is the rich
histary that surreunds you af The Park Central Hotel.

Designed by Henry Hohauser, ane of the foremast architects of the art deca
movemant, The Park Central Holel on South Beach is widsly regarded a1 o

440 Ocean Drive, Mioss Beach, Forida, 33137 Phone (305) 5381411 Fax (305) 5247520
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MEETINGS

PRODUCTION

QUESTIONS

SUBMIT RFP

DIMENSIONS AKD CAPACITIES

| EVENTS

MIAMI BEACH

PACKAGES
MEETINGS & EVENTS
o > MAP
TESTIMOMIALS ) ik
CONTACT : ;

GOLDMAN PROPERTIES ;
GOLDCARD MEMBERS MIAMI BEACH

" HOTEL
(s HISTORY

POINTS OF INTEREST

Hollywood Int. Airpart:
Coral Gabiles /Merrick Park:
Bl Horbour

Wynwaod Arh District:

et MIAMI BEACH
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\CH GOLF CLUB - resraNDING
pleased with the whole branding effort for Miami Beach Golf Club. The imagery that was created and the branding -
mwﬁmm&pﬁnmmmm just a minor makeover, but rather a reinvention of this facility. The marketing
 materials were excellent. they communicate to the end user an image or view of this first-class facility in a way that's re
F“ﬂ' - M logoilnlfuextn-iysttnohn versatile. It lends itself very, very well to merchandising

Mr-m.mmwmxmm .
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ALLSTARS

Southern Brand Collective recently
collaborated with Luther Dickinson
of the Grammy-nominated North
Mississippi Allstars on some Limited
Bdition show posters and merchandise V
for a few of their pnjoeh.
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GOME ON IN & REAR THE
GOSPEL. 'AND IF YA DIG 0UR
[T'II = Bl

Southern Brand Goods started as an offshoot of our own brand when we cooked up some “elbow grease” tins as

| promo items, preachin’ our blue collar work ethic. That led to super-soft, Southern-inspired men's and women’s
| vintage tees, kids clothes and even cowhide koozies and iPhone covers. People started talkin’ and before we

knew it, we were runnin’ our own retail business built around all the things that we dig. It's been quite a
rewarding and educational experience to snccessfulli launch a brand of our own. Stop on by our Company
Store and check out our wares. Guaranteed to cure what ails ya and put a smile on yer face.

Peace & elbow grease.
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CLICK ON SHIRTS FOR DETAILS. SIZES & COLOAS
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COWBOY UP!
Limited Edition Cowhide Slip Cover for iphone, ipod touch and ipod.

Made from beautiful and diverse premium cowhides, each slip cover
s hand-made and one-of-a-kind. The inside is soft suede and they're
backed with a smooth chocolate tanned leather. Easily the baddest
cover available for them fancy lil' city gadgets.

Ench cover pattern is unigue.

5 rof—3
cOWRIDE KooziE LONOMORN SLIF COVER BACON 'Jl LeT

Quite possibly the coolest koozie ever madel

Now there are quite a fow folks out there makin' koozies outa cowhide & leather and all sorts
of other skins, but the quality of these Is far superior Lo all the others we've had the pleasure of
sippin’ cold beveragos from. Theoy start with some boautiful and diverse pleces of hide and
hand-stitch ‘em to some high-quality neoprene, creatin® a sorta litthe cozy scuba suit for

your can or bottle. These bables will keep a beer 407 or below for 35 minutes. if ya need
longer than that, you may wanna get a nipple instead. The koozles are structured

with cutaways at the base 50 you can easily flatton the Hir' suckers and stick 'om in your back
pocket and then you're off to the rodecitractor pullimuliet toss...or wherever a freobird

like yourself may roam.
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SOUTHERN MAN

CLICK 0N ITEMS FOR DETAILS, SIZES & COLORS

SOUTHERN BELLE

CLICK OK ITEMS FOR DETAILS, SIZES & COLORS
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MEN'S VINTAGE WOODTYPE TEE

$29.00
e A MS“FT Size & Color:
43 Small - Black 0
. This premium Southern Tee is made from 100% sweet, pure cotton and
has been put through an extensive Vintage Wash process. This produces Quantity:
distinctive weathering and classic color, resulting in a true vintage look 1
. and a feel as soft as a baby's bottom. Printed with vegetable inks and
- )
u ¢ Y
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Thanks for takin’ the time to
look at our hard work.
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If you want more info - giveusa
holler at 305-573-3400 or shoot us f .i_%f-_;-,j
an email at mfo@southernbrand com.

Peace and elbow greasa,
The folks at Sonthern ‘Irand

b = bl‘éhfllﬁi"‘j-&'i{. i s L-.\ n.l"_:



