Never let their eyes wander.

{How one marketing firm can get your patients’ attention - and get you their business.) strategic_communication
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{They have a perfect record in staring contests.)
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Litos Strategic Communication always puts its best ideas on the table.
Regardiess of the economy, the rules of engagermeant must remain the same.
Stay in front of your patients — and prospective patients — and you'll get their attention.

Stay in front of them with compelling marketing, messaging and offers

and you’ll get their business.
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want fo work for Bawsch & Lomb, its custorn LASW biz dev (business

daevelopment) team, and increased market share for major aye care
practices -- from New York to Sowth Carofing, from New Hampshire
fo Texas -- thanks to our counsel, creative and cost-effective tactics.

This is the (short, shorf) story of how Litos Strategic €






Bausch & Lomb easily could have chosen any communications firm
in America to make its case. In choosing Litos, we naturally believe
BHI..ISC"I & LOMb the corporation exhibited a keen eye for talent, value and results.
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A tasty relationship.

BAUSCH & LOMB + LITOS STRATEGIC COMMUNICATION
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“Where... is... my... super suit !?”

{Line shamelessly borrowed from “The Incredibles.”)

For many LASIK patients, research
revealed that the idea of locking good
runs a very close second to seeing
well. Here's how we targeted prospects
primarily concerned with, um, both.

To wit: Upon discovering the wonders
of the LASIK procedure, ordinary
humans are seeing (and locking) great.
The following campaign - triggered
by a non-sequential direct-mail series
—uses a fun, faux-testimonial approach

to attract attention and elicit a smile.

At the same time, it conveys the notion
of permission and empowerment,
"above-average people wondrously
empowered by the technology known

as LASIK...and you can be next!"



THE SUPER SEE-ERS CAMPAIGN



THE SUPER SEE-ERS: Direct Mail Postcards
Nustration always makes for stand-out direct mail. Let’s put it this way: When you've
got bills, circulars or “Our Heroes” to consider, who's going to get face time?
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THE SUPER SEE-ERS: TELEVISION
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At Litos,

we're fond of comparing
our mellifluous marketing
campaigns to symphonies
of commerce, and our single
well-rehearsed marketing
tactics to virtuoso solo

performances.
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Radio.

There are times when a multimedia campaign is simply not in the budget, when radio is all you have.
At Litos, we turn “all you have" into “more than you dreamed possible.”

Station-produced radio
spots for eye care practices.

Why 30 Scary? Simple. Because they're written
by people doing exactly what you tell them to do,
and probably voiced by the same person who
may not be very good at it, but thinks he or she
sounds fabulous while singing in the shower.

Memorability quotient? Negligible.
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This concept gets the listener’s attention immediately by elevating
him/her to the status of very important person. It humorously
introduces the concept of technology (i.e., retinal scanning) in a
non-threatening manner while reinforcing their unigqueness - and
the uniqueness of the procedure that Fichte-Endl will recommend.

SFX; (music open) Fooused on you...

Announcer: [ ot’s zay you're...a rock starl (Hey, vow can whistle, cantcha?) Prablem is,
some rock-star wannabe is running alf over LA, or South Beach or,.. Buffalo pretending he's
youl, Are you angry’? U, veah! Youw immediately buy a portable refinal-scanning (D system,
Why? Because vour eyes are ke nobody else’s.. which, by the way, is exactly the way

we feel about thern at Fichte-Endl Eye Associates. At Fchte-Endl, we make sure thaf our
technology — including Bausch & Lomb technology — fits yow perfactls Our knowledgeshie
doctors take the time to CLSIOMIFe your axpariance. ..and ansung your success. If you'ra
considaring LASIK or another laser aye proceduneg, open youw ayas o ol possibifies,
Talk to the doctors at Flohte-Endl. Join us for our next open house, .y know, unfess you're
frashing & hotel room or something. ..

GEM NO 2 : “One Size Fits AllI?"

This concept contrasts to the approach of a primary competitor
who tends to lead prospects to a single technology, whether or not
that technology is appropriate for them. While never “calling out”
the competition, Fichte-Endl seizes upon the difference to offera
better way to clearer vision.

SFX: Up and eslabiish departrment stove ambience, MUSAK

Clerk: Sir, those Bermuda sharts fook great on you!

Customer: Ara you delrous, Woman? Thay'ra down around my ankias!

Clerk: (Lrightly) impossible, Sirf Thay're ong-size-fits-all!

Customer: "Al" what? Al sumo wrestlars,,, cabin cruizers, .. small planatsii? 'm outta here!

SFX; (=huffing nolses)

Announcer; Cne size fits al? Usually a bad idea, and worse sl if vou're consicenng & corechive
eye procedure. Af Fichie-Endl Eye Associates, we make sure that owe fechinology — including Bausch
& Lo technology — fits yvou perfectly. Ouwr knowledgeshle doctors take the time to customize your
axperance., . and ensure succass. If you're considenng LASK or another laser eve procears, opean
vour eves 1o ow possibiiies, Talk fo the doclors &t Achte-Endl. Join us for ow naxt open house,

To hear the spot chosen by Fichte-Endl in Sensurround™
(provided you have Sensurround®), drop by LitosSC.com
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Benjamin Franklin, in addition to
contributing heavily to a little thing called the United

; States Constitution, invented bifocals, tha modern
postal systern and, um, probably not the beauty parlor,

Yessir, it was quite a week.

Yat it is the postal system for which we most celabrate
Franklin, for without it, there would be no direct mail,

Which would mean zero opportunity for us to combing
show-stopping craative with iresistiole offer on behalf
of enterprising eyacare practices as you'll see in the
naxt few pages.

st And that would have been a shame.

Thanks, Mr. Franklin, Not for nothing did they put you
g on the C-nate.
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Done well, direct mail is such an eye-opener

that other leading practices wanted to directly

participate as well.

Whether we're setting up a “dodgy™ first date
(abowve) or suggesting that children “loock better”
when you can actually see them (right), our
creative product immediately conveys a practice's

value to a prospective patient.
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'- How we build
brands to influence




BauschaLomb

You're looking at the turnkey programs we named, branded and ralled out for cause-related
marketing campaigns that enablad charitably minded practices to give back in a big, big way

Each practice donated LASIK procedures to people within their communities that others had
nominated as most deserving. For each of these programs, Lifos oeveloped and includsd a

marketing guide written specifically for the practice manager, 5o that even in practices with fittle
marketing know-how, SUCCEss was assured.
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practices dramatically changed the lives of people less fortunate pel

{ruly deserving. We were jusf happy fo be parf of it.

release, radio scrip! and & testimonial, To wew the complele

Other components included & program announcement, press
case study (vou guessed il wsit LitosSC.com.

THE ELEMENTS OF ATTRACTION
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Office Help.

Litos does mare than merely direct
prospective patients to a practice.
We've also created in-practice
posters and a consumer guidebook
as decision-support materials for
those considering the procedure.



On the wall: Fosters reinforced
the benafits of LASIK,

LASIK
improviag life %2
&5 poy know T,

At the counter: Our guidebook plainly
explained the LASIK procedure.
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Because this is no time to turn
eye care into eye - DON’T - care.

When no one else s advertising or otherwise communicating, you have the

microphone. Translation: Now is the fime fo press pour marketing advantage.
Litos Strategic Communication can do for ypou and your practice what we 've
done for Bausch & Lomb and practices specializing in LASIK procedures and
ather laser surgeries.

Call us on it. Then let’s get together. Because nothing conveys our passion
for breakthrough communication and commitment to pour success better than

meeling — eye lo eye,



Litos Strategic Communication. At your services.
Frankly, as a fully integrated markeling communications firm, there's not
much in the way of marketling and messaging that we don't offer. Still,
we understand that pou may be caught short for a feature or fwo when

our name comes up in cocktail conversation.

So here'’s your cheat sheet. Please remember to keep it handy.
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