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With its sublime natural beauty, meg

the Costa Smeralda is an Italian jewel for e

New to the offering: a limited collection of luxury VIl@SFa™=IOLE
Hotel Romazzino and Hotel Cala di Volpe that will enhance
exclusive five-star boutigue hotel experience.
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The Reserve at Oak Valley in Gangwon, South Korea, is an ultra high-end residential golf
community featuring the country’s first Tom Fazio-designed private golf course, a dramatic
clubhouse, hillside homes by famed designer Piet Boon and a Tadao Ando-designed art
museum bordering a 250-acre forest preserve.

To attract the first group of prospective investors/buyers, InterCom® developed a full-blown
Founders Package that played into the sweet spot of affluent South Koreans’ penchant for
beauty, technology and an unrivaled golf experience. It included a breathtaking oversized
book on the project and its celebrated team of development partners, a customized Apple
iPad preloaded with our rich-media Reserve at Oak Valley app and, not to be overlooked, a
sleeve of custom golf balls and ball markers.
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It’s not often you get to image a pristine piece of beachfront property that spans 6,500 acres, fronts over 3,000 feet of Caribbean
coastline and includes its own private island, private airport, marina, golf club, tropical residences and proposed 55,000-acre nature

preserve. InterCom® had the opportunity in Belize along the picturesque Placencia Peninsula. As the first-of-its-kind conservation-
oriented environment in the Caribbean, and a coveted playground on land and sea, the private eco-resort community of The Placencia
is a nature lover’s paradise. o set the stage for the country’s new flagship destination, we created a stunning VisionBook, website,
brand identity and complete collateral package that conveys The Beauty of Belize from rainforest to reef.
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L ANDSCARPE COMPANIE

When ValleyCrest made the decision to build its brand and
accelerate marketing, it looked to InterCom® for help. With
four independent business divisions, more than 200 field
offices and over 10,000 employees, rapid growth during the
previous decade had resulted in a fragmented identity.

The solution ValleyCrest embarked on took commitment,
resources and time. The centerpiece in the program became
a database-driven, client content-managed website that
also established design direction for a revamped collateral
package and advertising campaign, reinforcing our theme of
The Business of Nature. www.valleycrest.com

That message was extended to all other ways ValleyCrest kept its brand in front of
customers and prospects, including a 60th Anniversary commemorative book, an
annual calendar—even the company’s holiday greeting card.



By 2015, the ULI Foundation is expected to provide nearly 80% of

the funding for the research and educational content programs at ULI
(Urban Land Institute). That’s an increase from just 10% five years ago.
To accomplish this, ULI’s long-term goal is to establish a culture of
philanthropy within the organization. InterCom’s® strategy to help build
the Foundation brand centered on the three most important words in
fundraising: Recognition, Recognition and Recognition. And kept that
in front of the organization’s 30,000 members everywhere —at meetings,
in Urban Land magazine, on the website and in mailings.
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Start-up companles wrth granol plans for ttte future -_
need to share that Vision in a grand way In the nrghly

competltlve fashlon world a glossy catatog Just won t d_o ey,

To help expand drstrlbutjon for classy yet sexy Cahfornra
_swimwear line Beach Bunny the bralnchlld of former -
- cover girl Angela Ghlttenden and a fashlon staple in the
annual Sports Mustrated Swrmsurt Issue—InterCom®

: "created 40 page overS|zed brand book geared tvowards:': _':: :

“+ high-end retall operators The book showoases the,

Bt inspiration’ behlnd the brand, plus the dazzllng bouthue'st >

- the glamorous style the celebrlty devotees the medla
' spotlight and the de.stgners global plans for an elite -

lifestyle brand. Most of all, it speaks to the. Beach Bunny Wi

'_ woman Who Just Wants to have fun
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SANTA BARBARA

The new master-plan

home to the only 4.

opportunity to positi

global arena—a Lan

this seaside communi

$100 million Hyatt Regen

featuring a new Pete Dye-de

the first of 300 private residences.

golf, hotel, marina, commercial and residen

To promote the property to prospective
developers, InterCom*® worked hand

in-hand with omg]'mm anner _
%@owedon to create a %—
' isionBook outlining tl
~ and enormous promise
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SNOWCREEK

NATION OF MAWNOTH

www.showcreekresort.com

<22/23



The best part of Imaging | .=,
Places® is visiting and learning about the actual place.
This past year, InterCom® has worked in a lot of
fascinating countries and cities all over the world.

Early in 2010, we began a new project in , about an
hour’s drive south of Seoul. Our client was a South Korean development
company called Hansol, owned by Samsung. The Oak Valley project consists of five
golf courses and a top-notch ski resort, making it a year-round destination. During
our week there, we visited monuments and visitor “must-see” places that gave our
creative team an invaluable education on the country. From the amazing shopping
I > to the phenomenal palaces to visiting the infamous
s North Korean border, everybody had a lot of fun—
including a joyride on the pink Dong Bus.

Our next opportunity for Imaging Places found us traveling

: down to the sunny coast of , where a new five-

’ star resort/marina development is underway. During our

site visit, we toured a private island that was once the

playground of legendary Beatles drummer, Ringo Starr.

Our team had the opportunity to tour his former mansion,

which is part of the property, and view his 1960’s artifacts.

. To convey the natural beauty of Belize, the creative team

spent six lengthy hours in a helicopter taking aerial photographs of ancient Mayan
ruins and colorful sunsets that would further enhance the story of the project.

Toward the end of 2010, we embarked on an unforgettable trip to the cultural capital of
J , where the sunlight lasted a short 3.5 hours each day during the arctic winter.
, We took full advantage of our limited time in the sun to tour the project’s four unique
properties, only to find that massive snow meant we’d only
“ reach one location outside the City—the future site of the
St. Petersburg Country Club. At night, our team was fortunate to attend the I\/Iarnnsky Theatre
home to the world-famous Russian ballet and opera, Tares
and view priceless art exhibits at the Hermitage Museum
that attest to the cultural legacy of St. Petersburg. Not 75
everything was smooth sailing. Our flight home was |
delayed due to extreme weather, grounding the team for
over three days and causing us to nearly miss Christmas
back home with our families.

In our journeys to destinations all over the world, we maintain the highest
level of commitment to Imaging Places. Stay tuned for future planned trips that
will find us capturing the visions of projects in the jungles of Panama and
on the pristine beaches of the Dominican Republic.
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Scan the code with
your mobile phone to

get our full story.

InterCom®

Branding and Marketing for the
Leisure, Lifestyle and Real Estate Industries

620 Newport Center Drive, Suite 600
Newport Beach, California 92660
(949) 644-7520 fax (949) 640-5739
intercom@intercommunications.com
www.intercommunications.com/home



