
Sponsored by

reative Space” is all the rage these days. Architects, building
owners and commercial real estate brokers are busy designing,
building and marketing this alternative to the traditional office
space environment. Is it just another passing fad, or is the creative
workspace here to stay? If you were around in the late 1980s, you

may remember the “hoteling” concept that was supposed to reduce space
needs and create a more virtual workforce by leveraging new
communication technologies. While smartphones, wireless technology and
other mobile devices have become bigger than anyone dreamed of back
then, hoteling failed to trump the essential need for human beings to interact
face-to-face.

A Reflection of Priorities
Creative space is the physical manifestation of that need. The whole

concept is built around interaction, collaboration and communication as a

“C
Going Creative

means of increasing productivity. An environment characterized by more
open space with fewer private offices, conference rooms and cubicles is
believed to encourage these essential elements of business success and
unlock the potential to inspire new ideas. But, it’s not just about an immense
open space. To work well, it needs to be a balance of open areas and
private spaces that reflect the dynamic flow of the company using the
space.

An Environment to Thrive in
Since most of us spend more time in the workplace than we do at home, it

just makes good sense to work in an environment that syncs with our
lifestyle and gives us a place to enjoy while we are away. Exposed ceilings,
brighter colors, natural light and connection with the outdoors through
extensive use of glass are hallmarks of the truly creative space. Less formal

continued on page B-30
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quare 1 Partners is a unique full-service healthcare advertising agency based in
Irvine, CA, that is rooted in thoughtful strategic planning and showstopping
creative as a means to drive real ROI for clients. The partners alone have over 80
years of combined experience in healthcare advertising and marketing, with time
spent on both the agency and client sides of the fence.

Rich Fair, Partner and Chief Creative Officer, previously founded and ran what was the
largest digital advertising agency in the United States. Lauren Kanner, Partner and
Strategist, was previously named MMA’s Medical Marketer of the Year. And Les Yates,
Partner and Technology Director, has an endless portfolio of innovative and industry
award-winning work. 

The partners believed that by combining forces they could offer a new agency
experience for clients, one that involved direct access to the top creative and strategic
minds. When asked what motivated him to start yet another company (he already had
four under his belt), Fair replied “We wanted to take our years of experience and share it
with clients directly. We’ve all lived the big agency life and worked with everyone from the
smallest start-ups to the heaviest hitters in pharma, and it never gets old to watch a
company literally see before their eyes how sound, strategic marketing and advertising
can really make a difference for their brands. It’s a beautiful thing.”

Kanner has focused her career on developing strategic marketing plans and campaigns
for medical device companies of all sizes, and has worked for Fortune 100 and start-up
companies giving her first-hand insights into the needs of both types. “It really boils down
to strategy. Every tactic must be rooted in a strategy that targets the goal, whether it’s
more sales or an increase in procedure volumes. For every client, we spend time creating
this strategy, so when we launch our tactics we know exactly how they are intended to
drive ROI.”

For Yates, he loves gaining insights about the end user’s online habits so he can
develop meaningful experiences. “By really understanding a client’s audience, we can
shape digital and social initiatives that will reach and resonate with the specific people
they want to target. When you give consumers a more relevant experience, there’s a
much better chance that they will take action.” 

In one particular case, Square 1’s mash-up of digital and social strategy delivered $2
million in potential customer revenue in just one month for STAAR Surgical, a leader in
the implantable collamer lens (ICL) industry. When Square 1 was hired, STAAR’s current
social and digital plan was not delivering on the desired result to drive more traffic to their
Doc Finder search.

To turn the situation around, Square 1 took a multi-pronged approach that involved
conducting market research to define the target audience, scanning the social space to
find out where the audience was active, and analyzing metrics to identify the highest
converting website content.

By learning about the target population, several personas representing those who
would be most likely to have the ICL procedure were developed to guide tactical
development and a content marketing strategy for the relevant social media outlets. Key
barriers to treatment were also identified so these could be addressed in the content
strategy as well.

With the personas in mind, a full survey of the social media landscape was performed
to determine where engagement was highest. This intelligence shaped the execution
strategy for social media, and combined with the content marketing strategy ensured that
efforts in the social space would reach brand loyalists and engaged followers.

To further stimulate social engagement, a timely holiday contest was designed that
would grow a relevant following of qualified leads. As a result of the social campaign,
STAAR was able to grow their Facebook following from 4,390, accumulated over two
years, to 11,404 in less than one year. Their unsubscribe rate was also virtually
eliminated by attracting qualified and loyal followers—not just likes for likes’ sake.

The product website was also optimized as part of the overall strategy. Top converting
content was identified and placed prominently throughout the site, as well as funneled
into the social space to the target personas. As a result of the combined social and digital
campaigns, $2 million in potential revenue was driven through the Doc Finder and
patients were demanding STAAR’s ICL procedure from surgeons found in the search
results. “STAAR’s customers were calling to tell them how they had received several calls
from patients who were asking for the ICL procedure. This was a great case of a demand
the brand strategy really paying off,” said Kanner.

Start-up development is another sweet spot for Square 1 and gives them the
opportunity to leverage every aspect of their full-service offering. The partners have their
own experiences working for start-ups and starting their own companies, so they know
what the challenges can be and how to overcome them. Says Kanner, “This gives us a
definite advantage over some of the other agencies out there, because the people who
have the experience with start-ups aren’t necessarily the ones who are doing the day-to-
day work with clients. At Square 1, start-ups get to work with the partners directly, in
addition to our awesome staff who are all healthcare advertising veterans.”

One start-up client that Square 1 has been especially excited to work with is Gobiquity
Mobile Health, based in Aliso Viejo, CA. Gobiquity is a prescribed mobile health
application company whose innovative diagnostics are used by medical professionals and
patients to acquire clinically significant data in the clinic or home. GoCheck Kids is the
first of many products to be released from their suite of mobile health apps and is the
world’s first and only photoscreening app. 

S
OC Agency Shows Health and Lifestyle Brands the Money

Square 1 has been on board with Gobiquity
since even before day one, and has been
involved in every element of the company and
product’s growth and development to date. From
pre-launch marketing and strategy, to product
and brand development, to post-launch strategy,
Square 1 has been there to help prepare the
company and brand for a Q3 2014 launch.

Yates has also been instrumental in
developing the user interface and user
experience (UX) for the app. And because the
field of prescribed mobile healthcare apps is
relatively new, he’s been challenged to not only
think through the interface, but also how to
ensure utilization within a practice. “Utilization is
key. Just getting the app to work isn’t enough.
So the goal was to design a UX that would be
simple and streamlined and still serve the needs
of multiple user types.”

Similar in some ways to what they do for start-
ups, Square 1 has helped clients experience
great success as a result of rebranding an existing product or service. In one such case,
WaveTec Vision, out of Aliso Viejo, CA, experienced a 410% increase in product sales and
a 637% increase in procedure volumes as a result of the work done by Square 1.

At the time, WaveTec was experiencing slower than expected uptake of their updated
ORA System intraoperative aberrometer, which is used during cataract surgery to improve
visual outcomes. Despite a robust marketing campaign that supported their initial product
launch, the adoption following a software update was sluggish. Square 1 was brought on to
help reinvent the product and change perceptions in the marketplace.

Square 1 started by conducting market research, which allowed them to embark on
creating an impactful branding campaign that would maximize exposure on a limited
budget. Based on the deficits that were exposed by market research, Square 1 established
product legitimacy by leveraging physician testimonials and real data, and the product was
featured as the star of the campaign. These qualities were carried through all marketing
avenues including print, Web, and mobile. Additionally, direct mail and email campaigns
drove traffic to WaveTec’s tradeshow booth experience, which further iterated campaign
elements.

In addition to the dramatic increase in equipment sales and procedure volumes that
resulted, a post-market research study revealed that 80% of physicians were able to recall
the new features and benefits of the product, and 90% of surgeons believed it was a new
product that had been launched. “It’s these kinds of outcomes that keep us excited about
doing our work. We love being able to turn our creative and strategic ideas into something
that can make the needle move for our clients. If we weren’t passionate about it, we
wouldn’t still be doing this after all these years,” said Fair.

To learn more about starting at Square 1, visit www.get2square1.com or contact Lauren
Kanner, Strategist, at lauren@get2square1.com or at 949.390.5901. Square 1 Partners is
located at 6 Venture, Suite 315, Irvine, CA 92618.
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GOING CREATIVE
continued from page B-25

than traditional office space, the creative space
promotes a more relaxed atmosphere, which many
believe enhances productivity and helps to attract
and retain top talent.

Elevate Your Brand
Brand considerations also figure into the decision to go creative, especially

for companies who benefit from being perceived as innovators and
trendsetters. Consumer-facing businesses like those in media, entertainment,
gaming, communications and marketing are especially attracted to the creative
space concept. These companies want facilities that reflect creativity as a core
strength.

Should Your Company Go Creative?
If your business requires a high degree of privacy

with minimal distractions to operate efficiently, then it
might not be the best thing. However, you can still
maintain an office that is more traditional in function
and borrow elements of creative space design to
blend the best of both concepts. If your business
thrives on high levels of employee collaboration and
teaming, a facility truer to the creative concept might

just be the boost your company needs to reach the next level. Before you
decide, make sure you fully understand the benefits and challenges of the
creative space option as they relate to your specific needs.

For further information, contact Wind Water Realty Advisers at 949.231.5022
or visit us at www.windwaterrealty.com.
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e now live in the age of the specialist.
Whatever the want or need, there’s a
specialist. If you need something as
simple as an oil change on your

vehicle, you tend to venture to a reputable
service that you know has the knowledge and
experience of working on your make and
model, they may even specialize in your
vehicle. As a specialist, there’s good reason to
go to them, they have taken the time to focus in
on a niche within a wide arena and carved out
an area of expertise, to build a solid reputation
and be the best there is in the business. They
hire the top industry personnel and build a
brand that people will recognize as an industry
leader.

Enter Arrowmac. That’s exactly what the
organization has done over the past 18 years
in Orange County, and not many companies
can say that. They are specialists in their field,
and while some of their staff might be able to
do an oil change, the company itself
specializes in the recruitment of advertising,
marketing, web and creative talent. Having
served the advertising and marketing community of Orange County for so many
years, they have managed to build and sustain a reputation, second to none.

Their internal staff is comprised of advertising, marketing and creative people,
placing advertising, marketing and creative people. It sounds so simple, but many
have tried and failed. To have carved out such a niche over the past 18 years, you
know that they know what their clients’ wants and needs are, sometimes even
before the client does.

W
The Art of the Specialist

For applicants, Arrowmac is a tough crowd to
please. The process includes interview, testing
on their proprietary hands-on tests, when
applicable, as well as a portfolio review, all
conducted by an industry professional who
holds each and every applicant to the highest
standards.

Arrowmac’s clients require the top talent
Orange County has to offer, for temp, temp-to-
hire and direct hire positions. Their client list is a
who’s who of Orange County, from the leading
design studios and ad agencies to Fortune 500
corporations and everything in between.

You can understand how they’ve remained so
successful over the last 18 years when you take
a look at their office culture. They’re a small
group of specialists doing big things here in the
OC. It’s a very fast-paced, fun environment,
where getting the job done is key, but the other
key to success is it has to be fun in the process,
all while enhancing people’s careers and lives.

The Art of the Specialist is to ensure that clients, old and new are comfortable
knowing that Arrowmac has what it takes to complete the task at hand, be it the
recruitment of an account manager, marketing manager, art director, copywriter,
web or graphic designer to social media talent and more.

Contact Arrowmac at 714.641.1260 or arrowmac.com and you can “like” them
on Facebook.com/arrowmac and “follow” them on Twitter.com/arrowmac
#TeamArrowmac
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