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Date prepared: January 30, 2004
5.

Date revised: N/A (first edition)
Fire fighting measures
Suitable extinguishing mediaDry chemical, foam or water fog.

Special hazards in fireNone expected
Firefighting proceduresFor precaution, use self contained breathing apparatus.

Accidental release measures

Major spills should be taken up with sand or cat litter. Spill area can then be flushed with water.
authorities should be consulted to define local disposal ordinances.

Handling and storage

It is recommended that the product be stored between 40 — 90 degrees F.

Exposure Controls

Ventilation General — no special precautions

Eye protection Some form of eye protection is always recommended
Hand protection Gloves recommended

Hygiene measuresWash before eating or drinking

9. Physical and chemical properties

Appearance: Milky white liquid
Odor: Little to none

pH: Slightly alkaline

Oxidizing properties: Little to none
Boiling point: 212 degrees F
Freezing point: 15— 20 degrees F
VOC <25 gramsl/liter

Explosive properties:

Solubility in water: Complete
Volatiles: 80-82%

10. Stability and reactivity

Hazardous decomposition productStable under normal temperature and pressure.

11. Toxicological information

Route of entry Inhalation, skin contact, eye contact
Toxicologicd: No known effect. Do not ingest and avoid direct contact with eyes. Use precautio
you would with all household chemicals.

HAZARDOUS MATERIAL IDENTIFICATION SYSTEM: (HMIS)
Hazard rating:

4 = Severe Health: 0

3 = Serious Flammability: 1

2 = Moderate Reactivity: 0

1 = Slight Personal protection: Gloves, eye protection
0 = Minimal



Material Safety Data Sheet

Date prepared: January 30, 2004 Date revised: N/A (first edition)
12. Ecological information

N/A

13 Disposal Considerations

Use government approved waste disposal service. Consult with local authorities for proper disposal
methods.

14. Shipping Information:

Not regulated

15. Regulatory information

Contact: Thomas Rauls
New Century Coatings
4320 E. San Remo Ave.
Higley, AZ 85236
602-625-8925

16. Other information:

The information given and recommendations made in this document are based on our own research and the
research of others, and are believed to be accurate. American Clay makes no guarantee or warranty, either
expressed or implied, as to the accuracy or completeness of the data and recommendations.
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The American Clay Product Line (continued):

Trowels
We sell a wide variety of Japanese and specialized clear plastic trowels. These trowels have
proven to be excellent tools for contractors and homeowners in applying American Clay.

Samples

American Clay produces and sells samples of our products in order to help our customers
touch, feel, and see our plaster. We do this not only as a sales tool, but also so customers can
understand the plaster system as well as see colors in real form.

Please note that we can sell these samples directly to customers, although we would rather
direct them to a local dealer for supplies. Our website is equipped with a shopping cart for ease
of internet ordering.

We have found it is helpful for Retailers, Wholesalers and Installers to have a sample selection
available to customers in order to make appropriate color and finish selections. Please contact
your Distributor or American Clay sales rep to determine what sort of co-op sample program is
available to you.

Below is a list of American Clay samples as well as their listed retail price from American Clay
LLC.

Try-it Kit - $36

Included in the Kit:
1-small bag of premixed LOMA in Tucson Gold
1-small bag of premixed PORCELINA in Jasper

1-small bag of premixed MARITTIMO in Bluefield
3-practice boards, prepared with base coat of LOMA

1-sponge
1-plastic applicator

8"x10" Color Samples-The Complete Set-$20.00

Includes 43 samples: 3"x6" boards of each American Clay color

Fan Deck of Colors-$20.00
Includes a high quality fan deck depicting each of our standard colors in LOMA, PORCELINA,
and MARITTIMO.

2 Pound Package of American Clay Earth Plaster-$13.00
Includes 2 pounds of LOMA, PORCELINA, or MARITTIMO in a predetermined color.

5 Pound Package of American Clay Earth Plaster-$25.00
Includes 5 pounds of LOMA, PORCELINA, or MARITTIMO in a predetermined color.



The American Clay Product Line (continued):

5 Pound Base Coat Kit-$10.00
American Clay Instructional DVD $14.50

Designed as a educational tool to help professionals and homeowners learn the process of applying and
finishing American Clay Earth Plasters.

American Clay T-Shirts!-$20.00
Available in Green, Orange, Charcoal in standard sizes. Great for Installer promotions or trade shows!

American Clay Hats-$12.00
American Clay Aprons—-$60.00
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PLASTER ‘ SKU PRIMERS/SEALERS SKU
LOMA SNOW CANYON BUCKET PL150B PRIMER-1 GALLON TXPR1MG
PORCELINA SNOW CANYON BAG PP150S PRIMER-5 GALLON TXPR115G
PORCELINA SNOW CANYON BUCKET PP150B MUD GLUE MG100
MARITTIMO OYSTER BAY BAG PM150S PENETRATING SEALER-1 GALLON SF521

STANDARD COLOR PIGMENTS ‘ SKU PENETRATING SEALER-5 GALLON SF525

GLOSS SEALER-1 GALLON SF531
CHACOLATTE CP1oHV

GLOSS SEALER-5 GALLON SF535
MOAB RED CP120HV

ADD MIX-1 GALLON SF541
NANTUCKET SAND CP125HV

ADD MIX-5 GALLON SF545
RIO GRANDE PECAN CP135HV
ANBIUNCE CPgoHY TEXTURAL ADDITIVES ‘ SKU
SOCORRO CLAY CP155HV STRAW 1 QUART $6.90 TA120
WILD HORSE SMOKE CP165 MICA SMALL LESS THAN 1/16" $6.40 TA10
ACACIA CP210HV MICA LARGE 1/16" TO 3/8" $6.40 TA1S
AUSTIN BLUSH CPasHY TROWELS-APPLICATION-FLEXIBLE ‘ SKU
BATON ROUGE CP195HV

240MM RECTANGLE TA240
CIMARRON CP19oHV

300MM RECTANGLE TA300
COLORADO RED CP170HV
L EDAILEE BUNEE CP20sHY TROWELS-APPLICATION-RIGID ‘ SKU
KENTUCKY MOON CP320HV 300MM POINTED TRP300
NAPA OLIVE CP130HV 300MM RECTANGLE TRR300
OSAGE CPi7sHY TROWELS-FINISHING-PLASTIC ‘ SKU
SANTA FE TAN CP145HV

210MM POINTED TP210
TUCSON GOLD CP160HV

240MM POINTED TP240
BLUEFIELD CP330HV
POWDER RIVER CPiss TROWELS-FINISHING-STAINLESS ‘ SKU
TAOS CP220 210MM POINTED TS210
VERDE VALLEY CP315HV 240MM POINTED TS240
BORREGO TAN CP265HV 300MM POINTED TS300
CHIMAYO CP255HV APPAREL ‘ SKU
DAKOTA RED CP225HV

HATS XXXX
FAIRFIELD GREEN CP345

T-SHIRTS XXXX
JASPER CP325HV

APRONS XXXX
MOJAVE CP230HV
SAVANNAH MOSS CP235HV
SNAKE RIVER CP310HV
SULPHUR SPRING CP260HV
HAVASU CP270
LAKE TAHOE

AMBER GRAIN CP290HV
GEORGIA CLAY CP300HV
MAUNALOA CP305HV
PALOMINO VALLEY CP280oHV
BRYCE CANYON CP335HV
CHESAPEAKE BAY CP295HV
5# SAMPLE BAG PLs

5# SAMPLE BAG PM5

5# SAMPLE BAG PPg
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Notes:
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American Clay Sales Guidelines

Definitions:

Wholesaler: AWholesaler sells directly to licensed and registered contractors and applicators. In the
case of no Dealer presence within a 5o mile radius, Wholesaler can sell directly to the Consumer at MSRP.

Retail Dealer: A Retail Dealer sells directly to the public/consumer, and to licensed contractors.

Retail Dealership Requirements:

A. Must Meet Credit Requirement of Distributor

B. Purchase Minimum Of 2 Pallets

- 2 pallet inventory recommended for populations of 50,000 or less, 3 pallets inventory for 50,000 to
250,000, and 6 pallets inventory for 250,000 to 500,000

- Inventory to supply most good sized projects or have access to delivery from Distributor
or Wholesaler

C. Qualifying Credit History
« History of paying on time

- 3 references from existing vendors

D. Marketing Budget
+ Marketing involving ACE will be split 50/50 only if pre-approved, accumulating up to $750/yr

« Individual requests for marketing will be considered

E. Sales Requirement

« No minimum sales requirements, but Distributor or ACE may discontinue dealership if performance
is low

F.In House Requirements
+ Minimum One-1day training/quarter
- Participate with Distributor in quarterly sales trainings

- In store display, either ACE Stand-up display and or Wall display: 8o square feet of wall coverage
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American Clay Requirements:

« Information support
« Power point for BRIDDA/Dealer/sales/training presentations.
- Live training support for large projects/high exposure projects at $400/day rate
+ Marketing materials to meet purchasing levels.

« For Distribution

- Two-1day trainings for initial order from American Clay. Additional trainings
expenses paid for by Distributor, Wholesaler, and Retailer

« Both parties will sign a letter of confidentiality for product protection
« Pricing

« MSRP will be in accordance with American Clay Policy and to support each levels success.
Only American Clay can set the MSRP or “SRP”

«All discounted prices will be based on % off of MSRP s appropriate for territory
« Provide Report Card evaluating success of Dealership.

« Annual visits to Dealers by Distributor to evaluate current position and provide info for
future growth

« Will not sell to distributor’s Retailers and Wholesalers as long as agreement is maintained and
conditions met with the exception of marketing materials and samples including custom colors

« Maintain Active Memberships in USGBC, NAHB, ASID Industry Partner, ACWI, AIA, CSI

« Attend and show at some national level trade shows, and occasional local tradeshows
(such as NAHB Green)

« Develop and Provide in-store Stand-Up or POP displays. Cost of display will be credited if
Wholesaler/Retailer reaches annual goals before third quarter
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Wholesale Requirements:

A. Qualifying Credit History
« Wholesaler has an impeccable credit history

« 3 Existing vendor recommendations

B. Exclusive Territory
« Based on KPI's (Key Performance Indicators) /population base for requested territory
- Existing exclusive territories will be re-evaluated based on previous years sales.
« According to agreement requirements, Wholesaler is to manage territory effectively at all times
- Territory is to be evaluated not less than annually, and not more than semi-annually
« In the event that areas within territory are not managed, agreement will be re-negotiated
« American Clay agrees to honor exclusivity until Wholesaler agreements and KPI's are no longer met.
« In the event that exclusive territory is re-negotiated, American Clay will include you in communications

« American Clay products are no more than 40% of products offered by Wholesaler or sales are in
excess of 500,000/year for territory

« Purchases other building products in multi-pallet quantities

C. Initial Purchase
« 8-10 pallets of material minimum initial purchase
+ Ongoing purchases/sales expectations based on dollar amounts ordered in the past, territory to be
serviced, history with other vendors
D. Facility Requirements
« Has on-site forklift and loading dock
« Has established delivery hours and desk hours

« Has heated storage area for primer and sealers
E. Inventory Other Green Building Products

F. Maintains Inventory Levels
- Sufficient inventory to supply retailers without the need for drop-shipping

« Submits inventory report not less than once/quarter
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G.In-House Sales Initiative
« Has outside sales force sufficient to service territory
« Works with ACE to build product knowledge in region
« 4 BRIDDA presentations for American Clay products weekly
- Participates every eight weeks in ACE distributor conference calls
- Participates in joint Retail Dealers/Wholesaler conference calls with ACE Sales Staff every quarter

« In Store wall display of all colors, 100 square feet of wall coverage and/or POP display

H. Training Initiative
« Maintains in-house American Clay product expert
« Holds one/ 1-Day application training/month
« Supports one 3-Day application training semi-annually in region

« Establish 5 new trained professional applicators/quarter

I. American Clay Marketing Budget

« Wholesaler is to establish a co-op marketing budget of not less than $500/$20,000 of purchases,
and not to exceed $1000/$90,000 —to be matched by ACE, this budget to be reviewed annually

« Marketing Budget must be established within one month of initial purchase
- Other marketing possibilities are to be agreed upon by ACE on an as-need basis
« Maintains American Clay Mailing list

« Co-op dollars are to be used by year end, and are not carried over to following year

J. Partnership Requirements

- Agrees to sell to Contractors and retail only in the event a Dealer is not available in immediate area
(within 50 Miles) or by agreement with ACE

« Must develop and maintain American Clay product Display (May purchase this display from ACE)
« Minimum sales level is dependent on Territory to be served

« High level of Product knowledge to support contractors
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Training Requirements for Distributors, Wholesalers, & Retailers

RETAILER

One day class, in-house,
for retailer staff at the
start of retail operation.
Retailers highly encour-
aged to have in-house
expert who has at-
tended a 3-day class. In
house training provided
by Distributor. Expert
training provided

by ACE*

Holds 1 per quarter

3 applicators attending
a1day class per quarter

WHOLESALER

1 person with 3 Day
ACE Training must be
on staff at the start
of the wholesaler
operation Training
provided by ACE*

Holds 1 per quarter

Supports 1
semi-annually

5 applicators
attending a3
day class annually

*To facilitate training the “in-house expert”, American Clay will waive tuition ($500) one time for
Retailers and Wholesalers attending a 3-day class. Attendees are responsible for their own travel
and boarding expenses.

Other staff of Retailers and Wholesalers may attend one 1-day and one 3-day classes free of charge.
This applies only to classes sponsored by American Clay,and may not apply to classes taught by

independent trainers.

Ordering American Clay Products
When ordering through a local Distributor or Wholesaler, please consult their appropriate policy.

Products Ordered From American Clay—Marketing Materials and Custom Colors
« Orders must be processed in writing, either by sending a purchase order via fax, e-mail, or US Mail.
Orders will be processed within 3 business days of receipt unless otherwise notified.

« American Clay will source the lowest possible freight cost through third party consolidated freight.

« Small orders of pigments less than one pallet will be shipped UPS Ground unless requested otherwise.

« Shipping is paid by Retailer or Wholesaler..

- Expedited orders may incur additional handling and freight fees.

« American Clay must be notified within one week of receipt of discrepancies in shipment contents.

- Drop Shipping to locations other than sellers warehouse will incur the following additional charges:

« $20 per box

« $50 per pallet
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Return Policy

There will be a 25% restocking fee on all returned items.

**To assist in ordering, please see Product SKU information on page 49.

Product Storage

American Clay products must be stored in a dry space protected from outside elements such as
moisture. Primer, Sealers, and additives must be stored in a heated space to protect them from

freezing temperatures.

06.04.08



Notes:

06.04.08



American Clay Market Development

Successful market development for American Clay should be founded on the education of potential
clients and the training of installers. Reaching out to the building community will educate this market
about the unique benefits of clay plaster and subsequently drive interest and product selection/speci-
fication. American clay is an innovative product, and a marketing strategy tailored to different interest
groups will build a strong foundation for your business.

There are several specific entry points to the building industry that can be approached, including:
« Home building and remodeling contractors
« The Commercial Building Industry (including Architects and Designers)
« Installers in the wall finishes trade
« Homeowners, potential Do-it-Yourselfers (DIY)

We often call these first two groups—'builders, remodelers, interior designers, and architects’ BRIDAs.
Successful presentations to the BRIDA community has been proven to drive specification and selection
of American Clay in large projects. Installers should be marketed to specifically through training.
Homeowners, who often drive product selection in custom homes and remodels, can be reached
with community events such as trade shows, DIY workshops, and a strong retail presence.

Developing The BRIDA Market

¢ Build and maintain a BRIDA database
 Develop marketing goals
» Design marketing campaigns to reach those goals

The first step in outreach to the BRIDA market is to locate those BRIDAs that are a good fit for American
Clay. This can be accomplished by simple research in the yellow pages or internet. Find out what sort of
projects architecture firms focus on and concentrate on clients that represent people you would like to
work with.

Professional organizations are a great place to find leads, and to learn about the local and national
Building industry. Useful organizations include:

+ US Green Building Council (USGBC)

« Home Building Association (HBA)

« Local or State Remodelers Association

« American Institute of Architects (AIA)

« American Society of Interior Designers (ASID)

It would be useful to join these associations in order to network with other professionals and gain
access to their membership lists. Building a network of contractors who work in all trades can also be
helpful, as many times contractors have the ear of the Builder or Designer and love to share new ideas.

Researching contacts can help you develop a sense of your local market and help you tailor your contact
approach. If you want to market to custom home builders, choose a demographic that these builders
are serving and tailor your meetings to these companies. If you are interested in reaching the design
community that is responsible for specifying finishes for large residential or commercial projects, tailor
your search to find these companies.
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Ways to network with your targeted audience include:

- Offer lunchtime American Clay presentations at Design Firms or Custom Homebuilders offices
(Powerpoint presentation is available through American Clay). If you are able to offer CEU (continu-
ing education units), they will be more than eager to attend.

« Hosting breakfast or lunch events through an organization such as the Remodelers Association to
present on American Clay or “clay plaster versus gypsum”.

« Sending a mailer to your targeted market inviting them to contact you for complementary samples.

As you educate professionals on the qualities and benefits of American Clay, it is important to provide
them with marketing materials that can be used in making presentations to their clients.

Most architects and designers maintain a library or “collections” department with samples and literature
that can be pulled from at any time. Fan decks, brochures and sample boards will make your BRIDA
clients much more effective at presenting your products.

As you build relationships within the local building industry, it is essential to maintain open com-
munication with multiple calls and contacts. The sales cycle in the building industry can be long, with
projects sometimes taking months or a year or more to culminate. Don’t be discouraged when it takes
repeat phone calls and time to gain product specification.

Developing marketing goals is a simple step that will allow you to have a vision of where you are headed,
and to track progress accordingly. Developing a simple flow-chart of your approach will allow you to
be clear on the steps you intend to take, and to track how your follow-up is progressing (see sample
Flowchart). It is important to start small and evaluate how your process is working before you redesign
or expand your approach.

Using simple software tools to track your contacts can help you to stay organized in this outreach
process. Microsoft Outlook, or specific Contact Management software such as “Sugar” can help you stay
organized. If it is easier, the old-fashioned method of loose-leaf binders or files can help you track who
you contact, what type of meeting you had, and when you follow up. Tailor your system to work for you!

Building An Installer Base

Properly trained installers are essential to every American Clay Dealer or Distributor. They are the link
from potential sales to successful projects.

Educating and training installers will create a positive cycle of successful projects in many ways. It can
enable your customers to find qualified professionals to install American Clay, and enable installers to
market American Clay projects, increasing sales for your store.

As the support for trained installers, it is essential that Dealers/Distributors maintain a staff person
who has technical experience using American Clay. This very valuable technical lead can help installers
and other internal staff troubleshoot difficult installations or help to find the correct answers. It will
also keep everyone informed about changes in installation procedure or new product releases. It is
important to have someone on hand who can find answers, and who can communicate them to clients
and staff in an effective way.

Finding and training installers is simple and rewarding, and it will grow your American Clay business.
Many types of trades people have become successful American Clay installers; painters, plasterers,
faux painters, drywall contractors, and even homeowners. A great way to expose potential installers to
American Clay is to invite them to an event or training. Locate tradespeople with conventional means
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such as the yellow pages, internet, newspaper, or professional associations and give them a call.
Most professionals are enthusiastic about learning a new product that will make their services
more attractive to clients.

Hosting a Training event at your facility is an effective way to build an installer base. Workshops that
are specifically geared towards contractors, and include information on staging a job and how to bid
jobs will be very helpful to your contractor clients. With these trainings you can empower installers to
do their own marketing and grow American Clay sales for the benefit of everyone. Remember that not
all installers are good marketers, and it is essential to pitch jobs to them until their installation business
has a good foundation.

Supporting installers also means providing materials when they are needed. Maintaining sufficient and
consistent inventory, and being responsive to special orders will develop trust with your installers. This
includes having on hand the tools that are required for specific American Clay methods, like trowels for
compressing and burnishing.

Homeowner Outreach

Don't forget to include the end user in your marketing outreach! Homeowners often drive product
selection in remodeling and custom home building.

American Clay has an extensive and long term advertising presence in many periodicals, as well as a
very successful web presence. The name recognition associated with ACE advertising will be benefi-
cial in your local advertising efforts, particularly in print. Having American Clay as a strong presence in
your retail space or trade show booth will grab customers attention an can even lead customers to you
through word of mouth.

Remember, every successful project is a marketing tool because happy customers will share their
enthusiasm with family, friends and neighbors.
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BRIDA Marketing Flowchart
02.11.07-Deborah Hall, Hall's Walls

IDENTIFY 20 CONTACTS

IF INDIVIDUAL IF INDIVIDUAL Phone business, ask for contact name
CONTACT NAME CONTACT NAME e

IS KNOWN IS NOT KNOWN

SEND MAILER TO
INDIVIDUAL CONTACT

sometimes called “collections Person”

FOLLOW UP THE NEXT WEEK G ReMONEDI LS

WITH TWO CALLS PER DAY Learn as much as possible about business
Answer questions
ANSWER QUESTIONS Show sample boards
TRY TO OBTAIN FACE-TO-FACE MEETING Talk about benefits of mechanical “set” (artistically)

Ask about possible current projects

MEETING NO MEETING
Take additional materials Ask if you can call back

Get more info about business needs Try to obtain as much information as possible about business
Obtain feedback on helpful materials Add new information to client file so future calls
and HOW MUCH can be more tailored

Add contact info into queue
for call-back and newletter
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American Clay Collateral Marketing Materials

Retailers and Wholesalers will be allotted marketing materials on total sales within
American Clay’s fiscal year 4/1 to 3/31.

e Quantities allotted are based on Wholesalers or Retailer status.

e Allotments can be increased or decreased based on actual sales/

e American Clay will keep records of all materials shipped.

e After allotment of each item is used, materials must be purchased individually.

Marketing Materials Provided with Open Order of 2 Pallets or More

Item Q_uantity Provided Replacement Cost per Item
Dealer Resource Guide 1 $40.00

DVD of Resource Guide 1 $5.00

Sell Sheets 250 $0.15
Fourfolds 100 $2.50
Fandecks 10 $1.50

Sample Sets --Five 5x8 2 $18.00

3x 6 Sample Set 1 $30.00
Architectural Binder 1 $16.00

DVD 10 $2.00
Try-It-Kit $16.00

Hats $6.00

Screen Shirts $8.50

Piece Dyed Shirts $12.00
Aprons $50.00
Counter top/Wall Display $250.00
Floor display Upon request

American Clay Dealer Development

Dealers will receive up to 800 square feet of material to place on their showroom walls.
A photograph of your completed display walls must be submitted to American Clay

and your distributor. At that point the material will be credited to the Distributor by
American Clay.

Training: Dealers: One tuition scholarship for 3-Day training per dealer/per year and
Y tuition scholarship for one employee.

Family and Staff Discounts: --We would like to encourage staff to have American
Clay walls in your homes.

Staffs who have been with the company for a minimum of three months may receive
200 square feet of material—or 2 bags—at no cost. This will be credited to the
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Distributor. Color packs and other supporting materials can be purchased at cost
plus 10% through the Distributor.

Requests for Co-Op media/trade show marketing dollars are submitted for
consideration by American Clay prior to event

Special media marketing dollars may be considered for dealers who are purchasing
$25,000 or more per year.



Publicity and Public Relations

Publicity and public relations is the act of working with the media’s editorial side instead of their
advertising side. In PR, one works with the ‘editorial’ side of a publication or broadcast outlet to try
to obtain free media exposure in the form of a published story, picture, or radio/TV segment.

Methods and promotional ideas
1) Media, Company News, Community Involvement, Workshops

The media is very event-driven, especially on a local level. So, the easiest obtainable media on a local
level is hosting or participating in:

« A workshop

« A parade home

- Alarger event such as consumer/trade show

« A community charity such as Habitat for Humanity

Another angle is to highlight the use of American Clay in a unique project. The project may have a
green/environmental focus, be a historical home, a new housing complex, a home with a unique owner
or architectural story, an interesting-looking room/space, or an interesting commercial space (gallery,
shop, airport, etc.). If this happens, please contact American Clay publicist Julie Du Brow to discuss
options for pitching this locally, regionally or nationally. Simple scouting shots would be needed.

1) Publicity
A) How to Create a Press Release

Generally, a press release has the following:
« Opening paragraph with the basics: who, what, when, where and how
- 2nd paragraph — quote from key person involved
- 3rd paragraph —expand by a couple sentences on the event/primary reason for release
« 4th paragraph - 2-3 sentences about your company and website and phone number

Do not exceed one page. The shorter, the better.

If you are simply announcing a workshop, 1-2 paragraphs total may suffice.
**Examples of press releases are attached at the end of this section.

B) Targeting local media

For an event listing/story submission (i.e. workshop):

« This type of listing is typically required to be submitted 2-3 weeks prior to an event, but check with
your local papers’ ‘Events’ section for exact instructions. They will advise on whether to submit by
email or fax. Do not phone in Event submissions. It is helpful to have an image on hand of a room
finished in American Clay, or of a person applying clay plaster, in case the paper asks for artwork to
accompany the listing.

- To invite the local media to attend and cover your workshop, you will need to provide them (in the
release) with a compelling reason for interest in American Clay. You may review prior releases or
contact American Clay’s publicist for help with this. If they are interested, they may consider a story,
an interview (with attendees, or instructor), a small product item, or even a picture from the work-
shop (sometimes supplied by you).
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« Invite your media contacts (1) to be a participant, (2) to film for TV, or (3) interview others in
workshop. You should have your own designated spokesperson present at the event, and perhaps
a top local installer. Make sure you always ask attendees or anyone else first if they are open to
being interviewed or filmed.

Who To Approach With Ideas:
- Print: either a Home or Real Estate section editor, or in some cases, it may be a Features editor.

« TV: Your local TV anchor or a morning show reporter may have a liking for home improvement, or
even living green. Approach them, and their producer, with an angle that you think they'd respond
to. This could be airing a segment on clay plastering (with American Clay of coursel), in house
workshop, or charity participation, etc. You could offer to makeover the walls in one of their homes,
and they can participate! Interaction is the key on TV. Arrange ahead of time a top local installer to
offer his/her services gratis for any such segment.

« Radio: Check out local home improvement shows on radio. It’s best to have a local installer inter-
viewed with you (maybe you are that local installer!). Again, if you can get the host to play with the
plaster first, so he/she has vested interest and experience prior to the interview, it would be best.
Other angles include a charity or parade show participation as a news item. Find out your local “As-
signment Desk” contact at the station.

METHOD OF CONTACT: Often now, email is the best submission method.
NOTE: Of course, if you already have a relationship with specific media contacts, use it!

If participating in a local trade show:

- Contact the media/press relations person for the show and ask if they are sending out or posting
any press releases. Also ask if there will be a “media room” at the show, and if you can leave a stack
of materials there. If not, you should still create materials to hand out from your booth.

« Materials for the Media: press release about American Clay, one sheet about your company, your
business card. You can always ask American Clay for their help with promotional materials!

C) Elements of interesting stories
- Event with specific date and time
« Major community project (parade of homes, charity event, housing project)
« Interesting homeowner story
- Green home, green project, great green story
« Environmental/Health pitch
« Unique architectural or design elements
« Afirst’ of anything in the community
« Involvement in fair/trade show for consumers
« Your participation in a panel discussion having to do with green building or home improvement

« Find out from your contacts at print, TV and radio (most likely the first two) if they plan on creating
a story or segment of innovative, new building products for home improvement that are easy for
everyone.You may even suggest it!
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Points to help pitch American Clay, in addition to why it’s green, etc.:

« American Clay provides the perfect example of why and how ‘green’ building and ‘green’ products
are making the move into the general public, “tipping” as it is said.

« American Clay is the perfect “crossover” product example — from ‘green’ to mainstream consumers,
based on cost efficiency, easy of use, beauty, for instance. To prove this, some of the places it has
appeared to date:

- Green outlets: Natural Home & Garden, eco-structure, Mother Earth News, EnvironDesign Journal,
ecological Home Ideas, Environmental Design & Construction, Healing Lifestyles & Spas, Solar Today
(cover), etc.

« Building outlets: Architectural Record, Custom Home, Professional Builder, Remodeling, Journal of
Light Construction, Builder Magazine, BUILDERnews, Walls & Ceilings (cover), etc.

- Lifestyle/General Consumer: DOMINO, NY Times, LA Times, Wall Street Journal, Copley News Service,
Sunset, Robb Report Collection, Inspired House, DIY Magazine, regional Home & Gardens across the
U.S,, etc.

« TV: CBS The Early Show, HGTV’s | Want That and Today’s Homeowner with Danny Lipford
D) Successful media networking

Attend events in your community that would be attracting:
« Potential home improvers
- Groups (government, builders, architects, designers) that have interest in your field and what you offer
+ Media that may have interest in your field

Opportunities for networking with these people are great at events, as this is when the media shows up
to capture their main story or to take pictures.

If there is a consumer fair/trade show / parade home tour, usually the media attends the first day to
survey the scene. If you are exhibiting, ask the show organizers to help point out the media to you and
approach them nicely to consider visiting your booth so you can introduce them to or demonstrate for
them one of your best products, American Clay.

Note: the media gets inundated with information, so the quicker you can state your points, the
better. Always ask media if they have a minute before launching into your pitch. If they don’t right
then, ask when is the most convenient time for them. But also remember that you have a GREAT
story with American Clay.

E) Additional networking and outreach

You may wish to join the American Society of Interior Designers (ASID) and/or the International Interior
Design Association (IIDA). Carol Baumgartel of American Clay can provide tips on joining.

Once a member, you may contact the local chapter of the organization and offer to make a clay plaster
presentation to their membership at upcoming meetings. They don’t always respond well to ‘advertis-
ing’ a specific product, although some chapters do. Talk with the person scheduling the event and find
out if you would need to tailor your presentation to “clay plastering vs. traditional gypsum”, or if you can
specifically do a presentation on American Clay.
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You may wish to offer a lunchtime presentation just for their members. If you are able to offer CEU
(continuing education units), they will be more than eager to attend.

Also consider offering a presentation about ‘clay plastering’ to your local design center, if there is one.
Carol Baumgartel did such a presentation at Los Angeles’ Pacific Design Center, to great success! The
design center will usually arrange that such presentations will provide CEUs to the attending designers.

The presentation

The actual presentation could be:

« PowerPoint presentation (Carol Baumgartel of ACE has this available)

« Physical Demonstration of clay plaster with explanation (depending on your time)

« Creating a panel discussion with an installer, designer, yourself (moderating), home builder, architect,
‘green’ advocate, doctor (especially if specializes in allergies), etc. You will have to gauge what the
group would respond to.

If you have any questions about launching your press campaign, please contact American Clay’s
Publicist at dubroWORKS.

Julie Du Brow
dubroWORKS
310-821-2463 ofc

Julie@dubroworks.com
www.dubroworks.com
Project Management * PR * Marketing
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Example Press Release: Trade Show Appearance

AMERICAN CLAY EARTH PLASTER DEBUTS AT ‘TRADITIONAL
BUILDING’ IN NEW ORLEANS. SHOWCASING ITS AWARD-
WINNING PRODUCT, AND A YEAR OF GROWTH

FOR IMMEDIATE RELEASE ‘-E a“\‘ Contact: Julie Du Brow

310-821-2463 tel

sn“? julie@dubroworks.com

NEW ORLEANS, LA (October 2007) — Award-winning American Clay Enterprises debuts at the prominent
Traditional Building Exhibition & Conference to showcase its all-natural, eco-friendly earth plaster.

For the October 18-20, 2007, event, American Clay will share a booth with Southwest Building Products,
exhibiting in booth #634 at the Ernest N. Morial Convention Center in New Orleans, LA, American Clay
will provide ongoing demos at the booth throughout the show.

The event is the largest tradeshow and conference dedicated to historic restoration, renovation and
traditionally inspired new construction. American Clay has brought an ancient wall surface to the
foreground of current Interior Finishes. And with its inherent qualities of clay—mold inhibiting, tem-
perature moderating, dirt repelling, humidity controlling, sound attenuating, NO VOC’s, flexible and
repairable—they are not only committed to healthy solutions, but are an excellent choice for enhancing,
and not damaging, the look and feel of traditional structures.

Along the historically active south Gulf Coast region for example, especially post-Katrina and Rita,
people share their concern daily with Bobby DeVillier, President and Owner of Old World Finishes in his-
toric Baton Rouge, that they’ll have to give up the former Old World appearance of their homes and use
lime or cement plaster. That’s when he pulls out American Clay and they flip. “It’s the traditional archi-
tectural quality that American Clay achieves that really drew me in. It’s mold-resistant potential is also
important here in the wake of so much water damage, but since we pride ourselves on our historic style,
it’s the back-to-age-old quality of Old World-style finishes that really makes A.C. a perfect fit for us.”

IN OTHER AMERICAN CLAY NEWS:

« American Clay characteristics — from manufacturing through packaging — contribute up to seven
U.S. Green Build Council’s (USGBC) credits under the Leadership in Energy and Environmental
Design (LEED™) rating system, version 2.2

« American Clay Earth Plaster will be used in at least one upcoming episode of E! Entertainment’s
“Green That House”, and in an upcoming episode of HGTV’s “Living with Ed”.

- Due to a very strong nationwide increase in demand for their all-natural interior wall plasters —as
well as a need for greater R&D space - American Clay Enterprises has relocated to a space double
the size of its prior location. The company now has ‘showcase’ walls, and its location offers less
commute time for employees.

« American Clay is currently featured nationwide in Episode Two of The Eco-Zone Project. Host Daisy
Fuentes and her team of experts visit the Ventura, CA home of Rules of Engagement star Patrick
Warburton and his family to conduct a “green” makeover. American Clay Earth Plaster is used in
the Warburton’s playroom, the largest and most extensive portion of the home makeover.

06.04.08



+ Reminder: American Clay’s “Try-It Kit” contains three bags of sample product, 6"x6" pre-primed
sample boards, instructions, and a mini practice trowel. $36.00 plus shipping.

ABOUT AMERICAN CLAY:

American Clay Earth Plaster products are a unique combination of clays, aggregates and natural pigments
that offer builders and consumers a natural and elegant option. American Clay is uniquely manufactured
in and made of materials found in the U.S. American Clay Enterprises, Inc., is based in Albuquerque, NM,
and its product is patent pending. The product and various workshops are available through their New
Mexico office or through one of the growing number of retailers and distributors across the U.S.The
website, www.americanclay.com, offers information on additional products, ordering, technical specifi-
cations, product application and additional resources and links.
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