
 



 
 
 
 
Dear Angie: 
 
As one of the largest and most established independent marketing agencies in the region, 
Hahn Public has the team to develop and implement strategic and creative ideas that will 
help ensure the future success of the Oklahoma Natural Gas and Texas Gas Service Energy 
Efficiency Programs. 
  
We’re excited to propose our services for this important initiative because our agency 
specializes in working with utilities and has deep experience working with ONE Gas’ local 
distribution companies. That historical knowledge and insight will be a great asset in 
developing a multi-media advertising strategy and a new creative campaign to reach your 
target audiences, drive rebate awareness and participation, and educate on the benefits of 
natural gas.  
 
There are three things that make us uniquely qualified to perform this work: 
   
1. We know the industry you work in. We specialize in serving utilities just like you and are 

adept at reaching large and diverse audiences just like the customer bases you serve. We 
also know the unique challenges utilities face and know how to help you navigate them:  

 
● A nationwide trend toward electrification that threatens your business model and 

does not acknowledge the benefits (environmental and other) of natural gas 

● Customer apathy toward utilities in general that can make it challenging to inspire 
audiences and get your message across 

● The pressure of delivering the value, performance and transparency that utility 
regulators in your markets expect and require 

 
2. We also know the audiences you’re trying to reach. We’re driven by data and start our work 

focused on our clients’ audiences. We’ve already invested in surveying your target 
audiences for this campaign. We’ve provided insights about them starting on page 9 of our 
proposal. 

 
3. As an added bonus, because this RFP calls for support in both Oklahoma and Texas, we’ve 

partnered with the award-winning Tulsa-area video production company Retrospec to 
make sure you have team members on the ground in both states.  

 
You can be confident we have the unique expertise, commitment and dedication needed to 
be your partner, perform the scope of services requested and deliver useful, creative and 
innovative work that will provide true value for ONE Gas. 
 

Jeff Hahn  
Principal, Hahn Public 
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Key Contact:  
Ryan Orendorf 
rorendorf@hahnpublic.com 
512-944-9184 
 
Location: 
TexHahn Media, Inc. (d.b.a. Hahn Public) operates as an S-Corporation and is incorporated in 
Texas and located at 4200 Marathon Blvd., Ste. 300, Austin, TX 78756. 
 
Company Vision and Mission Statements: 
 
Vision Statement 
We are an award-winning agency focused on growing and protecting brands that provide 
the essentials for daily life. 
  
Mission Statement 
We design bold and inspiring campaigns showcasing the value our clients deliver to daily life. 
  
Company History and Years in Business: 
Since 1974, Hahn Public has provided public communication services for public-serving 
organizations. We are a Veteran-Owned Small Business with 30+ employees. 
 
Our primary clients invest in the infrastructure that makes everyday life possible – utilities, 
transportation, healthcare and more.  
 
In short, we strive to make the everyday amazing. Our job is to connect our clients with the 
audiences they most want to reach to improve public awareness, change public behavior 
and win public approvals. The Hahn Public team is able to accomplish this work because: 
 

● We are experts in the persuasion business: online, on air and in person. 

● We are exceptional partners for our clients. We offer new and creative ideas, the most 
advanced technological outreach methods and a work ethic second-to-none. 

● We value both high-quality output and meaningful outcomes that help our clients 
succeed, which means we want to work for clients interested in moving the needle on 
specific, measurable goals. 
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Our Certifications + Recognitions 
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Our Leadership 
 

 

Jeff Hahn 
30 years of experience, 14 years with company 

 

Tim Weinheimer 
28 years of experience, 4 years with company 

 

Ryan Orendorf 
16 years of experience, 14 years with company 

 

Shelly Gupta 
12 years of experience, 12 years with company  

 

 

Russ Rhea 
30 years of experience, 20 years with company 

 

Greg Barton 
30 years of experience, 25 years with company 

 
Bios of our leadership team members are included later in the proposal. 
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Our Partners 

While we are fully capable of delivering on this scope of work ourselves, we are partnering 
with Retrospec Films (Broken Arrow, OK) and WestEnd Communications (Austin, TX) to add 
even more depth to our video production and media planning, buying and optimization 
capabilities. We have worked successfully with both companies and appreciate the diverse 
perspectives and skill sets they add.  

These partners will give us extra strategists and creatives on the ground in both Oklahoma 
and Texas. The team members below will work hand-in-hand with us to surround ONE Gas 
with the best possible talent available to achieve your goals. 

 

 

 

Jason Burks - Owner, Director, Executive Producer 

Jason founded Retrospec Films in 2002. At age 36, he is one of the 
youngest directors & cinematographers to have extensive experience 
with a long list of top-of-the-line motion cameras and equipment used 
for filming today. He has shot over 2,000 TV commercials both regional 
and national, dozens of music videos, short films, feature films, 
documentaries and product videos. His projects have taken him to all 
50 states in the US and 6 different continents. His passion has always 
been telling stories that move people through the beauty of cinema. 

 

Nathan Groves - Senior Producer 

Nathan has spent his career in advertising and marketing with a focus 
on video production. Using his natural instinct for design and a passion
for visual communications, he excels at problem solving through 
creativity, executing both in the left and right brain. Nathan oversees 
daily operations and account management, as well as pre- and 
post-production workflows. Nathan also serves as the VP of 
Sponsorships for the American Marketing Association’s Tulsa Chapter 
for the 2019-2020 year. 

 

Josh Franks - Senior Editor 

Josh is a hybrid, a jack of all trades some might say. He loves being on 
set but also enjoys pre- and post-production. This includes writing 
scripts, editing, sound design, and acting. His passion for bringing 
ideas to life shows up in all aspects of production. He not only leads the
team editorially, he also directs on set some of our funniest projects! 
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Brandon Forbes - Producer 

A native Californian, Brandon is a product of 3rd generation 
production. In 2014, he joined the Retrospec team doing a variety of 
pre- and post-production. His quick problem solving skills and passion 
for making things great have led him to love the producing role he 
finds himself in today. Want to get lost in conversation with him? Just 
ask him about the latest and greatest gear out there! 

 

Laci Schwoegler - Lead Photographer and Writer 

As a photographer and cinematographer, Laci is a vital team member 
on both the pre- and post-production side of Retrospec Films. She 
captures breathtaking photos of our clients’ products, projects, and 
the people involved in those projects. Her eye for photography also 
brings a unique perspective to each production. She is also a creative 
at heart, always coming up with the next great idea or short story and 
she can usually be found in any creative content meetings. Laci works 
heavily in our social media department and is a specialist of all things 
creative. 

 
WestEnd Marketing + Media is a Texas Historically Underutilized Business (HUB) and a City of 
Austin Woman-owned Business Enterprise (WBE).  

 

Susan Jahns - Founder, Lead Media Planner 

Susan is a paid media strategist with more than 20 years of 
experience. With her diverse skill set and enthusiasm for staying 
abreast of current trends in the profession, Susan broadens her 
clients’ range of options in their overall communications strategy. 
She brings expertise in marketing and multi-channel media strategy, 
media buying, public relations, and content development. 

 

Dwayne Henry - Director of Digital Strategy and Analytics 

Dwayne provides campaign strategy and management for digital, 
paid search, SEM/SEO, mobile and social media campaigns. With a 
specialty in data analytics, he has an eye for optimizing campaigns, 
and delivering timely and relevant insights into campaign 
performance, attribution, and audiences that inevitably increase ROI 
for clients. He is Google AdWords Search and Display Certified, a 
Google Partner, and a Microsoft Ads Partner.  
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Our Diversity and Inclusion Effort  

We know that diversity and inclusion are a ONE Gas core value and we share that feeling. 
 
At Hahn Public, diversity is a competitive advantage. The creative and innovative success of 
our agency depends on the inclusion of people with different backgrounds, insights and 
experiences, which is why our company strives to hire and retain diverse people who bring 
unique ideas and perspectives to the business challenges our clients face. 
 
To achieve this, we invest in new perspectives when we hire (following a process similar to 
the Rooney Rule), train and promote our people, and have zero tolerance for behaviors aimed 
at discriminating against or diminishing the value of any person. 
 

Our Proposed Solution 

Hahn Public will help ONE Gas create a campaign that is efficient with your resources, 
targeted to reach your customers at the right place and time, and effective at generating 
rebate applications and telling the positive story of natural gas. 
 
In the end, we envision creating consistently-branded, persona-driven, digital-first 
campaigns that all have a similar look and feel but contain different messages, visuals and 
calls to action that are targeted to these audiences mentioned in your RFP: 
 

● Millennials and first-time home buyers  
● Builders and developers  
● Energy efficiency eligible commercial customers  

  
Overall our strategy is to: 
 

● Plan with the end game in mind to create unified campaigns that will benefit the 
energy efficiency programs and the ONG and TGS brands 

● Utilize precision targeting in our multimedia advertising strategy 
● Deploy highly relevant creative to move our target 

audiences to action 
 
 
Start with Research for Data-Driven 
Campaigns 
 
As with any campaign, we’ll start with research and let 
data drive our decisions. 
 
We've seen large appliance shopping and purchase 
behavior change forever as a result of rising digital device 
use and the pandemic. In fact, consumers’ mobile-web 
behaviors have fast-forwarded three years into the future. 
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● 79% of adults use a digital device while watching TV and 71% of those use it to look up 
information related to the content. (Source: Nielsen, Total Audience Report, Q2 2018) 

● When TV and Digital are working together, the combination has been shown to 
increase ROI by as much as 60% (Source: Marketing & Growth Hacking 2018)  

 
This anchors our recommendation that we need to pursue a digital-first strategy that is 
targeted and 100% measurable throughout the customer’s rebate journey. This would 
continue the successful strategy we’ve been pursuing with the energy efficiency programs 
the last few years to invest more and more of the education budget into digital outreach. 
 
Initial Research 
 
Our digital-first strategy will be informed in part by first-party research we conduct with your 
target audiences. To give you an example of how we perform research, we fielded an 
independent builder/developer survey through the Oklahoma Home Builders Association, 
and we also spoke directly with Oklahoma residential homeowners who fit the target 
audience demographics for the rebate program. 
 
Here are some of the insights we saw among your target audiences: 
 
Residential 
 
We interviewed five homeowners who recently bought a house with natural gas and asked 
them about how the availability of natural gas influenced their decision to buy a particular 
home, how much more they would pay for a house with natural gas, and if rebate programs 
from utility companies influenced their appliances choices.  
 
Four out of five participants indicated they view natural gas as a positive addition to their 
house (one was indifferent) and a must have.  
 
 

   

Farah, 30 
Edmond, Oklahoma 

Sybil, 41 
Stillwater, Oklahoma 

 

   

Luis, 34 
Norman, Oklahoma 

Paul, 40 
Tulsa, Oklahoma 
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Gretchen, 45 
Norman, Oklahoma 

 
 

 
"There was a house that we looked at, it was in the 
country and was all electric, and that was very 
frustrating to me. How would I cook with that? How 
would I, you know, heat the house with all electric? So 
we decided against the house and that was the main 
reason why."  
 
— Gretchen, 45, Norman, OK 
 
"We were adamant about having a gas range, we 
don't really like electric ranges. It's not as easy to cook, 
not as convenient."  
 
— Paul, 40, Tulsa, OK 

 
 
"I'm a city person, I prefer gas [compared to propane]". 
 
— Sybil, 41, Stillwater, OK 
 
 
 
Participants said that if they had a choice between two similar 
houses with and without gas, they would pay more for a house with natural gas: 
 
"I would have certainly paid more. I don't know how 
much more. $10K? $20K?"  
 
— Paul, 40, Tulsa, OK 
  
 
 
"I would definitely pay more if it had gas. [...] Just from 
the top of my head, maybe $10K." 
 
— Gretchen, 45, Norman, OK 
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Although natural gas is viewed as a benefit by itself, rebates are still important purchase 
drivers. For example, the person who was the most interested in discounts for large 
appliances would benefit from a rebate (or even a special extra rebate offer) around a 
holiday shopping season:  
 
"If I really need it, I'll buy it, but if I can wait, I'll wait for 
Black Friday, or Christmas, a good promotion." 
 
— Sybil, 41, Stillwater, OK  
 
 
 
Builder and Developer 
 
Working with the Oklahoma Home Builders Association, we distributed a survey to their 
members (builders and developers). More than 85% of them work primarily on projects with 
natural gas and out of 5 energy sources (natural gas, grid-connected electricity, propane, 
solar power, and wind power), the respondents had the most favorable opinion about natural 
gas (93% - positive or very positive, average rate 4.7 out of 5). The energy source with the 
second highest favorable opinion was grid-provided electricity (74% - positive or very positive, 
average rate 4.1 out of 5).  
 
Besides that, the builders 
and developers thought 
that natural gas adds the 
most value to a project.  
 
The most mentioned 
advantages were the cost, 
efficiency and cleanliness 
of natural gas. The only 
disadvantage that the 
respondents indicated 
were the delays in 
installment and vent 
routing.  
 
In addition to the initial 
research and insights above, we would perform similar research involving TGS audiences in 
Texas as we prepare for the new campaign. We also recommend considering additional 
research to further explore consumer behaviors regarding natural gas shopping among the 
target audiences. Each target audience will require an individual approach and a separate 
study. The survey types and key learning objectives are listed by audience below: 
 
Millenials and First-time Homebuyers  
Online survey  

● Attitudes toward natural gas 
● Knowledge of and attitudes toward key competitors 
● Knowledge about rebate programs 
● Key value proposition/functional benefits 
● Most relevant messaging points 
● Customer journey from research to purchase 
● Key demographic information 

 
Builders and Developers 
One-on-one interviews 

● Market understanding and trends 
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● Attitudes toward natural gas and other energy sources 
● Frequently asked questions and consumer preferences 
● Information needed from ONG/TGS 
● Key value proposition 

 
Energy Efficiency Eligible Commercial Customers 
One-on-one interviews and secondary research 

● Market understanding 
● Decision making/workflow process 
● Key messaging points 
● Key firmographic information 

 
We may also want to consider focus groups to test our top creative concepts and research 
efforts to reach third-party partners (appliance retailers, contractors, plumbers, etc.) as well. 

 
Advertising Commandment #1: 
Know Thy Audience. 
 
Build Target Audience Personas  
Expanding on our research above, we see a great value in creating personas to reach each of 
your target audience segments. Persona creation is supported by research showing that 
highly personalized advertising performs best. 
 

● 80% of consumers are more likely to make a purchase when brands offer personalized 
experiences (Source: Epsilon 2018) 

● 72% of consumers in 2019 only engaged with marketing messages that were 
customized to their specific interests (source: SmarterHQ survey) 

Based on our proprietary research and secondary market research, we recommend that your 
3 target audiences are actually best represented by the 6 expanded personas below breaking 
down residential, builder, developer and commercial groups into more specific “lifestage” 
and “specificier” decision making roles. 

● Residential: A combination of first-time 
homebuyers and long-time 
homeowners who represent 
multicultural audience segments and 
buying-power abilities 

○ “Kate and Adam” (Millennials) 
○ “Millie and Gilbert” (LatinX) 
○ “Dan and Kathy” (Baby Boomers) 

 
● Builders: A unique role in planning for 

the individual ‘in-home’ needs of their 
future buyers 

○ “Kevin” 
 

● Developers: A more advanced 
pre-home purchase role in specifying fuel type and power sources to meet the needs 
of both builders and residential home buyers 

○ “Jesse” 
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● Commercial business owners and operators: A decision-making role in rebate eligible 
businesses including food service, hospitality, laundromat and other target industries  

○ “Margaret” 

 
Advertising Commandment #2: 
Know When and Where They are Buying. 
 
Use Precision Targeting and Highly Relevant Creative 
We recommend a micro-moments precision targeting strategy to reach our audiences with 
energy efficiency program key messages. 
 

● For residential and commercial customers, this means in-market, geo-targeted, 
service-area outreach to your zip code footprints, eliminating ad spend waste. 

● For builders and developers, this means ensuring they plan and plumb for natural gas 
right from the start. We recommend targeting current ONG and TGS footprints as 
well as areas where expansion could take place in the near future. We believe this 
investment will pay dividends in the future in terms of builder and developer 
education and rebate participation. 

Following guidance from our research and personas, we would design digital campaign 
materials that speak specifically to each of our target audiences, including the hard-to-reach 
low-income and minority audiences mentioned in the RFP. Our goal is to ensure the 
audiences see themselves in the work and feel connected to the ONG and TGS brands as a 
result.  

The end product should be creative enough to engage the target audiences, employ 
emotional appeal and inspiration, and follow the clean, bold, professional look that ONE Gas 
has set forth in its new brand standards. 

We have also seen that the following guidance (derived from past research) has made our 
creative campaigns successful. We would follow it unless new research suggested otherwise. 

1. Focus on the money (both rebates and savings) 
2. Reach people when they’re ready to buy (because appliance shoppers act quickly) 
3. Add emotional and aspirational appeal so customers feel good about choosing gas  

Select a Digital-first Multi-channel Media Mix  

We envision a digital-first media mix including the ad types below, but will determine our 
final recommendations after a kickoff meeting with your team and any audience research.  

● Google Adwords search ads 
● Behaviorally targeted digital ads 
● Location-targeted mobile ads 
● Native ads 
● Pinterest, Facebook, Instagram, LinkedIn, and other social ads 
● Streaming video and audio, including YouTube 
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● Broad-reach media to support promotional campaigns 
 
Our strategy is also mindful of the volatility and uncertainty of this time. According to the 
August 2020 Nielsen Total Audience Report, the amount of time people are spending in front 
of the TV screen viewing streaming content continues to grow, with the greatest increases 
now among audiences 55 and older.  
 
The surge in video and audio streaming programs and platforms has greatly dispersed 
audience attention, making a focus on targeting audiences over specific media channels 
even more important. Every campaign will leverage our data and media partners to ensure 
the right messages are delivered to the right people at the right times. 
  
Additionally, with the power of our programmatic and contextual ad-buying tools, we 
recommend running media that intersects with audiences’ life moments such as home 
purchases and moves, as well as home improvement triggers identifiable through 3rd-party 
B2B and B2C buying platforms.   

Upgrade the EEP Web Experience 

Completing a rebate application is the last step in a successful 
natural gas appliance purchase process. We recommend a shift 
to a new, frictionless path for customers applying for rebates. If 
possible, this could take the form of a single sign-on (SSO) 
system that we could help your web/IT team design. 

We also recommend a more dynamic energy efficiency program 
landing page experience with compelling visuals and content 
available in addition to the rebate information and applications. The Good vs. Gourmet 
microsite we recently built could be a good example of the type of experience we 
recommend creating in the rebate section of the ONG and TGS websites. These pages could 
be filled with educational videos, articles, graphics and other engaging content to 
supplement the customer experience of researching or applying for a rebate. 

Build a Real-time Tracking and Optimization System 

At the end of the day, we need all of the work outlined above to add up to successfully 
performing rebate programs. To track campaign progress, we recommend a new real-time 
program performance dashboard for 2021. The dashboard will allow us to: 

● Deliver instant reporting by device, by geography/market/city, by timeframe, etc. 
● Gain insights from audience metrics by demographic, by company, etc. 
● Adjust campaign programming weekly, monthly or quarterly 
● Provide easy executive and stakeholder reporting 
● Shift One Gas team time and focus on to other new customer innovations for 

delivering natural gas solutions and educational programming 
 
We discuss more dashboard details and show an example later in the proposal.  
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Our Capabilities 

As a full-service communications agency, we provide all of the capabilities described below 
plus extensive PR, crisis communication, media training and web design services. 

Advertising  

From strategists to research managers, copywriters to videographers, and designers to 
account supervisors, we have the brain power to concept, create and launch your next 
campaign. Our core competencies include: 

● Campaign strategy  
● Campaign concepts 
● Digital/TV/radio/print/outdoor design execution 
● Paid media strategy, planning and placement 
● Monitoring and reporting  
● Optimization 

 
 

Advertising Commandment #3: 
Branding is more than just a logo. 
 

Branding 

Whether it’s simply identifying your “known for” or creating a completely new brand and 
positioning, Hahn Public can support any branding project. We routinely remind our clients 
and their publics that a “brand” is much, much more than a logo, slogan or color palette. 
Simply put, a brand is a story – a narrative that conveys to audiences what makes your 
organization unique and essential. 

Our brand system accounts for 20 distinct elements that all interact to create the narratives 
and appeals that call audiences to action. Combining research, messaging, identity and 
creative phases, our approach generates strategic, high-performing creative materials that 
satisfy our clients and their stakeholders. 
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Campaign Management 

Our diverse team of communication professionals approach campaign management from a 
holistic and research-driven perspective, bringing in best practices from message 
development, media relations, creative services, paid advertising, social/digital media and 
content creation perspectives. 

We recognize the importance of transparency and communication to a campaign’s success 
and use regular project check-ins, meetings and monthly reports to provide the tools for our 
clients to report back to governing bodies and, when necessary, to the public.  
 
We commit to the highest standards of performance: 

● Professionalism: protecting the reputation of the project at all times 
● Good stewardship: being meticulous in managing our clients’ resources and budgets 
● Inclusivity: achieving diversity and a high level of community involvement 
● Sensitivity: understanding current issues and responding in appropriate ways with 

good manners 
● Responsiveness: providing exceptional service and flexibility in the face of changing 

requirements 
 

Copywriting and Content Creation  

Hahn Public’s copywriting and content creation team supports clients interested in 
easy-to-enjoy advertising or complex issues management campaigns. In both cases, the 
guiding principle supporting our content and copy creation method is a focus on building 
trust with a target audience. Trust building depends on content crafted around three pillars: 
character, competency and consistency. We believe a well-told story, even in the form of a 
tweet, should draw on these tenants. 
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Messaging is one element of good content creation – and method is yet another. The Hahn 
Public team brings an array of content-creating capabilities to every client engagement, 
including: 
  

● Advertising, web and long-form copywriting 
● Research 
● Infographics 
● Data visualization 
● Video 
● Social posts and episodic content 
● LinkedIn Group content 

 

Creative Services 

As a full-service, award-winning agency, we’re a one-stop shop for a wide variety of creative 
services, including many listed elsewhere in this section of the proposal and: 

● Graphic design 
● Motion graphics 
● Logo design 
● Print systems  
● Photography 
● Web design  
● Infographics 

 
 

Data Management and Analytics 

Our team is certified in Google Analytics and oversees 
the direct administration, management and reporting 
on 23 clients’ analytics accounts. This is trust that’s 
been established over time in handling powerful and 
sensitive data to help our clients make informed 
business decisions every day.  

Our data analytics strategic planning process starts 
with helping our clients define clear business 
challenges and requirements first so that there’s a 
universal agreement on the data that is needed or 
possibly missing. We then collaborate on the desired 
goal from the data in a preparation stage that naturally 
flows into analysis and ultimately arrives at AI-machine 
learning driven production of visuals or other essential 
reports. 

 

Digital 

Ranked one of the top 10 full-service digital agencies in Austin, TX, Hahn Public’s White Lion 
Interactive team delivers advanced business intelligence and digital development 
capabilities. With 25 years of experience in solving complex web builds, we pride ourselves on 
being digital architects and activators always serving our clients as great stewards of the 
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Internet. Through our research and data mining services, our mission is to help our clients 
predict their customers’ next moves. 

 

Email 

From a full-scale lifecycle program strategy to filling the holes in a current email marketing 
program, we help clients formulate and execute a winning strategy that fosters personalized 
audience engagements. We deliver email marketing services that cover strategy, 
deployment, creative, audits and all the way through integrations. Our digital strategy team 
is Hubspot certified in their marketing and email services solutions to ensure we are 
providing clients with best-in-class counsel. We are versed in Campaign Monitor, Constant 
Contact, MailChimp, Drip and most of the top ranked email relationship management 
platforms.  

 

Media Planning, Buying and Optimization 

We have a long history of helping brands get more from their advertising investments. We 
provide guidance and expertise on today’s ever-changing technology and media landscape, 
integrating the most cost-effective channels to increase the power of marketing across paid, 
earned and owned media. Our in-house SEO, SEM and data analytics allow us to fully 
integrate a comprehensive digital strategy into our clients’ media and marketing big-picture 
objectives.  

Our team shares a wealth of experience in researching, planning and purchasing media 
across local, regional and national markets. We plan and buy across the full media landscape, 
integrating digital with traditional media to help clients engage their best customers on the 
most relevant platforms. We maximize budgets by negotiating the best rates and value-add 
opportunities, and leveraging partnerships, events and social media to extend our clients’ 
valuable dollars. Our capabilities include: 

● Strategic media planning and negotiation 
● TV, cable, radio, print and out-of-home media 
● Mobile, streaming video, native, premium and programmatic digital advertising 
● Search engine optimization (SEO) and pay-per-click advertising (PPC) 
● Social media advertising, including Facebook, Twitter, LinkedIn, Instagram and more 
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● Added value opportunities to maximize budgets 
● Campaign optimization and personalized reporting 

 

Research 

Our research services cover the spectrum of proprietary to secondary research with 
specialization in analytics and data mining. They include: 

● Competitive analysis 
● Analytics monitoring  
● Online surveys and demographic research 
● Social listening 
● User testing 
● Focus groups 
● Audits 
● Performance management 

 

Social Media 

Social media marketing is certainly a strong suit for our agency. We offer clients 
channel-specific social media services which simply means we only invest time or a client’s 
paid media resources selecting the platforms we know will drive demand or engagement. 
Social media planning always starts with a well-defined strategy and a clear definition of the 
target audience personas. The strategy then informs platform recommendations, content 
creation, content publishing (and the recommended community management tool), and the 
precise key performance indicators to be measured in our performance reporting. Social 
platforms continue to evolve at a faster pace than most of the industry so our digital team 
dedicates time every week to reading about social trends and testing new platform 
functionality capabilities as they become available.  

 

Strategic Planning 

Our strategy team’s approach to planning always starts 
with the audience. We know that understanding 
audience behavior is key to crafting messaging that 
will resonate. Our first and third party research, 
industry and competitive analysis are summarized into 
a concise one-page creative brief. This actionable 
document encompasses the campaign objective, 
data-backed audience insights, brand positioning RTBs 
(Reasons to Believe), creative challenge, KPIs (key 
performance indicators) and deliverables. By limiting 
our core strategy to one page, we are able to ensure alignment from all stakeholders and 
laser focus on the most important strategic insights that will drive the success of the 
campaign. The creative brief is also a useful tool to evaluate the campaign. It includes 
questions like “Did we solve the creative challenge?” and “Did we meet the proposed KPIs?” 
Accountability is key when it comes to strategic planning in order to make sure the audience 
research is accomplishing the goal of helping to solve business problems and inspiring 
solutions. 
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Video Production 

Our team is capable of all aspects of video 
production including concept development, 
pre-production services, production services, 
post-production services, social media content 
creation and management, design services and 
film management services. Our partner, 
Retrospec Films, also owns one of the largest fully 
operational studio spaces in Oklahoma – an 11,000 
sq. ft. usable studio space with the largest pre-lit 
white cyclorama wall and the largest pre-lit green 
screen in the state. 

Our team staffs producers, directors, directors of 
photography, cinematographers, gaffers, grips, 
production assistants, assistant directors and line 
producers. We are fully invested in the latest 
technology in cameras and equipment. The production team spends designated hours 
researching, comparing and analyzing production cameras and equipment to make certain 
the gear we use is best for our clients. We keep multiple identical camera and lighting 
packages available for simultaneous productions to ensure the production team is available 
and efficient for any project from a short social media post to a full fledged multimedia video 
campaign. Retrospec owns all the cameras and equipment, making dispatch quick and easy.  

 

Three Examples of Work We’re Most Proud Of  

1. Propane Education and Research Council (PERC), Environmental 
Thought Leadership Campaign 
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The Challenge 

With more than 600 proposals (legislation, resolutions or ordinances) to limit or ban gas or 
force 100% electrification into future building code across the U.S., the Propane Education 
and Resource Council wanted to communicate the environmental benefits of the fuel. 

PERC asked Hahn Public to create and manage an environmental thought leadership 
campaign to: 

● Position propane as a low carbon energy source 
● Leverage propane’s environmental advantages into national level conversations 

about clean energy and a low carbon future 
● Engage influencers, national media and social media users with propane’s low carbon 

future thought leadership 

The Solution 

Our team responded to the challenge. In two months, Hahn Public: 

● Designed, coded and loaded a new digital newsroom with a mix of opinion and 
environmental science content about propane’s positive environmental attributes 

● Launched “Path to Zero,” a podcast about our world’s low carbon future with the 
PERC CEO as its host 

● Planned and implemented a digital advertising campaign targeting builders, 
developers, engineers, architects, urban planners, academics and decision makers 
who can influence public discussions. The campaign launched in June 2020 with 
native, Facebook, LinkedIn, Twitter and YouTube ads driving key audiences to the new 
digital newsroom on propane.com. 

The Results 

Initial data from the campaign shows we’re off to a strong start. Our ads are seeing 
click-through rates 2 to 4 times the national average, meaning they are compelling, targeted 
to our audience, and are efficiently bringing visitors to the website. Plus, site visitors from 
across the U.S. are consuming the content. The average session duration is over 3 minutes, 
which shows our audience is engaged with, and often sharing, the content. 
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2. Travis County Clerk Elections Division, This Election is in Your Hands 

 

The Challenge 
 
The 2016 U.S. election was followed by wide-spread reporting about the possibility of election 
voting systems being vulnerable to hacking. County election clerks around the country 
began looking for alternatives to the internet-connected devices that have been in service for 
more than a decade. Touchscreen voting machines with voter verifiable paper audit trails 
provided Travis County, Texas, a path forward. The County purchased the new machines, but 
knew they were facing a public education challenge. Many people were skeptical about the 
ballot-marking devices and suspicious of their ability to be easily used by voters – and 
negative opinion editorials from around the country didn’t help matters. 
  
The Solution  
 
The Travis County Clerk Elections Division engaged Hahn Public to promote its new election 
system for the November 2019 election cycle. Our team mapped out a voter education 
campaign plan through the March 2020 primary that included creative development, media 
outreach, social media, web development and paid media. 
  
To arrive at precise messaging and a creative campaign, the Hahn Public research team set 
up and conducted a mock election survey with registered voters interested in the new 
machines. We used the findings to craft a comprehensive creative brief for our creative team 
to design easy-to-understand campaign concepts. To prepare for the education campaign, 
our digital team completed a social media audit and our strategy group developed a 
message platform for use through all outreach channels including on a microsite, which our 
web team set up as the digital hub for the voter education campaign. 
  
Press demos introduced reporters to the new polling machines well in advance of the 
elections so they understood how the electronic machines and paper cards interacted. We 
used early press reports to refine our messaging and assigned specific messages to each 
outreach channel (paid, earned, social and owned) to launch the “This Election is in Your 
Hands” campaign. 
  
The Results 
 
The initial phase (November 2019) of the awareness campaign was very successful.  
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● Facebook/Instagram sponsored posts reached almost 60,000 voters with 216,000 
impressions. 

● The engagement rate of 3.5% was more than three times the average.  
● Along with print and radio spots, digital ads were seen by likely voters 

almost one million times.  
● The extensive TV, digital and print media coverage drove home the 

safety messages that were key to the campaign and generated 38 
separate media stories in the days leading up to the election.  

● During the second phase (March 2020), we reached 215,000 potential 
voters and generated more than 1.1 million impressions and almost 
20,000 engagements.  

 
The campaign won a 2020 Award of 
Excellence from The Communicator Awards. 
 
 

 

3. Texas Beef Council, For All Plates of Life 

 
 
 
 
 
 

 
 
The Challenge 
 
Can we heal the world’s divisions over a shared meal? It’s a tall order, but in the summer of 
2018, that’s what we sought to do with Beef Loving Texans’ new ad campaign. 
  
Beef Loving Texans, the consumer-facing brand of Texas Beef Council, is supported and 
funded by the Texas beef industry – by beef farmers and ranchers – and exists to promote 
beef. Previous ad campaigns had focused on the ranchers, but Beef Loving Texans came to 
us with a challenge to try something new. 
  
As we learned in focus groups, Texans were craving unity and positivity. They wanted to see 
people of different backgrounds coming together, sharing the joy of a delicious meal and 
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forgetting about their differences for a minute. They also wanted to see a mix of aspirational 
and achievable mealtime inspiration, and to see their daily lives reflected in creative work. 
 
Our first insight: 
We needed to relate to Beef Loving Texans’ consumer audience, the over 85% of Texans who 
live in and around cities.  
 
It’s about recognizing that Texans are as unique and diverse as the types of dishes we make. 
  
The Solution 
 
We started by getting to know the “Modern Texan” and their characteristics. We developed 
and presented four campaign concepts to Beef Loving Texans, and tested three with focus 
groups. We developed multiple directions within the leading concept, and Beef Loving 
Texans selected one that highlights the universality, versatility and connecting power of food, 
specifically beef. Finally, we helped Beef Loving Texans select and manage a production and 
editing team and ensured smooth delivery of all ad campaign components. 
   
The Results 
 
The campaign has reached over 46 million video views in less than two years. 
 
You can watch one of the campaign’s TV spots here. 
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Three Examples of Non-traditional Marketing  
1. Whataburger 

We have been Whataburger’s communications agency of record since 2012, working closely 
with them to support all pillars of their brand, from new menu items and retail to community 
relations and new restaurants. 

Whataburger continually asks us for non-traditional marketing ideas. Here are some 
examples: 

Whatawedding 

Like us? We do. 

 

 
How can Whataburger share the love its fans show the brand every day using Valentine's Day 
as the launch point? Let’s host a wedding! In fact, let’s host six weddings and vow renewals 
for hundreds of couples! Through a well-designed social media strategy, thousands of 
couples were invited to submit their love stories for a chance to win an all-expense paid 
wedding or vow renewal. One lucky couple also received $5,000 for a dream honeymoon. We 
leveraged strong media relationships in key markets to build excitement for the competition 
and earned media coverage. 
 
Overall, the strategic media outreach resulted in thousands of contest submissions, 321 
stories and more than 242 million impressions. 
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Decked Out Dorm Room 

Living the dream. 

 

 
We were challenged to come up with an idea worthy of national attention to help drive traffic 
to the brand’s online retail store just in time for school. 
 
Through online traffic analysis, we found one of Whataburger’s biggest fans and imagined a 
dream dorm room. We partnered with a design firm to bring the vision to life. From 
custom-made “day dot” pillows to unique wall hangings, this dorm room was fully loaded 
and truly one-of-a-kind. 
 
Our efforts garnered 580 media stories and more than 142 million impressions.  
  
Top coverage included features in ABC World News, MSN, Eater and CultureMap.  
 
You can see the dorm room coming together here. 
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2. Texas Beef Council, BBQuest (2 Seasons)  

Brisket, and beyond! 

With more menu options than ever before, how do we help beef win the battle for the center 
of Texas consumers’ plates? 

Here’s what we did: produce an award-winning food and travel docu-style social 
media-based episodic series that takes viewers on a tour of some of the best barbecue joints 
in Texas, uncovering secret menu items along the way. We concepted, wrote and produced 
two very successful seasons of BBQuest and we’re currently planning for season 3. It’s been 
so well received, Hulu picked it up as a content series. 

The series, the most-watched video content Beef Loving Texans has ever published, has 
generated: 

● 1.2 million video views 
● 226,000 social media engagements 
● 11 million earned media impressions 
● 97% positive social media sentiment 

On Hulu, fans have watched almost 20 years of BBQuest (174.5K hours) and as of June 2020 it 
is one of the fastest-growing food titles by active users on the platform (year-over-year). 

The series received top honors at the 2019 Hermes Awards, naming it a web series Gold 
winner. It was also finalist in the branded journalism category at the 2019 Sabre Awards. 
Season 2 was recently awarded a 2020 Platinum Hermes Award for branded content as 
well as an Award of Excellence from the Communicator Awards. 

You can watch Seasons 1 and 2 here.  
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3. Central Market, 25th Anniversary 

‘Gram-worthy giveaway. 

Central Market opened its first location in 1994 and on its 25th anniversary of being Texas’ 
tastiest landmark, the gourmet grocer was ready to celebrate with fans across the state.   
  
Central Market enlisted us to promote its 25th anniversary celebration and gain attendance 
for in-store activations happening in Austin, Dallas, Houston and San Antonio. The in-store 
activations included chef appearances, book signings, limited-edition product tastings, an 
“instagrammable” photo wall and a gift basket giveaway valued at $2,500. 
 
Influencer Activation 
 
Our team had 3 weeks to promote the celebration. With a limited timeframe and an urgency 
to get customers aware and excited, we turned to a group of influencers to activate their 
audiences and inform them about what was coming to Central Market stores across the 
state. 
 
Our digital team researched conversations happening across the internet surrounding 
Central Market and identified 12 social media influencers who had recently shown the brand 
love. Each influencer promoted the in-store activations across their social channels with a 
focus on Instagram and Instagram Stories, where users could swipe up to enter to win a 
Central Market gift basket valued at $2,500. 
 
Record-breaking Attendance 
 
The campaign was so successful that every store hosting an event sold out of tickets, 
breaking previous attendance records. The influencer posts reached over 85,000 people who 
saw our content over 200,000 times. We also received multiple media mentions for the 
Foodie Fetes, which featured store-wide tasting events with live music, wine and beer 
tastings, cooking school classes and special prizes. 
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Three Examples of Our Video Production Work  

In addition to the recent ONG Good vs. Gourmet cooking series, our team’s comprehensive 
video work spans the gamut from national TV ads to internet videos to long-form content. 

1. University of Oklahoma -  
National Broadcast TV Spot 

The goal of this video was to show off the 
OU campus to a large audience of 
prospective students during the football 
seasons. The spot was shown at least once 
per game. To create a striking visual effect, 
the creative was based around various 
people in different locations on campus 
and was framed so they were all positioned 
in the same place and moving towards the 
camera.  
 
You can watch the video here. 
 
 
2. Tulsa Be Your Own Boom -  
Long Format Video 
 
A coalition of Tulsans (city leaders, creatives, 
chamber members) were brought together 
to brainstorm ideas of how to 
communicate a powerful and positive 
message about their city. Be Your Own 
Boom was the result and plays off the fact 
that Tulsa was an oil boom town. It charges 
the next generation to be their own 
“boom”. The video went viral online with hundreds of thousands of views and is still referred 
to and played as an anthem for Tulsa. 
 
You can watch the video here.  
 
 
3. Star Vapor - 
Corporate Video 
 
Star Vapor had elements within its facility 
which allowed for the unique shots in this 
video. We used short storytelling elements, 
such as the opening sequence, to help 
draw in the viewer and add drama. In order 
to bring any story to life, we start with the 
takeaways and emotions conveyed. Adding 
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a compelling story and beautiful cinematography to any project is our specialty, especially in 
places that may seem stale at first glance. Finding beauty in the product, place, or even 
promotion is a skill we excel at.  
 
You can watch the video here. 

More examples of Retrospec’s video production work can be found here.  

 

Our Experience Working with Utilities, S&P MidCap 
and Fortune 500 Companies 

The company you keep matters. 
 
Utilities and energy companies (almost all of whom have large and diverse customer bases) 
are our speciality, and those our team has worked with include: 
 

● Austin Energy 
● Austin Water 
● City of Ann Arbor Stormwater 
● City of Cedar Park Water 
● CPS Energy 
● East Texas Electric Cooperative 
● Electric Reliability Council of Texas 
● Guadalupe Valley Electric Co-op 
● Lubbock Power and Light 
● Magellan Midstream 
● National Propane Gas Association 
● Oklahoma Natural Gas, Texas Gas Service and Kansas Gas Service 
● Oncor Electric Delivery 
● ONEOK  
● Pedernales Electric Co-op 
● Propane, Education and Research Council 
● Smart Electric Power Alliance 
● South-Central Partnership for Energy Efficiency as a Resource 
● Tesoro 
● Texas Co-op Power 
● Texas Solar for Business 
● Wood County Electric Cooperative 

 
The larger (S&P MidCap or Fortune 500 level) companies our team has worked with include: 
 

● Whole Foods 
● Uber 
● Starbucks 
● Samsung 
● National Geographic 
● State Farm 
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● Whataburger 
● Hilti  
● McCormick 
● Fruit of the Loom 
● Yokogawa 
● SACHEM 

 
More on our team’s case studies and clients can be found here and here. 
 

 
Our Team Members Assigned to the Account  

We have a large, diverse and talented team assembled and ready to serve you, along with 
additional team members ready to step in and help as needed. 

Client Service Team 

 

Ryan Orendorf 
Vice President, Client Services, 16 years of experience, 14 years with company 

Ryan leads Hahn Public’s energy practice and has worked on some of its 
most significant clients including the ONE Gas companies (Oklahoma Natural 
Gas, Texas Gas Service and Kansas Gas Service), the Propane Education and 
Research Council (PERC), the Electric Reliability Council of Texas (ERCOT), and
the South-Central Partnership for Energy Efficiency as a Resource (SPEER). 
He currently oversees energy efficiency education efforts for the ONE Gas 
companies in Oklahoma and Texas. 

Ryan has written on energy topics including rate cases and spoken at energy 
conferences hosted by the Southern Gas Association and the American 
Public Power Association, among others.  

 

Shelly Gupta 
Vice President, Client Services, 12 years of experience, 12 years with company 

Shelly leads the agency’s energy initiatives, and has worked with clients like 
Lubbock Power & Light, Austin Energy and the ONE Gas companies’ 
(Oklahoma Natural Gas and Texas Gas Service) energy efficiency programs. 
Shelly is currently working with Lubbock Power & Light on a public education 
and awareness campaign for a multi-phase, multi-year rollout of advanced 
metering infrastructure to its more than 105,000 customers, including the 
launch of an energy-tracking customer portal. 

Shelly specializes in brand storytelling and attitude change. She consults with 
clients on topics ranging from communicating complicated rate increases 
and long-term infrastructure projects, to promoting energy efficiency rebates 
and sharing customer success stories. She is also skilled in crisis response 
planning and execution. 
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Samantha Harris 
Senior Account Executive, Client Services, 7 years of experience, 2 years with 
company 

Samantha Person has deep experience developing and executing successful 
communications and marketing plans. As a senior account manager, she 
serves as the day-to-day contact for many of her clients. 

Throughout her career, Samantha has served as a trusted advisor to public 
infrastructure organizations, higher education institutions, and B2B 
technology companies across various industries including IT security, 
business intelligence, and marketing tech. She is skilled in developing 
integrated marketing campaigns across paid, earned, owned and social 
media channels. 

 

Kami Lee 
Account Executive, Client Services, 6 years of experience, 5 years with 
company 

Kami has solid media relations experience and leads media monitoring and 
measurement efforts with a keen eye for uncovering insights beyond just 
reporting numbers. Her persuasive writing backed with research has landed 
op-eds for her clients in publications including Austin American-Statesman 
and Galveston County Daily News. She also concepts and develops owned 
content for several clients’ digital newsrooms and social platforms. She 
manages and supports a variety of clients, including Oklahoma Natural Gas, 
Capital Metro, the Moody Foundation, Lubbock Power & Light, Propane 
Education & Research Council, Texas County & District Retirement System 
and Whataburger. 

 

Maria Alvarez 
Account Coordinator, Client Services, 3 years of experience, 1 year with 
company 

Maria is an experienced account coordinator with a demonstrated history in 
working with clients who focus on serving the public. She is skilled in 
developing social media content, pulling media reports, and writing content 
for client’s newsletters and blogs. Prior to joining Hahn, Maria worked at the 
Spring Branch Independent School District developing and implementing 
communication strategies to reach diverse audiences locally and statewide. 

 

Amy Holcomb 
Senior Project Manager, 11 years of experience, 6 years with company 

As an experienced project manager, Amy specializes in organization of 
project deliverables, coordination of the project team, and management of 
budgets, timelines and project scopes. Her primary project activities include 
meeting facilitation, documentation, resource and development 
management, product delivery and testing, and execution of project goals. 
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Digital, Strategy and Creative Team 

 

Tim Weinheimer 
President of Digital, 28 years experience, 4 years with company 

Tim works with clients to develop communications strategies to stay ahead 
by leveraging the latest in digital-mobile marketing, artificial intelligence (AI), 
and analytics. He led brand and digital marketing strategy development for 
energy brands including Andeavor Logistics (now MPLX LP), Oncor, the Smart
Electric Power Alliance (SEPA) and TXU Energy.  

Tim currently oversees the integrated digital strategy for the Propane 
Education and Research Council (PERC) account which includes developing 
strategies to improve content search visibility, website performance metrics 
and overall website user personalization on propane.com. 

Outside of energy, Tim's integrated and mobile marketing experience covers 
a broad range of Fortune 500 companies and association, government and 
nonprofit clientele. He's led the development of digital departments and 
teams while working for some of the world's leading agencies including 
Ketchum, The Richards Group and Ogilvy & Mather. He is a member of the 
Mobile Marketing Association and Google’s Public Sector Advisory Council. 
He’s the author of The Robot Apocalypse: How Brands Can Survive and 
Thrive in the Age of AI. 

 

Jeff Hahn 
Principal, 30 years of experience, 14 years with company 

Jeff Hahn is the owner and principal of Hahn Public. Jeff focuses on brand 
crafting, message development and crisis communications for the agency’s 
clients. He has practiced public relations for nearly three decades. 

Prior to joining the agency, Jeff was communications director at Freescale 
Semiconductor and public affairs director at Motorola Semiconductor. For 
those companies, as well as with Motorola’s corporate office in Schaumburg, 
Illinois, and Lockheed Space Operations in Titusville, Florida, he served in roles 
including government relations, media relations, crisis communication, 
analyst relations, business operations, employee communication, financial 
communication and executive communication. 
 

Jeff recently published Breaking Bad News, a definitive crisis 
communication guide for brands. You can learn more about it 
here. 
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Chelsea Davis 
Director, Digital Strategy, 10 years of experience, 1 year with company 

Chelsea is passionate about working for brands who serve others. She has 
worked on purpose-based consumer brands such as Southwest Airlines and 
USAA, as well as public service brands like Entergy and the U.S. Air Force. She 
developed the social strategy for Entergy’s Advanced Metering Infrastructure 
(AMI) launch program. 

Chelsea brings clients data-driven, innovative solutions. She has a decade of 
experience in leading and executing award-winning digital campaigns. Her 
work has been recognized as Best in Show Digital by the Addys, a Finalist in 
the Shorty Social Media Awards, as well as Gold and Bronze Cannes Lions. 

 

Darya Procopovich 
Research/Brand Strategist, 4 years of experience, 1 year with company 

Darya is a researcher and brand strategist with a passion for solving problems 
through asking questions. With a holistic approach to her work that she 
learned while working as a project manager in architecture firms, she 
discovers fresh ways to introduce brands into people’s lives. Being a 
Belarusian transplant to the United States allows her to notice new aspects in 
ordinary things. Darya treats every project as a new opportunity to learn more 
about human behavior. 

 

Maggie Saenz 
Digital Strategist, 5 years of experience, 2 years with company 

Maggie has built social media strategies and executed paid campaigns for 
some of Hahn’s biggest clients including the ONE Gas companies (Oklahoma 
Natural Gas and Texas Gas Service), the Propane Education and Research 
Council (PERC) and the Texas Beef Council. She began her career at GSD&M, 
working with a variety of brands such as The United States Air Force, The 
American Petroleum Institute, Popeyes Louisiana Kitchen, and Hilton All 
Suites. 

Maggie leverages her consumer expertise and advanced marketing skill set 
to create premier digital and social strategies. She specializes in social media 
marketing, content creation, performance analytics, and competitive 
research and analysis. She blends her passion for creative advertising with 
hard analytics to deliver unique, data-driven solutions to push clients ahead 
of the competition and to the forefront of the digital landscape. 

 

Greg Barton 
Vice President, Creative Services, 30 years of experience, 25 years with 
company 

If Greg were asked to brand himself, he’d wrap up his talents as creative 
director, art director, designer and strategist as simply, “idea guy.” 

His diverse industry experience includes energy providers, toll road builders, 
food service, health care, city and place branding, higher education and high 
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tech. Some of the companies that have prospered from his ideas are The 
Texas State University System, Texas Gas Service, Oklahoma Natural Gas, 
Quality Seafood, Central Texas Mobility Authority, Bullock Texas History 
Museum, Wi-Fi Alliance, JSR Micro, JSR Life Sciences and St. David’s 
Foundation, just to name a few.  

 

 

Charlie Chauvin 
Creative Director, 17 years of experience, 9 years with company 

Charlie is our all around design leader and evangelist who is in charge of 
creating elegant visual design solutions and interfaces that are easy to use. 
He is an established illustrator and graphic designer with extensive 
experience in print and on the web creating digital user experiences. He loves 
working with brands to figure out their message to help them convey 
compelling stories. 

 

Kat Brown 
Assoc. Creative Director/Copywriter, 9 years of experience, 1 year with 
company 

Kat is the associate creative director and lead copywriter for the agency. She 
has diverse experience developing campaigns across many categories and 
channels, including energy, technology, university systems, beer and spirits, 
CPG and public brands.  

She previously worked for Ampersand Agency in Austin, where she helped 
grow brand affinity for Celis Brewery, Shotgun Spiked Seltzer, and Laredo 
Taco Company. Kat hails from Texas, but also spent time at Leo Burnett in 
Chicago, where she brought to life marketing campaigns for MillerCoors. 

 

Russ Rhea 
Vice President, Media Services, 30 years of experience, 20 years with company 

Russ is one of Texas’ most effective media relations practitioners. His 20 years 
of experience in covering multiple sides of public issues as a reporter has 
equipped him to gather opinions of community leaders and stakeholder 
groups and identify potential issues. Russ’ expertise in media relations has 
connected Hahn Public clients with publications such as BusinessWeek and 
The New York Times, as well as broadcast networks including CNN and NBC. 

Russ helps clients get the most out of their media interviews by leading Hahn 
Public’s well-recognized spokesperson message training workshops. Russ 
travels throughout the country and conducts more than 100 media training 
workshops per year for clients such as Whole Foods Market, Tesoro, ONEOK, 
Whataburger and Baylor Scott & White Healthcare.  
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How We Prefer to Work with a Client 

Simply put, we want our relationships with our clients to be partnerships that are based on 
shared values, trust and mutual respect. 

We’ve always embraced collaboration and strived to work hand-in-hand with our clients. At 
the end of the day, our goal is to provide the best ideas and best service to our clients and we 
welcome the chance to work with anyone or any team to meet that goal. 

We use a client operating system to run all of our engagements. It includes a dashboard to 
track key performance indicators, regular project meetings, comprehensive reporting and 
expanded project insights on a quarterly basis. It provides a regular cadence of meetings and 
reporting that keeps us in sync throughout any engagement. It puts our teams in constant 
communication with our clients and helps us stay on time and on budget throughout our 
projects. 
 

 
   
On another note, we have successfully pivoted to remote work since the COVID-19 pandemic 
began. We have been able to seamlessly communicate with each other and with our clients 
locally, regionally and around the county. We use a number of cloud-based project 
management tools to do this and have experience using Asana, Jira, Slack and others to keep 
people connected and projects on track.  

Suggested Project Team and Approval Process 

While we have primarily worked directly with and through the ONG and TGS Energy 
Efficiency Program Managers, we recommend expanding the core team to include experts 
and representatives from other departments across the company. We believe this 
cross-functional project team approach will allow for the inclusion of more ideas and 
perspectives and ensure the work of the energy efficiency programs aligns with larger 
organizational goals and objectives. 

The cross-functional project team could include employees with expertise in: 
 

● Energy efficiency program management 
● Builder and developer outreach  
● Commercial outreach 
● Communications 
● Customer experience 
● Digital 
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We propose hosting regular meetings with this cross-functional project team and 
empowering the group to make decisions about the energy efficiency program education 
campaign and outreach. The cross-functional project team would work with us to set goals 
and strategy, review campaign performance and provide direction and feedback. 
 
Below is our suggested 5-step approval process, primarily used for setting goals and strategy, 
as well as larger projects that involve creative design. Smaller projects or those with shorter 
deadlines may require an abbreviated version of this process. We hope this will ensure buy-in 
and input from the cross-functional project team in a streamlined and timely manner. We 
are flexible and, of course, happy to consider alternative approval processes as well. 
 
5-Step Approval Process 
 
1. Hahn Public defines the project goals/strategy/KPIs and submits them in a creative brief. 
2. ONE Gas project team reviews, edits and approves the brief. 
3. Following the approved brief, Hahn Public designs and submits draft creative for review. 
4. ONE Gas project team reviews, edits and approves the draft creative. 
5. Hahn Public edits as needed to finalize and publish the creative. 
 
We understand the need for flexibility given busy schedules, but typically ask for clients to 
review and submit any feedback or approval within 3 to 5 business days of receiving 
documents or creative. If more time than that is required or more approvals from other levels 
of the company are necessary, we would simply request to know in advance so we can build 
it into our timelines. In our experience, using a single project management tool the entire 
team can access creates the smoothest and most efficient approval process. See below for 
more on our primary project management tool, Asana. 

Our Platform for Edits and Approvals 

We manage client projects using the web-based Asana system. The 
company’s stated purpose is to bring “ease, focus and flow to work” 
and we’ve seen that in action. Asana 
allows us to track next steps, 
milestones, timelines and budgets in 
one place so our internal team and 
clients have a real-time view of 
where things stand.  

We have seen Asana work 
particularly well when we can add 
clients to the system for project 
reviews, status updates, next steps, 
notes and approvals. By keeping 
everything in one location, it helps 
eliminate confusion. 

We understand ONE Gas uses 
inMotion for reviews and approvals 
and are open to continuing to use 
that system. As mentioned earlier, 
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we welcome and actually recommend our team have some level of access and ability to 
participate in the system, allowing for the most collaborative, clear and efficient file sharing, 
feedback and approval process possible.  

Our Analytics Dashboard 

The goal of analytics is to make it easier to answer the questions that drive business decisions 
like “which advertising channel is most effective?” An analytics dashboard is a useful tool to 
visualize key success metrics in order to convey clear performance insights. Real-time data is 
pulled in through API integrations for transparency and efficiency. We custom-build each 
dashboard to meet the needs of the clients and stakeholders that it will serve.  

Hahn Public builds most client ad performance dashboards using TapClicks, a platform we 
selected for it’s versatility after a competitive review process. TapClicks dashboards are 
completely customizable, with API integrations for all of ONE Gas’ web, social and ad vendors. 
For ONE Gas, we would build a dashboard that integrates ONG 
and TGS advertising data with website and rebate performance, 
in order to show a holistic picture of how our audience is 
engaging with the brand. Below is visual from a TapClicks 
dashboard loaded with example data: 
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Our Preferred Access to Analytics 

With certified Google Analytics and Hubspot experts as well as data analysts on our team, we 
always seek to gain full access to a client’s analytics so that we can provide counsel on proper 
admin set-up, goal setting, segmentation, and other key audience and behavior insights and 
reporting. With ONE Gas, we would prefer full Google Analytics access to build and monitor a 
dashboard similar to the TapClicks example shown above. 
 
As mentioned above, our vision going forward is to not stop at the campaign marketing 
metrics, but to also fully integrate all of the current rebate performance numbers from your 
internal systems or databases so that advertising, website and rebate performance can be 
tracked side-by-side. This can be accomplished through any number of data integration API 
tools so that we can see a full picture of marketing triggers combined with redemption 
behaviors and usages. 

 

Our References 

Matt Rose, Public Affairs and Government Relations Manager 
Lubbock Power and Light 
mrose@mail.ci.lubbock.tx.us 
Office: (806) 775-3581 
Cell: (806) 577-7119 
 
Tina Wilson, Senior Vice President Communications (former) 
Propane Education and Research Council 
tina@prstreet.com 
Cell: (984) 233-1276 
 
Rachel Parsons Chou, Director, Consumer Marketing 
Texas Beef Council 
rachel@txbeef.org 
Office: (512) 335-2333 x300 
Cell: (512) 221-7199 
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Our Pricing Structure 

Our overall approach to campaigns like these is to move as 
much of your budget into the marketplace (through paid 
media and promotion efforts) as possible. We’ve designed a 
very efficient campaign structure to achieve that objective.  
 
90% of your budget will be invested in the research, media 
planning, placement and optimization, creative and content 
development and paid media for your campaign. 
 
The budget numbers below are initial recommended totals 
that include both the ONG and TGS Energy Efficiency 
Program education budgets. We are flexible in how the 
budget is broken down and would finalize these numbers 
after a kickoff meeting with your team to agree on key 
performance indicators and strategy. Nonetheless, we 
believe this mix will maximize progress toward your goals: 
number of rebates issued, total energy savings and 
customer education on the benefits of natural gas.  

 
We recommend using the real-time data from our dashboard to track progress toward your 
goals and regularly review the budget to make sure funds are being spent most effectively. 
As we’ve done in the past with ONG and TGS, any savings we achieve will be reinvested in 
paid media or promotion efforts to best support the success of the energy efficiency 
programs. 
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Discounted Rates 
 
We propose a flat rate of $175 per hour for all employees and subcontractors who work on 
this project. This is a discount from our standard flat rate and a lower average rate than what 
is outlined in our latest contract. We are happy to do this because we deeply appreciate our 
partnership with ONE Gas and your business. 
 
Discounted Media Markup 
 
As opposed to the industry standard 17.65% markup most advertising agencies apply to any 
paid media purchases, we propose offering ONE Gas a discounted 5% markup. This is also a 
discount from our standard media markup and a lower markup than the 10% we use under 
our latest contract with ONE Gas.  This small 5% markup is needed to defray the cost of any 
taxes and financing related to paid media we place, process and pay for before being 
reimbursed. 
 
Value Added Services Offer 
 
We would like to offer the value added services below as a part of our bid. We bring extra 
value to our client engagements through workshops and special services. We invite ONE Gas 
to take advantage of these throughout the course of our engagement at no extra charge: 
  

● Hahn Public’s podcast and video studio 
● Retrospec’s 11,000 sq. ft. video studio 
● Zig Zag Creativity and Brainstorming Workshop – ½ Day 
● Cassandra Calculator™ Crisis Communications Diagnostic – ½ Day 
● Predictive Media Network™ Spokesperson Training – ½ Day 
● Instant Outrage Playbook™ Social Media Workshop – ½ Day 
● Digital Newsroom Design and Activation Workshop – Full Day 

 
Terms and Conditions 
 
We wish to reserve the right to negotiate existing or new terms and conditions (such as 
insurance requirements) on the ONE Gas Master Agreement for Professional Services, but we 
currently meet the existing requirements for a professional services firm. 
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