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History of HM
Hess Marketing (HM) is a full service marketing and branding agency.  Our experience ranges 
from statewide advertising campaigns to brand development for non-profit organizations, 
corporations and special events.  For more than 16 years, HM’s success has been based on the 
success of our clients.  When branding a place, product or organization, HM seeks to achieve 
not only a cohesive, binding message, but also a message that can resonate and be re-
communicated by a company’s most important medium - it’s audience.

HM’s branding experiences include, but are not limited to, michelle y williams gallery, Project 
3090 Music Festival, CommTech Industries, Hertzak Laser Center and the NO/AIDS Task 
Force.

HM views Downtown New Orleans (DNO) as a complex corporation rather than just a 
location.  The DDD is one of many components that make the downtown area work and 
operate in a cohesive and synergistic manner.  DNO and the DDD are in need of an 
overarching message that will deliver promises and opportunity, and will also create 
cohesiveness between all the various aspects of DNO and DDD.

Like any corporation, cities are comprised of multiple, interconnected components that are all 
fashioned to work as one functioning entity.  In addition, corporations offer multiple products 
and services to satisfy their customers, while cities offer similar tangible objects (housing, 
entertainment, business).  Like branding any major corporation that offers various products 
and services, a city requires this same approach.  A brand strategy gives a city a distinct vision 
and sight for the impact it will have, and like a corporation, if a city does not have a singular 
vision it cannot communicate the impact it’s various components will create.

HM sees place branding as not just branding a specific location, but rather bringing multiple 
elements together under a singular, overarching message.  HM has conducted this process for 
special events, corporations, non-profit organizations and more.
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Brand Message & 
Image

HM Branding Philosophy
HM approaches branding by finding a message that is more than just a tag line, slogan 
or list of values for a company.  HM takes on the challenge of finding a message and/or 
theme that brings together not just a corporation, but also its audiences, with an 
overarching idea and concept.  We feel strongly that a brand should not just be 
something broadcasted throughout a corporation, but rather should connect people 
and business together through a core belief.  In addition, the brand message does not 
stop once it is presented, rather it should be taken by your audience and grown 
externally.

We believe a company’s best advertising medium is its employees, clients and 
customers.  These are your brand ambassadors.  These are the individuals that grow 
your brand.  That is why it is extremely important to develop a message that connects 
with and is accepted by these individuals.

The biggest challenge any company faces is finding an overarching message that 
encompasses everything the organization does and satisfies everyone.  We try to 
determine the connecting points between a company and its audiences.  Through 
discovering these connection points, we then determine what holds the most meaning 
and we build from there.

We believe you cannot just develop a tag line and hope for success.  We feel strongly 
about developing a brand promise that a company can deliver to allow for a 
memorable experience.  For in the end, it is all about the experience your audience 
has.  This is why it so important to develop a brand message that is accurate and 
correlates directly with the experience you are offering. 

HM Design Approach
HM believes the second most important aspect to a brand is the graphic 
representation of the message.  A brand message can be portrayed visually by 
incorporating the various brand themes.

When someone can connect with a brand’s message and image, that connection has 
the opportunity to make more of an impact.  Our philosophy is to graphically 
represent the brands promise, mission and values.  A brand is only half complete when 
the graphic element does not sync with the brand message.

your employees your clients/customers

Brand Ambassadors

your audience

your corporation

Brand Message & 
Image

How we 
see it
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Project Phases/Timeline

HM has broken down the project into five stages.  
Throughout the contract period, HM will be 
developing the complete marketing strategy, for 
much of the content will be being developed 
during this period.  This will allow HM to work 
with the DDD to ensure all messages, strategies 
and tactics are realistic and obtainable, given the 
DDD’s budget, size and goals.

HM will also conduct primary market research in 
addition to the market research provided by the 
DDD.  HM wants to ensure complete target 
audience profiles and analysis before moving into 
brand message and strategy.

Before a logo and brand image can be developed, 
HM feels it is important to have all the core 
messaging components in place.  The visual 
elements will build from this.
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Project Phases/Timeline

Before developing the Web site, HM will develop 
the brand message and image.  The Web site 
functionality and design will build off of these 
elements.

The completed marketing strategy will be 
delivered in the form of a presentation.  HM will 
supply hard copies of the presentation for DDD’s 
internal use.
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Case Studies
CommTech Industries
CommTech Industries is the leading IT company in the Gulf South.  Following Hurricanes Katrina and Rita, CommTech Industries underwent internal 
restructuring with the services and products they offered.  Traditionally, CommTech Industries offered clients ongoing IT planning, maintenance and 
monitoring, including everything from workstation support to antivirus protection.  Recently, CommTech Industries restructured their offerings to include 
new age business solutions such as business phone systems, video conferencing, off-site backup and much more.

With these new offerings, CommTech Industries felt they needed to update their brand platform in order to communicate their new structure.  Previously, 
CommTech Industries’ brand position was, “the most trusted and experienced IT company in the Gulf South.”

HM faced the challenge of taking multiple services and solutions and tying them in with an overarching brand message and theme.  In addition, CommTech 
Industries wanted a brand promise that was more compelling than what they previously had.

Brand Objective:  
Create an overarching, compelling brand message and theme that would serve as an umbrella to include the various services and solutions CommTech 
Industries offers.

Brand Message: 
External Theme:  Your Business Re•Defined
Internal Theme:  Helping your business work smarter, faster and better - overall saving you time and money.

Brand Rationalization:  
Through research and analyzing CommTech Industries’ current and prospective customers, we 
learned that added value is the biggest issue when electing to work with an IT company.  
Simply, CommTech Industries needs to save a company money in order to be justifiable as a 
business expense.  We decided to focus on the business impact CommTech Industries can 
create.  Your Business Re•Defined is a compelling message to show customers the value they 
can add to their business when they utilize CommTech Industries’ services.  

CommTech Industries is able to fulfill their brand promise by focusing on their mission of 
helping companies work smarter, faster and better through IT.  To tie the entire concept 
together, CommTech Industries’ employee’s values revolve around the idea that if they cannot 
save you time and money then you do not need them. 

This brand message of Your Business Re•Defined was not only expressed in all external 
communication with clients and prospects, but was also visually represented through the use of 
phonetics in the tag line.  In addition, HM played off the re•defined concept to portray how any 
service or solution CommTech Industries offers will re•define your business in order to help 
you work smarter, faster and better.  

CommTech
Comm•Tech |kom•tek|
verb [corp.]
Since 1991, CommTech has been the regional leaders in re•Defining they way 
companies do business through implementing IT services and solutions. 
CommTech helps businesses work smarter, faster and better to save you time 
and money.  Simply put, if we can’t help you work more efficiently, then you don’t 
need us.

Our success is built on the success of our clients, that is why we are proud to be 
the most trusted and experienced name in IT in the Gulf South.

About CommTech
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Direct Mail Print Ad
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Condensed 2.7
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Case Studies
Project 3090
On September 9, 2009, New Orleans will be introduced to another extraordinary music festival.  Project 3090 is an all green music festival 
experience.  In partnering with Idea Village, Don Kelly has set out to create a one-of-a-kind music experience in New Orleans.

Project 3090 needed a complete brand message and image package.  The one structured component that was to be incorporated into the 
branding was the green aspect of the festival. John Evans of HM and Reid Stone of Hero Farm partnered to create a distinct vision and truly 
unique marketing position for this festival. 

Brand Objective:  
Create a unique green music festival that offers an experience like no other, locally or regionally, by providing a green experience.

Brand Message:  
External Theme:  The intersection of sound and stability
Internal Theme:  Where green technology, music, art and life converge
Brand Value:  Creating a green experience to stimulate lifelong advocacy and social change

Brand Rationalization:  
The primary creative positioning point for the festival was location.  The name 3090 refers to the geographic coordinates for New Orleans.  All 
aspects of the campaign resolved around this location as being the point where green life, music, art and technology come together.

New Orleans has a strong music festival record, and project 3090 
needed additional aspects, in addition to  being a green festival, to 
separate itself from local festivals such as JazzFest and Voodoo Fest.  
Through intense research, we determined to focus on this festival 
being a green experience, rather than just a music festival.  Through 
highlighting green technology, art and life, in addition to music, 
Project 3090 was able to position itself as a life experience greater 
than just a music festival.

Our brand promise, value and mission were all centered around the 
concept of a green lifelong experience.  We wanted to ensure these 
elements not only connected with our audience, but would also be 
able to be re-communicated.  We saw our audience as brand 
ambassadors, meaning they would be the ones to create meaning 
from the brand platform we created and give it longevity.  This was a 
key component to the success of the campaign.
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Project Work Staff
President/Creative Director – Eric Hess
Title:  President/CEO Hess Marketing
Years of Experience:  24+ 
Past Experience:
Vice President of Sackett Advertising
Senior Account Manager of Sackett Advertising
Reporter/Assignment Editor –WVUE Television
Education:  Loyola University, B.A. Broadcast Journalism 
(Secondary in Marketing)
Past Project:  Federal Emergency Management Agency – 
Department of Homeland Security
Work Dates:  Dec. 2005 - present
Responsibilities: Managed the regional and statewide 
multi-media campaign to reach out to those affected by 
Hurricane Katrina and now Hurricane Gustav.
Past Project:  NO/AIDS Task Force 25th Anniversary 
Outreach Campaign
Responsibilities:  Conducted a multi-parish, multimedia 
campaign that celebrated the 25th anniversary of the 
organization and at the same time made individuals aware of 
all the services the organization offers.

Industry Recommendation
“Eric Hess’ advertising campaigns were creative and 
effective.  He did an outstanding job for the New Orleans 
Opera Association and earned my confidence.” - John C. 
Lovell, former president of the New Orleans Opera Association

Customer Reference:
Ann Bliss Morris
Department of Homeland Security, Contracting Officer
225-389-5732
ann.morris@dhs.gov

Past Projects:
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Project Work Staff
Brand Strategist – John Evans
Title:  Brand Strategist, Hess Marketing
Years of Experience:  3
Past Experience:  1460 The Fan, Production, Columbus 
OH
Dates:  December 2005 – April 2006
Education:  The Ohio State University, B.A. in Strategic 
Communications
Past Project:  Project 3090 – A new green alternative 
music festival to feature green life, art and technology in 
New Orleans in September 2009.
Responsibilities:  Developed brand strategy, message, 
position and image for the entire festival.  Developed 
multimedia strategy to recruit volunteers and interns.  
Developed grassroots advertising strategy.
Work Dates:  December 2008 – January 2009
Past Project:  Hertzak Laser Center – A cosmetic 
aesthetics practice in Slidell, Louisiana
Responsibilities:  Developed brand message, position 
and image.  In addition, developed complete multimedia 
advertising plan.  Coordinated production for print, outdoor, 
Web design and video production.
Work Dates:  January 2009 – present

Industry Reference Quote
“John is an excellent marketing account manager, always 
bringing a great level of organization, efficiency, innovation, 
and effectiveness to clients' campaigns. He is proficient in 
numerous arenas, including emerging media strategies. Fully 
immersed in all aspects of marketing, he is constantly keeping 
up with and in the know regarding changes in the industry. 
John brings a multitude of talents to the table for each 
client, providing a strong foundation for all marketing efforts 
he directs.” – Gia Sausse, Bulls Eye Media, President 
(November 2008)

Customer Reference:  
Don Kelly
Project 3090 Founder
don@donkellyproductions.com
504-616-3948


Past Projects:
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Project Work Staff
Media Relations Director – Margie Hall
Title:  Media Relations Director, Hess Marketing
Years of Experience:  5
Past Experience:  Discovery Communications 
Dates:  May 2004- October 2006
Past Experience: KaBOOM!
Dates: October 2006- August 2007
Past Experience: KVB Public Relations
Dates:  August 2007- September 2008
Education:  Texas Christian University, B.A. in Public 
Relations/ Advertising
Past Project:  Fannie Mae/ KaBOOM! Playground Build— 
400 volunteers built five playgrounds across the city of New 
Orleans in one day with the help of Fannie Mae
Responsibilities: Managed communications, media 
relations and community outreach leading up to and during 
the one-day event. Secured Fox News and ABC.com national 
hits for project.
Work Dates:  September 2006 – February 2007
Past Project:  Passport to Europe with Samantha Brown
—Popular Travel Channel television series
Responsibilities: Managed all publicity and talent 
relations for Passport to Europe with Samantha Brown. 
Secured media hits in: CNN American Morning, Money 
Magazine, TV Guide, Entertainment Weekly and LA Times
Work Dates: May 2004 – October 2006
 

Customer Reference:
Randy McClain
Business Editor, Tennessean
615-259-8882
ramcclain@tennessean.com

Past Projects
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Project Work Staff
Graphics Director – David Philastre
Title:  Graphics Director
Years of Experience:  7  
Past Experience:  J.Kind Designs
Dates:  November 2003 – January 2008
Education:  Remington College - Associates Degree in 
Graphic Design
Past Project:  CommTech Industries Web site Redesign
Responsibilities:  Fully redesigned from start to finish a 
70 plus page html Web site.  Responsible for all layouts, 
graphics, text and navigation. 
Past Project:  Shell Pipeline Quarterly Newsletter
Responsibilities:  Develop full layout, typesetting and 
graphic design for a 16-page full color quarterly newsletter.  
The client has been so happy with the newsletter that during 
a recent wave of budget cuts, they elected to keep the 
newsletter.
Programs:  Adobe Creative Suite 4 InDesign, Photoshop, 
Illustrator, Dreamweaver, Fireworks, Quark

Customer Reference:
Bruce White
Coconut Beach Volleyball Complex
white323@cox.net
504-669-3490

Past Projects
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Project Work Staff
Senior Account Manager – Traci Donellan Howerton
Title: Senior Account Manager/Former Public Relations 
Director, Hess Marketing, May 2007-present
Years of Experience: 8
Previous Experience: Creative Director, Creative Marketing 
Sales, May 2001-May 2007
Education: Nicholls State University, 2001, B.A. in Mass 
Communication with a concentration in Public Relations and 
Broadcast Journalism. University of New Orleans, 2007, M.A. in 
History.
Associations: Board Member, University of New Orleans 
International Alumni Association, 2008-present; Lead Volunteer, 
Animal Rescue New Orleans
 
Traci Donellan Howerton was previously the Public Relations 
Director at Hess Marketing. In this capacity, she specialized in 
media relations, event planning and fundraising.  Ms. Howerton 
focused on securing media coverage for clients, writing press 
releases, developing story pitch ideas and copywriting for 
newsletters, brochures, Web sites and support materials.  As 
Senior Account Manager, Ms. Howerton executes all management 
programs and coordinates the daily operations for accounts.  She 
is also the copywriter for all print and Web projects.  In addition, 
she assists with the development of business presentations. 
Accounts Ms. Howerton has worked on include: FEMA, NO/AIDS 
Task Force, LA REALTORS Association, Fowler Rodriguez Valdes-
Fauli, Shell Pipeline, Nathan Laser Institute, michelle y williams 
gallery, Hertzak Laser Center, NOLAGREEN Landscaping. 
 

Past Project: Louisiana REALTOR Association State-wide Media 
Tour - The objective of the media tour was to promote consumer 
awareness of the association’s new Web site - 
RealEstateLouisiana.com. In order to achieve this goal, a statewide 
press release was sent out via a national distribution service 
announcing the launching of the site. Television appearances, radio 
interviews and print interviews were secured in seven major cities 
in Louisiana: New Orleans, Baton Rouge, Lake Charles, 
Shreveport, Monroe, Lafayette and Alexandria.  Ms. Howerton 
scheduled and coordinated all media appearances.  A clipping 
service tracked all print and television coverage.  The media tour 
was very successful in terms of exposure for the new consumer 
Web site. 
 
Customer Reference
“Supercharged marketing copy and flawless writing. Traci is 
talented in these areas; all it took was one conversation to get 
our project underway. She is professional and thorough-and a 
pleasure to work with. I'll enjoy working on more projects with 
Traci in the future.” - Mark Arenales, president, NOLAGREEN 
Landscaping

Mark Arenales
NOLAGREEN Landscaping, President
504-701-4004
mark@nolagreenlanscaping.com
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Project Work Staff
Media Buyer/Planner– Gia Sausse
Title:  President/Media Buying Manager, Bulls Eye Media
Years of Experience:  12+
Dates:  February 1997 - Present
Past Experience:

•Senior Media Planner at Morgan Joanen
•Client Services Supervisor at LCI - McCann Erickson
•Media Director at Logan Marketing
•Vice President/Media Director at Sackett Executive 

Consultants
Education:  Louisiana State University, B.A. Journalism (Major: 
Advertising, Minor: History)
Past Project:  Tobacco Free Living - Louisiana Department of 
Health and Hospitals
Work Dates:  2004-2005
Responsibilities: Managed the statewide multi-media planning 
and placement for the campaign; negotiated high level of bonus 
match ratios from media outlets
Past Project:  Job1 - City of New Orleans Workforce 
Partnership
Responsibilities:  Converted what had previously been a paid 
classified ads campaign budget to a television campaign. The TV 
campaign provided exponentially higher results, and led to the 
creation of re-branding the City of New Orleans Workforce 
Partnership, which become well-known in it's efforts as "Job1".

Industry Recommendation
“Gia Sausse is both experienced and knowledgeable as a media 
advisor. In my case she was particularly valuable in acquainting me 
with the media outlets and dynamics of a new market, and helping 
to identify the best channels for promoting a new brand. She's 
also very creative, familiar with new and emerging media, and 
sensitive to the budget parameters of her clients, working to get 
the most impact from available media dollars. I hope to have the 
opportunity to work with Gia on more campaigns in the 
future.” April 8, 2009 - Carl J. Schindler, General Manager, 
NewOrleans.com -- hired Gia as a Media Planner in 2008

Customer Reference:
Gia serves as the Media Planner/Buyer for NBA Events and Attractions
Contact:  Erin Alexander
Manager of Events and Attractions
National Basketball Association
EAlexander@NBA.com

Past Projects

Note:  Bulls Eye Media is 
a subcontracted company.  
Bulls Eye Media is not a 
certified DBE Corporation
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Additional Documents
Exhibit A, Exhibit B, Balance Sheet, Lines of Credit, 

Liabilities, Exhibit C
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