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TECHNICAL PROPOSAL: INFORMATION FOR EVALUATION 

E.1 Qualifications And Experience 

Mangan Holcomb Partners was founded in 1972 and Team SI in 2010 in Little Rock and, today, as 

MHP/Team SI, is one of the oldest, largest and most respected marketing communications firms in 

the region. With 145+ employees, offices in Little Rock and Northwest Arkansas, and teammates 

working remotely from 12 states, we are owned by David Rainwater, Sharon Tallach Vogelpohl, C.C. 

“Chip” Culpepper and Tim Whitley. 

 

 

 

 

 

MHP/Team SI is a full‐service marketing communications company specializing in strategic planning, 

advertising, public relations, media planning and buying, web development, and digital and online 

services. We represent local, national and international brands in the areas of agriculture, education 

and higher education, healthcare, government, telecommunications, tourism, transportation and 

others.  

Among numerous certifications (listed below), we are also a Progress Sitefinity Accelerate Gold 

Partner for our effective use of that website development platform, on which DAH’s new site is built; 

many of our web developers are individually Sitefinity-certified.  

At its very core, MHP/Team SI is a data- and research-centric and results-focused agency. The 

strategies and tactics we work with clients to implement must be grounded in knowledge that we 

gain from you, from your data, from your research and from our own; then carefully designed and 

implemented with attention to creativity and detail; and then constantly evaluated for 

course-correction and/or success determinations.  
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With more than 48 years of experience in the more traditionally defined “advertising business” (MHP) 

and 11 years (Team SI) experience in the ever-evolving field of online and digital marketing 

communications, and a staff of nearly 150, we have the resume of clients, industry sectors, projects, 

platforms and channels, and networks to continue to be an effective and energetic partner with you. 

Memberships  

A mere three years after we were founded, MHP was invited to join the American 

Association of Advertising Agencies (4A’s), and at that time, we were the youngest 

agency to be admitted to the advertising industry’s premiere trade association. MHP/Team SI has 

maintained that membership ever since, based on exceptional evaluations on the quality of our work 

product, our business practices and our financial stability.  

The agency and/or its employees also maintain memberships and are active in professional 

organizations, chambers of commerce and civic groups that give us access to resources and 

relationships across the state and the nation to the benefit of our clients, including 

● Little Rock Regional Chamber of Commerce 

● Fayetteville Chamber of Commerce 

● Greater Bentonville Area Chamber of Commerce 

● Rogers-Lowell Area Chamber of Commerce  

● Arkansas State Chamber of Commerce 

● Leadership Greater Little Rock Alumni Association 

● Fifty for the Future  

● Rotary International 

● Public Relations Society of America 

● PRSA Arkansas Chapter 

● International Association of Business Communicators 

● Arkansas Broadcasters Association 

● Arkansas Press Association 

Awards and Accolades 

Accolades and awards that demonstrate our company’s community leadership, corporate citizenship, 

ethical and successful business practices, and/or on-strategy communications work include: 

● Arkansas Business of the Year (MHP) 

● Arkansas Business of the Year (Team SI) 

● Arkansas Business Executive of the Year finalist, 2013 and 2018 (Sharon Tallach Vogelpohl) 

● Arkansas Best Places to Work (Team SI) 
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● Arkansas Psychologically Healthy Workplace (MHP)  

● Arkansas Women’s Foundation Woman of the Year in Business (Sharon Tallach Vogelpohl) 

● Olivia Farrell Gender Equity Leadership Award finalist, 2019 (Team SI) 

● Public Relations Society of America’s Award of Excellence 

● Adweek 100: Fastest Growing Agencies in 2020 (MHP/Team SI) 

● PRNEWS’ 2020 “People of the Year” (Sharon Tallach Vogelpohl) 

● Fortune Inner City 100 of the Nation’s Fastest Growing and Most Innovative Companies, 2016-2020 

(Team SI)  

● Inc. 5000 Fastest-Growing Companies in the U.S., 2015-2016 and 2018-2020 (Team SI) 

● The Silicon Review “50 Innovative Companies to Watch in 2016” (Team SI)  

● Entrepreneur Magazine’s Entrepreneur360™ List, 2017 and 2019 (Team SI) 

● La Fleur’s Fleurry National Advertising Award 

● 7 Marketing Healthcare Today national awards  

● 80+ Arkansas PRSA Prism/ARcom Awards, including three Best of Show awards  

● 100+ Addys, Tellys and other awards for creative work 

● WebAwards Website of the Year and three Standard of Excellence awards 

● Progress Sitefinity Website of the Year  

● dotCOMM Platinum and two Gold awards 

● 7 Leadership Greater Little Rock graduates 

● 1 Leadership Arkansas graduate 

Certifications 

MHP/Team SI has been a Google Premier Partner​ ​since 2015 for our work in maximizing Google as a 

digital advertising platform; we hold 100+ Google certifications. We are also a Sitefinity Certified 

Partner for our effective use of that website development platform. MHP/Team SI and/or its 

employees have earned these additional certifications: 

 

   

 

 

● Google Display Advertising Certification  

● Google Search Advertising Certification  

● Mobile Advertising Certification  

● YouTube Video Ads Certification 

● YouTube Music Rights Management  

● Google Shopping Certification  

● Google Analytics IQ Certification  

● Google Mobile Sites Certification 

● Google Digital Sales Certification 

● Instagram Advertising Certified Partner  

● Apple Developer Certified Partner  

● Facebook Business Certified Partner  

● Twitter Advertising Certified Partner   

● Salesforce Certified Partner 

● LinkedIn Advertising Partner  
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Current Accounts 

The following list of current client accounts demonstrate our agency’s capabilities to perform the 

services described in SP-21-0055. These are consumer-targeted accounts with annual budgets and/or 

media billings of about $200,000 that are similar in scope, complexity and technological requirements 

as identified in SP-21-0055. 

ADPHT Division of Arkansas Heritage  

Contact Name: Melissa Whitfield, APR 

Contact Email: melissa.whitfield@arkansas.gov 

Relationship: We are in our 14th year with DAH. 

Projects/Services: Integrated, omnichannel TraDigital™ services 

Account Personnel: C.C. “Chip” Culpepper, Management Supervisor;  

Julie C. Robbins, Account Supervisor; McKenzie McMath Coronel, Account 

Executive; and Mary Claire Hill, PR Manager 

Total Budget: $850,000 annually 

Percentage for Media: 65% 

Le Bonheur Children’s Hospital 

Contact Name: Meg Webb 

Contact Email: meg.webb@lebonheur.org 

Relationship: We are in our 16th year with Le Bonheur. 

Projects/Services: Integrated, omnichannel TraDigital™ services 

Account Personnel: Sharon Tallach Vogelpohl, Management Supervisor;  

Lauren Farabough, Account Supervisor; and Shannon Hyslip, Senior AE 

Total Budget: proprietary 

Percentage for Media: 89% 

ADPHT Division of Keep Arkansas Beautiful 

Contact Name: Mark Camp, Director 

Contact Email: mark.camp@arkansas.gov 

Relationship: We are in our 23rd year with KAB. 

Projects/Services: Integrated, omnichannel TraDigital™ services  

Account Personnel: C.C. “Chip” Culpepper, Management Supervisor;  

Julie C. Robbins, Account Supervisor; and Colbie Jones, Senior AE 

Total Budget: $469,951 annually 

Percentage for Media: 40% 
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Arkansas Urology 

Contact Name: E. Scot Davis, CEO 

Contact Email: sdavis@arkansasurology.com 

Relationship: We are in our 21st year with AUA. 

Projects/Services: Integrated, omnichannel TraDigital™ services 

Account Personnel: Sharon Tallach Vogelpohl, Management Supervisor;  

Lauren Farabough, Account Supervisor; and Rebekka Nickols, Senior AE 

Total Budget: proprietary 

Percentage for Media: 67% 

Arkansas Department of Health 

Contact Name: Patrick Fleming 

Contact Email: patrick.fleming@arkansas.gov 

Relationship: We’ve worked with the ADH for two years. 

Projects/Services: Digital media 

Account Personnel: Lannie Byrd, Management Supervisor; Lauren Farabough, Account Supervisor; Shannon 

Hyslip, Senior AE 

Total Budget: $414,250 

Percentage for Media: 100% 

CHI St. Vincent 

Contact Name: Bonnie Ward 

Contact Email: blward@stvincenthealth.com 

Relationship: We have worked with CHI St. Vincent since 2002. 

Projects/Services: TraDigital™ media services 

Account Personnel: Lannie Byrd, Management Supervisor;  

Lauren Farabough, Account Supervisor; and Shannon Hyslip, Senior AE 

Total Budget: proprietary 

Percentage for Media: 94% 

Arkansas Economic Development Commission 

Contact Name: Clark Cogbill, Director of Digital Marketing  

Contact Email: ccogbill@arkansasedc.com 

Relationship: We’ve worked with AEDC since 2016. 

Projects/Services: Digital media and creative/video production services 

Account Personnel: Sharon Tallach Vogelpohl, Management Supervisor; Whitney Burgess, Account 

Supervisor; and Kelsey Blackmon, Senior AE 

Total Budget: $400,000 annually 

Percentage for Media: 22% 

 

 
 

6 



REDACTED 

UA Little Rock 

Contact Name: Christian O’Neal, Vice Chancellor 

Contact Email: cxoneal@ualr.edu  

Relationship*: We are in our second year with UALR. 

Projects/Services*: Public relations, TraDigital™ media services, video production, research and planning 

Account Personnel: Sharon Tallach Vogelpohl, Management Supervisor; Kristen Nicholson, APR, Account 

Supervisor; and McKenzie McMath Coronel, Account Executive 

Total Budget*: up to $400,000 annually 

Percentage for Media*: TBD 
*We are in our second year of PR services with UA Little Rock ($60,000/year) and our first year with UA Little Rock for 

other services on an as-needed basis. These as-needed services have not been finalized yet, so how much of the annual 

budget they will spend with MHP/Team SI and how much of that budget will be devoted to media is yet to be 

determined. 

Harding University  

Contact Name: Candice Moore 

Contact Email: ckmoore@harding.edu 

Relationship:​ ​We’ve worked with Harding University for 15 years. 

Projects/Services: Public relations and TraDigital™ media services 

Account Personnel: Sharon Tallach Vogelpohl, Management Supervisor;  

Kristen Nicholson, APR, Account Supervisor; and Rebekka Nickols, Senior AE 

Total Budget: proprietary 

Percentage for Media: 94% 

UA System Criminal Justice Institute 

Contact Name: Carol D. Waddle, Associate Director 

Contact Email: cdwaddle@cji.edu 

Relationship: We are in our third year with UA-PTC. 

Projects/Services: Integrated, omnichannel TraDigital™ services 

Account Personnel: Lannie Byrd, Management Supervisor; Julie C. Robbins,  

Account Supervisor; and Colbie Jones, Senior AE 

Total Budget: $250,000 annually 

Percentage for Media: 75% 
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UA Pulaski Technical College  

Contact Name: Dr. Margaret Ellibee, Chancellor 

Contact Email: mellibee@uaptc.edu 

Relationship: We are in our fourth year with UA-PTC. 

Projects/Services: Integrated, omnichannel TraDigital™ services 

Account Personnel: Sharon Tallach Vogelpohl, Management Supervisor;  

Julie C. Robbins, Account Supervisor; and Colbie Jones, Senior AE 

Total Budget: $250,000 annually 

Percentage for Media: 40% 

Rock Dental  

Contact Name: Kristi Crum 

Contact Email: kristi.crum@rockdentalbrands.com 

Relationship: We have worked with Rock Dental since 2020. 

Projects/Services: Search engine optimization and digital media management  

Account Personnel: Lannie Byrd, Management Supervisor; Lauren Farabough, Account Supervisor; and 

Shannon Hyslip, Senior AE 

Total Budget: proprietary 

Percentage for Media: 36% 
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References 

Dr. Margaret Ellibee, Chancellor 

UA Pulaski Technical College 

3000 W. Scenic Drive 

North Little Rock, AR 72118 

501-812-2221 

mellibee@uaptc.edu 

Clark Cogbill, Director of Digital Marketing 

Arkansas Economic Development Commission 

1 Commerce Way, Suite 601 

Little Rock, AR 72202 

501-682-1121 

ccogbill@arkansasedc.com 

Patrick Fleming, Health Promotions Director 

Arkansas Department of Health 

4815 W. Markham St., Slot 65 

Little Rock, AR 72205 

501-614-5345 

patrick.fleming@arkansas.gov 

Aaron Pierce, Vice President of Marketing 

Windstream 

4001 Rodney Parham Rd.  

Little Rock, AR 72212 

501-850-0800 

aaron.pierce@windstream.com 

Carol D. Waddle, Associate Director 

UA Criminal Justice Institute 

26 Corporate Hill Drive 

Little Rock, AR 72205 

501-570-8021 

cdwaddle@cji.edu 
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Serving Governmental Entities 

MHP/Team SI serves a number of government and quasi-government clients with strategic, creative and 

TraDigital™ communications strategies to help them reach their target audiences efficiently and effectively. 

Our robust government and quasi-government portfolio represents a diverse roster of issues and 

opportunities, including economic and workforce development, heritage and historic preservation, litter 

and beautification, tourism, technical education, HIV testing, developmental disabilities, and opioid 

education. 

As taxpayers, we are also good stewards of taxpayer dollars. To that 

end, we are deeply committed to the immersion and transparency 

required on government accounts. The phrase “red tape” is 

commonly used to illustrate the difficulties of moving work and 

projects through government entities. We only see “green tape.” 

MHP/Team SI AEs work to become extensions of a government 

client’s team, to extend capabilities and fill skills gaps. We also 

understand and respect the various layers of review and approval 

required by government agencies before deploying initiatives, as 

well as the processes for results-reporting, billing and other 

accountability measures and expectations, and we have the internal protocols and processes in place to 

accommodate those needs and expectations. 

At the heart of what we do with our government clients is help them reach their objectives, and we do so 

through collaboration and TraDigital™ marketing. We listen closely to our government clients to 

understand what’s expected of them in terms of results and key performance indicators (KPIs) then 

collaborate with them to strategize and implement relevant, data-based, results-centric and cost-effective 

communications strategies, all while remembering that these clients’ marketing dollars are finite, grant- 

and/or taxpayer-funded and strictly controlled. 

That we know how to work with government agencies and that we are trusted by government agencies are 

evidenced by the length of our tenures with some clients. We have two government clients that we have 

worked with for a combined total of 37 years (14 years with one client; 23 years with another). Our contracts 

are renewed again and again because of our talent, the strength of our results and our stewardship of the 

grant- and taxpayer-funded budgets that underwrite these initiatives. 

We take all clients’ missions, needs, objectives, outcomes and budgets seriously. We are especially attuned 

to the unique processes, protocols, standards and requirements associated with grant- and 

taxpayer-funded client accounts. We are committed to the efficiency and efficacy of government accounts 

and approach them with equal priority placed on strategy and transparency. 

 

 
 

10 



REDACTED 

Experience with Public Information/Education/Awareness Campaigns 

MHP/Team SI has a long history of working with nonprofit, for-profit and government entities on 

campaigns that are public information, education and awareness. Here is a list of current clients 

and/or projects that demonstrate our expertise with public information/education campaigns: 

● ADPHT Division of Arkansas Heritage and all its agencies (heritage and preservation) 

● ADPHT Division of Keep Arkansas Beautiful (littering and beautification) 

● UA System Criminal Justice Institute (opioid/overdose) 

● UA Little Rock School of Social Work Midsouth Training Center (opioid/overdose) 

● Governor’s Council on Developmental Disabilities (developmental disabilities) 

● Arkansas Department of Health (COVID-19, HIV, WIC and other topics) 

● Community Health Centers of Arkansas (COVID-19) 

● Arkansas Urology (prostate cancer screenings) 

● Arkansas Association of Community Action Agencies (rental assistance) 

● Arkansas Advocates for Children and Families (Medicaid eligibility) 

● University of Arkansas for Medical Sciences Institute on Aging (opioid/overdose, dementia and 

other topics) 

Experience with Multicultural Marketing 

Here at MHP/Team SI, we have award-winning experience marketing to multicultural audiences, and 

promoting and partnering with those destinations that tell the story of diversity.  

MHP/Team SI has been engaged with DAH’s Mosaic Templars Cultural Center (MTCC) since it opened 

in 2008. We’ve secured two High Profile features in the ​Arkansas Democrat-Gazette​ ​for MTCC leaders, 

promoted numerous exhibits including the world-renowned Kinsey Collection, and increased 

participation in the annual Juneteenth celebration (both in-person and virtual events).  

Our relationships with Verizon Wireless and Harding University have given us opportunities to 

coordinate special activities with the National Civil Rights Museum in Memphis and the Little Rock 

Central High National Historic Site. ​ And our work for DAH on the Arkansas Food Hall of Fame has 

allowed us to create relationships with several of the state’s black-owned restaurants, including Lassis 

Inn in Little Rock, Jones Bar-B-Q Diner in Marianna and Rhoda’s Famous Hot Tamales in Lake Village.  

A public-education campaign we launched with the Community Health Centers of Arkansas (CHCA) 

in 2020 was targeted to the Marshallese community in Northwest Arkansas. We launched paid social 

ads, as well as some traditional media, featuring Marshallese imagery, and voiced and/or written in 
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the Marshallese language. A new project this year with Arkansas Advocates for Children & Families will 

again enable us to create deliverables and place media targeted to the Marshallese. We’ve also 

produced a number of assets for the Marshallese community with our client the Governor’s Council 

on Developmental Disabilities (GCDD). 

Client relationships with DAH,​ Verizon Wireless, CHCA, the Arkansas Department of Health, GCDD, 

Keep Arkansas Beautiful (KAB), Windstream and others have afforded us opportunities to 

conceptualize, create and place messaging targeted to Spanish-speaking and other multicultural 

communities in Arkansas and beyond. ​For DAH’s 2021 Arkansas Food Hall of Fame program, we 

released news and other information in Spanish for the first time. ​For KAB, we’ve produced 

educational materials about littering in Spanish. 

We’re also proud of the work we’ve done for clients identifying and preserving our state’s Native 

American history. Over at DAH’s Historic Arkansas Museum, we promoted the opening of the 

permanent “We Walk in Two Worlds” exhibit that examines the culture of the three tribes of Arkansas 

– the Caddo, Osage and Quapaw. ​We also developed the logo for the University of Arkansas-Little 

Rock’s Sequoyah National Research Center. 

Our agency also promotes among its employees the importance of diversity and inclusion. We 

launched in 2020 a Diversity, Equity and Inclusion Committee of employees who are guiding our 

agency’s efforts at educating our internal audiences (teammates) and external stakeholders (clients) 

about the importance of diversity and inclusion in marketing communications. And, we’ve partnered 

over the years with a niche marketing firm out of Atlanta that has a marketing speciality to Black and 

Hispanic audiences; in fact, our relationship with that firm was established in 2014 when we helped 

the State of Arkansas launch its first campaign to promote the availability of the Arkansas Health 

Insurance Marketplace, as a result of the Affordable Care Act. Last but not least, we are working with 

the Little Rock Convention & Visitors Bureau on a number of campaigns to reach Black and LGBTQ 

audiences for tourism.  
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Marketing Philosophy 

Successful marketing initiatives require more than one-off campaigns or singular tactics. Entities that 

craft, present and manage a unified marketing message, experience and environment achieve a 

competitive advantage in recruiting, retaining and building understanding, respect/reputation and 

loyalty among its stakeholder groups. An effective marketing communications campaign will perform 

in six ways. It will: 

● Inform​, by giving your audiences a solid understanding of who you are and what you do and 

by communicating your value proposition 

● Equalize​, by giving you the opportunity to reach and engage your audiences on modern 

marketing platforms (online, social media, etc.) using fewer dollars 

● Sustain​, by keeping you present and engaged with your audiences in order to maintain a 

relationship 

● Engage​, by continuing the conversation through your audiences’ preferred channels 

● Sell​, by driving audiences to purchase 

● Grow​, by expanding your audience  1

MHP/Team SI helps its clients achieve effective marketing 

communications through our omnichannel TraDigital™ approach. 

TraDigital™ blends and intertwines traditional (like word of mouth, 

earned media, and advertising) and digital (like online display ads, 

search, paid social, and streaming radio and TV) strategies to create 

and deploy a multi-faceted, multi-screen and holistic marketing effort. 

In short, a TraDigital™marketing approach enables organizations to 

reach audiences by way of the multiple channels the audiences 

prefer. 

We rely on the inbound marketing theory to develop and deploy a 

TraDigital™ approach – using content and distribution channels to 

move users through the marketing funnel to action. The difference between inbound and outbound 

marketing is that, instead of in-your-face “buy our widget at rock-bottom prices” messaging, we 

create content to draw users through the buyer’s journey – moving them from awareness to interest 

and consideration and, finally, to action. 

 

1 https://movingtargets.com/blog/business/why-marketing-is-so-important/ 
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E.2 Arkansas Markets 

Success in Marketing to Arkansans 

We believe the following case studies from a cross-section of our client base and using a variety of 

tactics and strategies to promote and communicate a diverse range of projects and programs 

adequately demonstrates our ability and success at marketing to Arkansans: 

ADPHT Division of Arkansas Heritage’s Arkansas Food Hall of Fame 

MHP/Team SI proactively created fresh ideas and opportunities for earned 

media about the Arkansas Food Hall of Fame, a program of Arkansas Heritage, 

which was continuing to gain momentum since its launch. 

One such new opportunity was to create a media event around the 

announcement of the program’s finalists in four categories: Proprietor of the 

Year, Food-Themed Event, Gone But Not Forgotten and Arkansas Food Hall of 

Fame. 

Finalists had previously been announced through direct mail, social media posts and news releases. 

An event would provide more opportunity for visuals and engagement. MHP/Team SI’s team of PR 

professionals planned and implemented a full array of logistical details to ensure a successful event: 

Another news hook was that the Arkansas Food of the Year would be unveiled and announced at the 

media event. 

The media event was deemed a culinary triumph with these satisfying results: 

● 35+ ​earned media hits 

● All ​alerted TV stations covered the event. 

● 1.1+ million​ impressions 

● 95+​ attendees 

● 60%​ of guests were finalists. 

 

 

● Venue setup 

● Invitation tactics 

● Nominee communications 

● Speaker selection and run-of-show 

● Visuals and assets development 

● Event production 

● Refreshments and catering 

● Media outreach and relations 

● Event staffing 
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ADPHT Division of Keep Arkansas Beautiful  

Research from Keep America Beautiful finds that litter is still a prevalent issue, even around sites 

where multiple trash and recycling receptacles are available. Nationwide, 82% of litter is cigarette 

butts, 67% is miscellaneous paper and 45% is food wrappers. The presence of litter reduces property 

values by 7%. In our work with the Keep Arkansas Beautiful Commission (KAB), we lean on that 

research to direct messaging and prioritize communications, using a TraDigital™ omnichannel 

marketing approach to educate and engage audiences, particularly in community-wide litter-pickup 

events. 

Spotting some decreases in key data points, we devised an integrated communications plan to 

increase the number of events and volunteers, along with other key performance indicators, for KAB’s 

two annual litter campaigns, and rolled out messaging through the following owned, borrowed and 

loaned  channels: 

● News releases distributed to 500+ news outlets statewide 

● News interviews on TV and radio 

● E-newsletters 

● Television and radio PSAs (in two languages)  

● Video content (in two languages) distributed via social media 

● Booth activations at community events 

To increase reach of the messaging, we placed content through the following paid media channels: 

We believe the results of our effort to increase volunteerism and other KPIs speak for themselves: 

● 113​ ​news placements/appearance resulting in​ ​36.6+ million​ ​news impressions 

● 116​ ​clicks from the e-newsletters, and ​29,000 ​video views on YouTube 

● $1.1+ million​ ​advertising equivalency for TV and radio PSAs 

● 255,500+ ​impressions from gas pump advertising, ​9.5+ million​ impressions in 

movie theaters, and ​5.6+ million​ impressions from the public transit OOH 

● 238%​ ​increase in overall website traffic over previous year; ​123%​ ​increase in traffic to 

the cleanup landing page over previous year 

● 375​ ​local events (up from 330 the previous year), ​10,000+ ​audience at community 

events, and ​14,233​ ​volunteers (up from 13,272) 

 

 

● Gas pumps’ video screens 

● Movie theaters 

● Venue replay digital marketing 

● Paid social 

● Out-of-home via public transit 
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Arkansas 529 GIFT Coloring for College Promotion 

Arkansas 529 GIFT and the Office of the Arkansas Treasurer of State engaged MHP/Team SI to promote the 

annual statewide Coloring for College initiative (in conjunction with September’s National Save for College 

Month) to  

● increase the number of new 529 accounts 

● attract a Coloring for College art entry from 25 counties statewide 

● increase website traffic 

● secure local/grassroots speaking engagements and media interviews 

● elevate engagement on social media.  

Key audiences were located statewide and included parents and grandparents of young children, teachers 

and educators, community leaders and tax advisers, and our timeframe was short: three months. 

MHP/Team SI’s TraDigital™ approach included PR, community outreach, social media, traditional media 

and digital media. PR tasks secured news interviews and grassroots speaking engagements statewide. We 

wrote and distributed news releases about the initiative, including eye-catching thematic media kits. 

Follow-up releases were distributed two weeks after the launch and on the last week of the initiative to 

remind Arkansans to participate. In October, county-by-county news releases were distributed announcing 

winners and included a photo of check presentations.  

MHP/Team SI secured speaking opportunities statewide and worked with the Governor’s Office to dedicate 

a weekly column/radio address, which was distributed statewide and posted to his website, to the 

importance of saving for college and 529 accounts. MHP/Team SI also worked with local legislators to author 

a letter to the editor outlining the benefits of AR 529 accounts. MHP/Team SI also launched AR 529’s 

Facebook page, created social media content, implemented a paid digital strategy, and produced radio ads, 

print ads for Hispanic publications and billboards. 

Our efforts resulted in these successes: 

● 21​ community speaking engagements statewide 

● 15​ local radio and/or TV interviews and ​67​ local print and/or online news stories, 

resulting in ​1 million​ earned media impressions 

● 49​ counties (double the objective!) represented with entries in the art contest 

● 0 to 74​ Facebook followers in a month 

● 334,000​ impressions and ​3,100+​ link clicks for Facebook content 

● 76%​ increase in unique website views 

● $30 million​ more in 529 investment assets 
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UA Criminal Justice Institute 

Our fellow Arkansans are suffering from opioid addiction and overdose. Since 2017, 410 Arkansans have died 

from an opioid-related overdose. Opioid overdoses have increased by roughly 300% over the past 18 years. 

Our client partner, the University of Arkansas System Criminal Justice Institute, joined a multi-agency, 

multi-partner, grant-funded effort to begin reducing opioid deaths. CJI focused on increasing health 

literacy, addressing prescription drug- and opioid-misuse disorders, and promoting the importance of 

calling 911 in the event of an overdose with the “Don’t Run. Call 911.”​ ​campaign. 

With target audiences and grant-directed target geographies prioritized, MHP/Team SI’s TraDigital™ 

omnichannel marketing approach included placements in these paid media channels: 

In true TraDigital™ fashion, additional tactics, platforms and partnerships were developed and deployed to 

broaden the message’s reach to the desired audiences. Tactics included: 

● Website development 

● App development for both Apple and Android 

● Video content on Facebook, YouTube, and partners’ websites 

● Infographics and fliers for distribution at grassroots events 

● Social content 

The ultimate result from an effort such as this is that lives are saved, and over two years, more than 300 lives 

have been saved in Arkansas from an opioid overdose. We, of course, had to track results specifically related 

to the marketing communications campaign. Doing so helped us understand best practices for impacting 

human lives and inform next steps to help our client continue its good work. Results of this particular, 

one-year effort included: 

● 91.2 million​ campaign impressions 

● 187,444​ impressions from Facebook content 

● 80.2+ million​ impressions from outdoor billboards 

● 1.1+ million​ impressions on CTV, and ​2.8+ million​ impressions in theaters 

● 3.9 million​ impressions on streaming audio; ​385,818 ​impressions on radio 

● 2,497​ app downloads, and ​7,396​ visitors to the website 

● 2.1+ million​ impressions on pre-roll; ​257,834​ impressions click-to-download ads 

 

 

● Out-of-home (OOH)/billboards 

● Movie theater advertising 

● Connected TV 

● Pre-roll on YouTube 

● Direct mail 

● Traditional radio 

● Streaming radio on Pandora and Spotify 

● Digital display banners ads 

● Companion banner ads 

● Paid social 

 
17 



REDACTED 

UA Pulaski Technical College 

UA Pulaski Technical College (PTC) engaged MHP/Team SI to develop and implement a strategic 

communications plan to develop and manage its brand and to increase enrollment. Target audiences 

were many and varied (requiring the use of an omnichannel TraDigital™ approach): 

Key geographies included the four counties from which PTC recruits students: Pulaski, Faulkner, 

Saline and Lonoke. For a six-month campaign, PTC set aside about $200,000 for MHP/Team SI to 

implement the campaign using relevant and available communications platforms, including:  

● Internal/On-Campus Platforms (Intranet, campus email, CCTV, on-campus) 

● Online Platforms (website, social media, e-newsletters)  

● Community Opportunities (speaking engagements) 

● Earned Media (news features)  

● Traditional Media (cable) 

● Digital Media (SEM, social media advertising, video advertising, targeting) 

MHP/Team SI’s TraDigital™ approach was targeted to potential students and adults 18-34. Search 

engine marketing (SEM), Facebook promoted posts, pre-roll video ads, Facebook video ads and 

behavioral targeting and retargeting were all used. For traditional media, the agency used 

Scarborough research to identify cable networks with the highest media consumption among adults 

35+ who would be parents, influencers and donors/potential donors and potential millage campaign 

voters. The cable buy ran for an eight-week flight in the target geography. 

The eight-week campaign yielded the following results: 

● 1.4% ​over projections for enrollment for the fall semester 

● 369,000 ​broadcast impressions on cable, and ​1.6+ million​ impressions for 

Facebook ads, ​4,261​ link clicks, ​155​ page likes and nearly ​5,000 ​actions 

● 130,800+​ impressions for Instagram ads, as well as ​221​ link clicks and ​900+ 

actions 

● 570,000+​ impressions for Facebook video ads, as well as ​111 ​page likes and 

177,300+ ​actions 

● 48,000+​ impressions for pre-roll ads, with a ​19%​ VCR and ​5,444​ total views  

 

 

● Students and Prospective Students 

● Faculty/Staff 

● Donors and Potential Donors 

● Education Sector Stakeholders 

● Government and Policymaking Stakeholders 

● Business Leaders 
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Addressing Challenges Unique to Marketing to Arkansans 

The greatest challenges with marketing to ​any​ audience – regardless of that audience being in 

Arkansas or elsewhere – are ​the sheer number of platforms from 

which audiences can get messages and the onslaught of 

messages audiences are served. But a simple, four-letter word 

empowers MHP/Team IS to overcome those challenges: ​data​. 

Data is what sets us apart. You will not find another data-driven 

marketing firm that understands your audience or that knows 

how to specifically target them with absolute precision like we 

do.  

Our Doppio​®​ media tool pairs the most sophisticated 

aggregated and automated data-analytics platforms available 

with the insights and instincts of our certified professional staff to optimize digital campaign 

effectiveness . It uses data to understand your current and potential audiences’ digital journeys to 

inform our decisions. This is how we know who to target for you. Our data analysts understand the 

prescription and how to convert website visitors into leads. 

Targeting the right potential audience, at the right time, with the right frequency, across every part of 

the customer journey is why companies with the clout of Kubota, J.B. Hunt, John Deere and 

Windstream have entrusted us with their valuable national brand names and ambitious objectives.  

Data allows us to target a specific user with marketing messages via display advertising, video 

pre-rolls, programmatic TV, Spotify, Facebook, Twitter, Pinterest, Google, Yahoo!, Bing, etc. MHP/Team 

SI places digital media in search, on social media, on news and information websites, and in various 

formats including text ads, display ads, audio, video and native formats. With digital media, we can 

segment audiences by demographic categories, geographic regions and behavioral characteristics. 

The use of data gives us the ability to target the right audiences at the right time  – to take the 

creative message they want to see and place it right in front of them in order to gain a desired action. 

We use audience-measurement tools from a variety of trusted sources that combine demographic, 

geographic and behavioral data with third-party data to provide audience-usage information for 

search, social and news, entertainment and information websites. Our digital media buyers are 

Google-certified and participate in regular training seminars and conferences. We are a Premier 
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Google Partner, recognized for our level of training and expertise in maximizing the platform to the 

client’s benefit.  

This goes more in depth than just targeting potential audiences with a display ad. This goes into the 

micro moment they are experiencing right now. It involves content, landing pages, videos, etc. – a full 

customer journey that is ever evolving. 

Our Demand-Side-Platform (DSP) is integrated with more 

than 40 major data providers. Our professionals can choose 

from tens of thousands of contextual, demographic, in-market, 

interest and mobile segments in our intuitive campaign 

creation tool. We also continuously evaluate new data 

partners, with a special focus on mobile and emerging 

targeting. And, our DSP works with the top ad servers, 

monitoring services, attribution vendors and more, giving you 

access to the widest array of inventory and formats. 

Our DSP is integrated with more than 30 ad exchanges, SSPs 

and supply sources. These partners provide us with programmatic access to the billions of display ads, 

video, mobile and native ad impressions. We catalog the volume and CPMs daily to help you discover 

new opportunities. New supply sources are also added on a regular basis, giving you access to the 

widest array of inventory and formats. 

And, while data paired with digital media can effectively ensure the right audiences are served the 

right messages, we also know that Arkansans also remain connected through more traditional media 

platforms, including radio, newspaper and others. To that end, we have a sophisticated and 

experienced approach to traditional media planning and buying. 

We subscribe to the latest media tools, ratings services and research data resources to ensure that our 

plans have a foundation built on tangible metrics then we couple that with our extensive experience. 

It’s the fusion of data/information and our “EJI” (experience, judgment  intuition) – that gives our 

traditional media team the edge. 

We also plan, negotiate and place traditional media in local, statewide, regional and national markets, 

via newspaper, magazine, radio, cable, broadcast, billboard and out-of-home platforms. We’ve placed 

advertising in national publications such as The ​Wall Street Journal​, ​BusinessWeek​ and ​Forbes​ to 

hometown newspapers right here in Arkansas. 
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In addition to the first-party data we collect from our clients through analysis and immersion, we also 

rely on numerous research vehicles and readership studies – such as Scarborough Consumer Media 

research – to aid us in making media buying recommendations. Standard Rate and Data Service 

provides a comprehensive resource in analyzing print opportunities. Other media-consumption 

research reports are also used, when appropriate, to ensure that print media buys are on target.  

We use the industry’s best tools for broadcast media research and buying. ComScore/Rentrak and 

Nielsen Arbitron ratings help guide us in developing our recommendations for clients, relying on both 

our . We use a state-of-the-art software package for media analysis, planning and optimization. Then, 

we conduct a thorough post-buy analysis to ensure that clients receive the total number of rating 

points for the agreed-upon price. Affidavits of performance are also regularly reviewed and 

authenticated to ensure proper delivery. 

Our PR team’s approach to strategic communications is yet another layer we add on to ensure our 

clients’ messages overcome the challenges of a fragmented audience. Strategic communications is 

more than just a buzzword. It’s the next generation of public relations that takes into account how the 

world is constantly evolving and relying more on online strategies, community influencers and word 

of mouth tactics in the overall marketing mix. 

Our strategic communications approach blends digital and traditional public relations in a way that 

reaches the desired audience(s) in the right place at the right time, with the right message and in a 

meaningful and authentic way. 

Our team of strategic communicators are experts at the tools you need in a PR plan: 

 
● Internal Communications 

● Crisis Communications 

● Earned Media Interviews 

● Media Training and Coaching 

● Executive Leadership Communications 

● Event Coordination 

● Organic Social Media and Blogs 

● Influencer Outreach 

● Thought Leadership 

● News Release Writing and Strategic Distribution 

● Grassroots and Community Outreach 
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Today’s digital landscape means there are content creators everywhere you look online, making it 

even more vital to integrate content marketing strategies, search engine optimization and much 

more into your organization’s public relations plan. With our team’s expertise, those creators (be it 

media or community influencers) can be ambassadors for your brand.  

Online, our experts can help you position yourself as a thought leader, create campaigns that 

promote organic traffic and create backlinks from reputable sources – making your brand a trusted 

source online. By implementing SEO strategies, you can also make sure your information is top on the 

list for online searches. 

Our TraDigital™ approach looks at PR through a different lens. Measurement is everything to us. We 

are a strategy-first agency, which means we are driven by data and intentional with the tactics we 

implement. When it comes to measurement, our strategic communications experts not only look at 

impressions and reach, we measure how we have moved the needle to drive audiences through the 

marketing funnel to take action. We implement key TraDigital™ principals in all PR efforts in order to 

measure desired outcomes, including backlinks and SEO keywords. As strategic communicators, we 

are wordsmiths, but we are also data nerds. Vanity metrics (and earned media appearances) are 

important, but so is domain authority, online sentiment ranking and competitor analysis. 

It is through data, EJI, the best-in-class tools and platforms, and our understanding of earned 

media/PR that we are able to overcome unique marketing challenges to break through the clutter 

and reach Arkansans on your behalf. 
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E.3 Performance And Risks 

Managing Accounts and Measuring Success 

For nearly 50 years, Mangan Holcomb Partners (now MHP/Team SI) has worked with government 

agencies, equipment dealers, financial institutions, hospitals, colleges and universities, nonprofit 

organizations, Fortune 500 companies, and small businesses to build their brands, increase public 

awareness, change behaviors and engage audiences. 

We provide each of our 800+ local, regional, national and international clients our best thinking, 

blending data-driven digital and traditional marketing solutions to cover the full spectrum of what 

we’ve dubbed TraDigital™. 

We believe the case studies highlighted in Section E.2 provide evidence of our firm’s marketing 

successes managing other accounts and how those successes were measured. ​Additionally, the 

possible Key Performance Indicators (noted below in the next subsection of this response) that we 

work with clients to set and measure against provide insight into how we monitor marketing 

performance to gauge success.  

The protocols, platforms and best practices we employ (detailed in several Section E.4 subsections) ​for 

client onboarding, campaign planning, project management, 

research and analytics, and billing/invoicing ​also speak to how 

we manage accounts and measure success.  

Additionally, the awards and accolades our agency has 

accumulated over the years is a testament to our ability and 

commitment to managing accounts, creating and deploying 

successful marketing efforts, and measuring success. Many of 

these awards are not merely “beauty contests” but are given to 

those agencies and campaigns that are grounded in 1) research 

to identify a need, 2) thoughtful and creative strategies to meet 

established objectives/KPIs, and 3) measurable results fulfilling 

or exceeding KPIs. A few of those awards and accolades include 

(a completed list is included above in Section E.2):  

● Public Relations Society of America’s National Award of Excellence 

● La Fleur’s Fleurry National Advertising Award 

● 7 Marketing Healthcare Today national awards  
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● 80+ Arkansas PRSA Prism/ARcom Awards, including three Best of Show awards  and 

numerous Prism/ARcom Awards for Arkansas Heritage work 

● 100+ Addys, Tellys and other awards for creative work  

● WebAwards Website of the Year and three Standard of Excellence awards 

● Progress Sitefinity Website of the Year  

● dotCOMM Platinum and two Gold awards 

Last, but not least, our company’s core values – to be Curious, Enthusiastic, Strategic, Spellbinding, 

Creative, Involved and Responsible – set clear expectations for each of our teammates on how we 

approach account management, client campaigns, teamwork, business operations and all facets of 

the agency. As a community of professionals who work in close contact with one another (and with 

our clients) and whose individual work product is reliant upon the contributions and cooperation of 

others, we hold this set of interconnected, interdependent traits as guiding standards, and you will 

see it demonstrated in how we manage your account to ensure its effectiveness. 

Measuring Effectiveness: Key Performance Indicators (KPIs) 

Ongoing evaluation and measurement of a communications plan/campaign effort is critical to 

success. ​Such scrutiny of the effectiveness of an individual tactic – the effort compared to the 

outcome – can guide adjustments and changes of course throughout the plan’s implementation to 

gain the highest efficiency and efficacy. Before any communications tactic is deployed, the method 

by which it will be measured and the metric at which it is considered successful will be determined in 

collaboration with the client. DAH might have a number of valuable metric sources available to them 

(based on tactic): 

 

 

● Brand awareness data (formal) 

● Focus group (external and internal) 

insights 

● Online “pop-up” surveys (informal) 

● Museum and historic site traffic  

● Grant applications 

● Awards entries and program 

nominations 

● Employee morale and retention  

● Employee recruitment 

● Development and giving/fundraising 

● Inquiries for technical support 

● Volunteerism 

● Website metrics 

● Social media metrics 

● Email marketing metrics 

● Impressions, reach and frequency 

● Click-thru rates (CTR) 

● Cost-per-click (CPC) 

● Open rates 

● Bounce rates 

● Views 
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Innovating Solutions to Overcome Hurdles 

Probably the most-expected examples of issues that arose while implementing and managing other 

accounts and how we resolved those issues are related to the COVID-19 pandemic. Every client on our 

roster was impacted by the pandemic in some way – many businesses saw decreased sales or had to 

layoff employees, government agencies (including Arkansas Heritage) and nonprofits had to refigure 

events and location/site experiences, healthcare and education entities had to complete reshape their 

campus policies and service delivery, and the list goes on – and we pivoted right along with them in 

terms of their marketing implementation, strategic communications, technology needs and 

messaging. 

However, we expect other agencies responding to this RFP will use the pandemic as the example of 

how they innovated solutions to overcome hurdles. We like to think outside the box (which we believe 

is the purpose of this particular question), so we offer several other, non-pandemic examples of 

innovation: 

● When a telecommunications client realized – through our analysis of their data – the amount 

of digital and website interaction that was occurring on the weekends for its brand, we 

couldn’t just say, “Sorry, we don’t monitor and adjust your campaigns on the weekends 

because those aren’t our office hours.” Instead, we developed a process and protocols by 

which our team can easily, efficiently and effectively monitor media campaigns over the 

weekend, to the benefit of our client. 

● As more and more clients became digital savvy and wanted to monitor their own campaigns 

more frequently (in addition to the regular reports and analysis we were providing), we didn’t 

try to hide what we do for them behind a lot of smoke and mirrors. Instead, we opened the 

barn doors as wide as possible, for all to see, by developing the TraDigital™ Dashboard to give 

them 24-7, live insights into their campaigns. Our dashboard provides information for 

 

 

● Artifact and/or land acquisition 

● Event attendance 

● Event evaluations 

● Outreach education and speaker 

evaluations 

● Booth engagement 

● Calls received, presentations made, 

interviews given, etc. 

● Engagement actions (share, likes, 

comments, ​etc​.) 

● Form fills 

● Online reviews (Google, Facebook, ​etc​.) 

● Earned media 

● Backlinks 

● Downloads 

● Etc. 
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platforms and channels, including TV, paid social, digital display and more.   

● As more and more data resources and profiles (290,000+ data segments and counting) 

became available to us – and, therefore, our clients – for targeting audiences, we needed a 

better way to research those audiences and collaborate with clients on identifying priority 

audiences to narrow audiences for targeting. We engineered our exclusive Doppio® Data 

Explorer, a research tool to view audience data-layer development in real-time. Here is a 

sample Doppio® Data Explorer search result for the keyword “museum,” identifying 48 data 

segments (of the 199 segments available as of March 9, 2021): 
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● Web development is a unique aspect of the marketing communications spectrum of services 

that requires both professional/technical expertise (by way of a web developer who can 

code/engineer a site from the ground up) ​and ​content management savvy (by way of a 

client’s in-house marketing team), as well as opportunities for ecommerce, multi-site 

configuration in a single CMS, templated and customized plugins, email marketing, multiple 

admin users, etc. (the list can truly go on and on). But sites built on an agency’s proprietary 

platform (vs. a cloud-based solution) just didn’t offer the same flexibility for our clients. To that 

end, we made two changes to satisfy clients’ needs for robust ​and ​manageable websites: 1) 

We created two development teams who build sites on one of two platforms: an 

enterprise-level CMS solution called Progress Sitefinity (we are a Progress Sitefinity Accelerate 

Gold Partner) ​and ​WordPress, an open-source CMS, and 2) we developed a protocol to train 

client teams on how to use their chosen CMS to keep their sites up-to-date.  

● As more and more clients needed to better understand their users’ experiences with and 

journeys through a website, we partnered with HotJar™, a behavior analytics company that 

analyses website use, providing feedback through tools such as heatmaps and session 

recordings. No more did we – or our clients – have to speculate via EJI (experience, judgment 

and intuition) on user activity on the homepage or an interior page of the website. With 

HotJar™, we are able to observe and map user activity on a page and make 

recommendations to improve the page, thereby improving the user experience.  

● When several of our clients began managing in-house – alongside members of the agency 

team – content development, social media posting, digital media and other online 

communications tactics, we realized that a more efficient and accurate way to show the full 

effect and ROI of both in-house and agency communications activities was needed. Enter 

Taggerator. We use Taggerator to standardize UTM parameters across all of a client’s channels 

(paid and organic) with no variations, regardless of if the in-house team or the agency team is 

managing the channel. The UTM parameters help us track the value of social campaigns, 

gather precise data about traffic and conversion and enable individuals posts/content 

head-to-head with classic A/B testing. We have implemented Taggerator for clients in both 

the telecommunications and banking and finance industry sectors. 

MHP/Team SI is not afraid of hurdles. We proactively identify issues and tackle them head-on – by 

finding innovative solutions, creating partnerships, and developing products and services to benefit 

our clients. The above examples are a few ways of how, when issues arose while implementing and 

managing other accounts, we resolved those issues.  
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Mitigating Risk 

As your partner in marketing for the past 14 years, we know and respect the investment of time, team 

resources and taxpayers’ dollars DAH makes into marketing efforts, and that reducing risk in this area 

of the division’s operations is integral to implementing and achieving the goals and objectives set 

forth in DAH’s strategic business plan. To that end, we are delighted to identify some of the processes, 

protocols, practices and products that we undertake and offer – many of which are highlighted 

elsewhere in this response – to help reduce our clients’ risk in marketing. 

First and foremost, MHP/Team SI offers DAH upon request a copy of our ​Business Continuity Plan, 

detailing data-security and disaster-response protocols. Our plan exists to prepare the agency in the 

event of disaster caused by factors beyond our control (e.g., natural disasters, man-made events, cyber 

attacks, pandemics, etc.), and to maintain or restore operations to the widest extent possible in a 

minimal timeframe. All MHP/Team SI office locations are expected to implement preventive measures 

whenever possible to minimize network failure and to 

recover as rapidly as possible when a failure occurs. Our plan 

identifies vulnerabilities and recommends necessary 

measures to prevent and/or minimize impact to operations.  

Other ways in which mitigate risk related to marketing 

include (and are detailed in Section E.4 of this response): 

● Project management and billing transparency 

● Front-end campaign planning via MAPS™ 

● Consumer preferences through research 

One of the hallmarks of our agency and its long-standing 

client relationships has always been our commitment to ​complete immersion. From client 

onboarding and throughout the client relationship, we take it upon ourselves – at no expense to the 

client – to dive deep into your brand. On the DAH account, we engage teammates who are already 

Arkansas history/culture hobbyists or use their spare time to explore Authentic Arkansas; for those 

who aren’t yet addicted to what DAH does and offers, we empower them to visit DAH sites, museums 

and locations (even during work hours) to get the full experience. Individual teammates are also 

encouraged to engage with our clients on social media, purchase their products and services, and 

participate in their events and programming. We maintain a number of subscriptions to relevant 

publications, newsletters, blogs, etc., for continued understanding of the clients’ industry sector. Fully 
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understanding the clients’ offerings helps us proactively identify any risk that would impact effective 

marketing and take steps to mitigate that risk.  

As noted in the “Addressing Challenges Unique to Marketing to Arkansans” subsection of Section E.2 

of this response, today’s audiences are ​distracted by the multiple and ever-evolving platforms for 

communication and information available to them, and bombarded with messages. However, our 

TraDigital™, omnichannel approach to marketing empowers the delivery of messages to the right 

audiences on the right​ mix​ of platforms and channels. One platform does not reach everybody, so we 

don’t put all of your marketing dollars into one platform. We don’t rely on one platform to deliver a 

message, or one discipline (such as PR or advertising) to deliver a message. We identify your 

audiences, we pinpoint where they are, then we balance your marketing dollars across platforms and 

channels to reach them most effectively. This omnichannel approach mitigates the risk of spending 

dollars with few results to show or spending dollars on the latest and greatest platform just to see it 

evaporate from the market (think Google+ or MySpace).  

We believe data is the currency of the internet, and that without it, we can’t accomplish effective 

marketing. That we rely so heavily on data is ​a mitigation tactic in and of itself, but we take it a step 

further by creating and monitoring real-time dashboards that track your spends, creative messages 

and platform placements – and then, we make that dashboard available to you! We have nothing to 

hide from you. Please read more about our TraDigital™ Dashboard in the previous section.   

Crisis Communications 

A last example of how we mitigate risk in marketing is related to crisis management and 

communications, and the expertise we bring to your account – should DAH ever need our assistance 

in a crisis situation. Every entity, no matter how big or small, needs a crisis communications plan. As 

crisis communications experts, MHP/Team SI helps companies and organizations of all sizes 

anticipate potential threats and manage positive outcomes.  

While not every crisis that occurs is the magnitude of a global pandemic like COVID-19, the need for a 

crisis communications plan is the only way to mitigate the long-lasting effects a crisis can have on a 

brand. Some crises are in the form of data breaches, employee disputes, legal actions or negative 

reviews.  

During times of crisis, communications is key. MHP/Team SI has been in the trenches working 

alongside organizations for decades navigating a variety of crisis scenarios. Based on our years of crisis 

experience, here are a few ways MHP/Team SI can help your organization during times of crisis: 
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● Crisis planning 

● Developing key messaging for all stakeholder groups 

● Training and coaching internal spokespeople for press interviews and appearances 

● Managing press inquiries 

● Coordinating and managing press events 

● Developing social media protocols 

● Managing social media 

● Working directly with your legal team to develop press releases, message points and 

proactive communications to mitigate negative press 

Reducing and avoiding risk is important to any sort of operation – whether that be a business, 

nonprofit or government entity. As a mid-sized business ourselves, we must consider risk, and what 

we do for ourselves, we do for our clients: we care about your organization as much as we care about 

ours. We do not take likely any risk associated with your operations, sites and locations nor with your 

marketing, and believe we have more-than-adequate processes, protocols, policies, and products and 

services in place or in development to continue helping DAH mitigate risk in marketing.  
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E.4 Overall Approach 

Key Personnel for the DAH Account 

Strategy and Planning Team 

The MHP/Team SI Strategy and Planning Team works with clients to onboard your account, understand 

your needs through our MAPS™ planning process and write a marketing communications approach that 

addresses your objectives, reaches your target audiences, leverages both your team’s and our team’s 

expertise and capabilities, and maximizes your budget for reach, frequency and efficiency. This team will 

also monitor all campaigns, once they are launched and in-market, for effectiveness toward the stated 

objectives and agreed-upon key performance indicators (KPIs). The MHP/Team SI Strategy and Planning 

Team is composed of our agency’s leaders and experts in their respective marketing communications 

disciplines: 

● C.C. “Chip” Culpepper, Principal, Chief Creative Officer and DAH Management Supervisor 

In his role as chief creative officer, Chip guides the company in strategic creative 

messaging. His ideas have shaped MHP/Team SI’s creative efforts for 25+ years. 

He’s served as the lead creative thinker on the DAH account for 14 years. 

Chip’s guiding hand and influence can be seen in nearly every client campaign 

and creative deliverable we craft for clients. His work has garnered numerous 

regional and national awards, including top awards from the American 

Advertising Federation over his 30+ year career. His areas of expertise include 

copywriting, broadcast production and post-production/editing. 

An avid history buff, Chip has served on the board of directors for the MacArthur Museum of 

Arkansas Military History since 1999 and was named a lifetime commissioner by former Mayor Mark 

Stodola. He also served on the Arkansas Civil War Sesquicentennial Commission. In his spare time, 

Chip writes histories. He has authored a Civil War regimental history of his great-grandfather’s 

military service and has become a leading authority on that particular unit, its men and their 

actions. He’s also written the story of his mother and her sisters who worked at the Jacksonville 

Ordnance Plant during World War II and the story of his father’s combat missions during World War 

II, and has transcribed 200 World War II-era letters between his parents. 

Chip earned a degree in marketing from the University of Central Arkansas at Conway. Active in 

leadership posts with numerous civic and professional groups, he is a graduate of the Little Rock 

Regional Chamber of Commerce’s Leadership Greater Little Rock program (Class XII) as well as the 

Leadership Arkansas program of the Arkansas State Chamber of Commerce. 
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● Julie C. Robbins, Senior Director of Planning and DAH Account Supervisor 

A seasoned and award-winning communications professional, Julie offers 

experienced counsel to agency clients in strategic campaign planning and 

integrated marketing communications, identifying communications needs, 

strategizing approaches, managing budgets and shepherding work to 

completion. Julie is the account supervisor for many of MHP/Team SI publicly 

funded and/or tourism and heritage clients including Arkansas Heritage (having 

served on the account for 14 years), UA Pulaski Tech, UA Criminal Justice Institute, 

and Little Rock Convention & Visitors Bureau.  

Because of her interest in Arkansas history and culture, she has been with the DAH account since 

2007, first serving as its PR account executive and elevating to account supervisor, a role in which 

she will continue to serve should MHP/Team SI be awarded the DAH account again. She’s most 

proud of having played a small role in the opening of the Mosaic Templars Cultural Center, the 

promotion of the “We Walk in Two Worlds” permanent exhibit at Historic Arkansas Museum, the 

promotion of many Arkansas Heritage Months, the launch of the Arkansas Food Hall of Fame five 

years ago, the engineering of the newest DAH website, the introduction of digital and social media 

to DAH’s integrated marketing plan, and the 2021 pivot to virtual events (from live events) for the 

Arkansas Food Hall of Fame program. 

Prior to joining MHP/Team SI 18 years ago, Julie was director of communications at a statewide 

nonprofit and editor of an Arkansas weekly newspaper. A native of Ashley and Chicot counties and 

graduate of A-State with a degree in journalism and PR, Julie has guest lectured to PR students 

from A-State and UA Little Rock, to participants in the Arkansas Cooperative Extension’s LeadAR 

group, and to the Arkansas Festival Association. She has also completed the City of Little Rock’s 

Healing Racism Institute (one of her classmates was Elizabeth Eckford of the Little Rock Nine) and 

Just Communities of Arkansas’ Ourtown Institute for Inclusive Leadership, and is a founding 

member of MHP/Team SI’s Diversity, Equity and Inclusion Committee. Julie has also completed the 

Little Rock Regional Chamber of Commerce’s Leadership Greater Little Rock program (Class XXVIII) 

and is a member of the Public Relations Society of America.  

● Sharon Tallach Vogelpohl, Principal, President and CEO   

Sharon’s 25-year career spans the spectrum from copywriting to crisis 

communications for clients in every imaginable category, including brands such 

as Arkansas Heritage, Verizon Wireless, J.B. Hunt, Walmart, Stephens Inc. and 

Windstream. 

A magna cum laude graduate of Centenary College of Louisiana with a degree in 

business communications, Sharon serves on the Emerald Forum of the American Association of 

Advertising Agencies. She is a past president of the Rotary Club of Little Rock and graduate of 
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Leadership Greater Little Rock Class XVI. She was a finalist for Arkansas Business Executive of the 

Year in 2013 and 2017; and was a member of the Arkansas Power List in 2016 and 2017, of the 

Arkansas 200 in 2017, and of the Arkansas 250 in 2019 and 2020.  

● David Rainwater, Principal 

David oversees MHP/Team SI’s research and strategic planning disciplines. He 

has 33 years’ experience in marketing and advertising. David serves our client 

with strategic consultation, account supervision and planning, and research 

analysis/interpretation. He provides strategic marketing counsel, branding 

strategy and research analysis for MHP/Team SI clients in a variety of industry 

categories, including higher education, tourism and heritage, and 

telecommunications. 

A Clarendon native and UA Little Rock graduate with degrees in advertising and public relations, 

David has served on the Argenta Community Theater and Arkansas Repertory Theatre boards of 

directors, and co-founded Amp Out Alz, a fundraising rock ’n roll show benefiting Alzheimer’s 

Arkansas. He is also a Leadership Greater Little Rock graduate (Class XIII), has been listed twice on 

the “Arkansas Power List.” 

● Lannie Byrd, Chief Operating Officer  

Lannie has 20+ years’ experience leading digital engagements across multiple 

industry sectors. He has spoken at regional and national marketing and digital 

conferences on topics ranging from social media to search engine optimization 

and personas in website development.  

Lannie came to MHP/Team SI from the University of Arkansas for Medical 

Sciences where, as the senior director of marketing and online services, he was responsible for 

UAMS’ online presence and marketing efforts. Prior to UAMS, he spent eight years at Ouachita 

Baptist University, first as the web manager launching OBU’s efforts to reach prospective students 

online through websites, search and social media.  

He earned a master’s degree in journalism from the University of Memphis and an undergraduate 

degree in mass communications and political science from OBU. He also spends time in the college 

classroom teaching courses in media writing, web design, social media and 

integrated communications campaigns.  

● Alex Hood, Chief Technology Officer 

Alex Hood is a 17-year veteran of new media and technology and a St. Petersburg, 

Fla., native. Prior to joining MHP/Team SI, Alex was the media and technology 

director of a $75 million advertising agency in Tampa; director of media and 

technology for two mega churches in Florida; and a pioneer in Internet campus 
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development for many churches around the country. In 2009, Alex relocated to Little Rock after 

being recruited here by a mega church as the media and IT director. 

Under his leadership, MHP/Team SI’s web development discipline bridges information with ideas, 

features with benefits, and creativity with results-driven solutions. Alex’s philosophy is about making 

positive connections and has implemented his philosophy on an extensive list of creative and 

engineering work, including two DAH website rebuilds.  

Under Alex’s leadership, MHP/Team SI is a Sitefinity Certified Partner for our effective use of that 

website development platform and winner of a Progress Sitefinity Website of the Year award. He’s 

also led our web development team in winning a WebAwards Website of the Year and three 

Standard of Excellence awards and a dotCOMM Platinum and two Gold awards. Alex is a certified 

Google Professional in Analytics, Google Cloud and AdWords, and is also a Microsoft Certified 

Solutions Expert.  

● Whitney Burgess, Vice President of Marketing and Strategy  

Whitney is an experienced and enthusiastic marketing strategist who consults 

with clients to maximize impact in the digital space and beyond. She is known 

for bringing passion, creativity and results to her clients, including the Arkansas 

Economic Development Commission (AEDC) and Windstream. 

A UA Little Rock graduate with a bachelor’s degree in marketing, Whitney has 

counseled clients in all facets of digital marketing to drive a better return on investment. 

Specializing in inbound marketing strategy, she is data-driven in her decisionmaking and maintains 

certifications in Google Analytics, Google AdWords, Google AdWords Mobile, HubSpot Inbound and 

HubSpot Email Marketing. 

Whitney is a Leadership Greater Little Rock graduate (Class XXXIII), served as the co-chair for Go Red 

for Women in 2019, and has led numerous online marketing training events to support a variety of 

community organizations and chambers of commerce. In 2020, Whitney received the Dean’s Award 

for Excellence from the UA Little Rock School of Business. 

● Kristen Nicholson, APR, Vice President of Public Relations   

Kristen is an accredited and award-winning communications professional in 

strategic public relations planning and implementation. Her strengths include 

PR planning and management, PR budget management, PR project 

management and PR tactical implementation. At MHP/Team SI, Kristen has lent 

her expertise to a number of clients across multiple industry sectors. 

A Missouri native by birth but an Arkansan at heart, Kristen holds bachelor’s 

degrees in mass communications with an emphasis in PR and in political science from UA Little 
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Rock. Kristen is Accredited in Public Relations (APR) by the Public Relations Society of America 

(PRSA), the industry’s standard for professionalism and ethics, and continues to mentor and guest 

lecture to PR students. A former nonprofit communications professional, Kristen has volunteered 

her time for numerous nonprofit organizations, most recently including Junior Achievement of 

Arkansas, the American Heart Association and PRSA, and is a Leadership Greater Little Rock Class 

XXXI alum. 

● Karon Mann, Vice President of Finance and Administration   

Karon joined MHP/Team SI in 1981; today, she is our vice president of finance and 

administration. In this role, Karon supervises all corporate financial matters, is 

responsible for the agency’s Accounting Department and all its functions, 

oversees the day-to-day administrative and human resource functions of the 

agency, and leads a team of accounting, finance and administration 

professionals. And, she fully understands the unique billing requirements and 

regulations related to government and quasi-government accounts. A Mississippi native, Karon 

holds a bachelor’s degree in accounting from UA Little Rock. 

Implementation and Account Team 

The Implementation and Account Team will be composed of MHP/Team SI marketing communications 

professionals with technical and tactical expertise in creating, deploying and monitoring campaigns. This 

team implements the marketing communications strategy developed by the MHP/Team SI Strategy and 

Planning team through the MAPS™ process. Members of DAH’s implementation and Account Team will be 

led by: 

● McKenzie McMath Coronel, Account Executive   

McKenzie is an experienced communications professional with local, national 

and international experience. As an account executive, McKenzie works with 

clients across industry sectors and collaborates in the planning, internal 

coordination, and implementation of TraDigital™ marketing communications 

campaigns. The eldest grandchild of an Arkansas governor, her priority client is 

ADPHT Arkansas Heritage.  

Prior to joining MHP/Team SI, she worked with the University of Cambridge, United Kingdom, for 

five years as a project manager and communications coordinator in Santa Cruz de la Sierra, Bolivia. 

McKenzie holds a bachelor’s degree from UA Fayetteville in anthropology and a master’s degree in 

strategic communications from Arkansas State University. She is fluent in Spanish and has an 

interest in Hispanic marketing. In her spare time, McKenzie is executive director of Women in Film 

Arkansas and has recently been elected as regional vice president of Partners of The Americas East 

Bolivia chapter.  
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● Mark Hinson, Vice President of Creative Services   

Mark is a 30+-year advertising professional, and a designer of both print and 

interactive media and experienced in broadcast production. His work has won 

numerous accolades, including several Best of Show and Special Judges 

awards from the Arkansas, Fort Smith and NWA Advertising Federations; he 

has also been recognized nationally with top honors from the National 

Healthcare Marketing Association, 10th District of the American Advertising 

Federation and PRSA, among others. He holds a bachelor’s degree in fine arts 

from UA Little Rock, where he also guest-lectures. He was recently appointed to the city’s Historic 

District Commission and has volunteered his creative talent and design skills to the Boy Scouts of 

America and the MacArthur Museum of Arkansas Military Museum. 

● Patrick Pipkin, Media Director 

As leader of the MHP/Team SI media team, Patrick specializes in finding the 

most effective and efficient ways to use client budgets to drive measurable 

results. He and his team of media planning and buying professionals also lead 

the agency in media negotiations to maximize client budgets and impact and 

coordinate customized partnerships to deliver on client objectives.  

The media landscape is in constant flux and Patrick is continuously investigating 

industry trends to find new and innovative ways to support a fully integrated TraDigital™ media 

plan. His work includes developing and implementing paid media strategies for clients in a variety 

of industry sectors, including heritage and tourism, government, healthcare, equipment, 

telecommunications, and education. He is the media strategist on the Arkansas Heritage account, 

having served the account for more than five years.. 

Patrick is a graduate of Leadership Greater Little Rock, Class XXXIV, and serves as a member of the 

Diversity, Equity and Inclusion Committee at MHP/Team SI.  

● Mary Claire Hill, Public Relations Manager  

Mary Claire Hill is the public relations manager at MHP/Team SI and has been 

part of the agency team since 2017, including the Arkansas Heritage team 

during this entire time. Mary Claire’s responsibilities include public relations 

counsel, strategy and management of the agency's award-winning  PR team. 

Before joining the agency, she worked in events and communications at the 

former Noah's Event Center.  

A Little Rock native, Hill is a graduate of Baylor University with a bachelor’s degree in corporate 

communications. She serves as director-at-large for the Arkansas chapter of Public Relations 

Society of America, and is an active member of Rotaract and the Emerging Leaders young 
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professionals group supporting the Centers for Youth and Families. As an Arkansan who spent 

several years in Texas, highlighting and enjoying the best of Arkansas is one of her favorite 

pastimes! 

● Sydney Ragon Clifford, Senior Website Account Executive 

Sydney is MHP/Team SI’s senior website account executive, with nine years of 

experience in ecommerce and website management. She joined MHP/Team SI 

in 2017 as part of its equipment division, SIEQ, working with farm equipment 

dealers, and now oversees upwards of 80 website clients, with industries ranging 

from healthcare to theater and everywhere in between. She’s led the web 

development team on the recent rebuild of ArkansasHeritage.com. 

Sydney graduated from the University of Mississippi in 2012 with a degree in 

journalism and new media. After returning to Little Rock, she quickly entered the world of 

marketing with a local dealership group managing content for eight dealer websites. She also 

gained three years of experience working in corporate advertising and ecommerce for Dillard’s Inc.  

Additional DAH Project Personnel 

Kristen Chacko, Vice President of Technology 

Lauren Rath, Senior Web Project Manager 

Jereme Hood, Web Developer 

Yogesh Goyal, Web Developer 

Josh Melikian, Web Developer 

Marty Duvall, Interactive Creative Director 

Molly Morrison, Copywriter/Editor 

Heidi Damron, Project Manager 

Paula Eifling, Associate Art Director 

Lizzy Chandler, Producer 

Mark Dettra, Video Editor 

Mary Moore, Digital Media Strategist 

Haylee Nichols, Media Buyer 

Shakayla Zoss, Public Relations Specialist 

Tonya Gautz, Accounting Clerk 
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Agency Services and Resources 

 

 

Marketing Planning and Account Services 

Account Planning 

Brand Management 

Budget Management 

Communications Audit 

Client Onboarding 

Client Communications 

Communications Consultation 

Communications Planning 

Digital/Online Strategy 

Immersion 

Marketing Management 

Project Management 

Strategic Marketing 

Strategic Planning Facilitation 

TraDigital™ Strategy Development 

TraDigital™ Strategy Implementation 

Web and App Development 

App Design 

App Development 

Intranet Design 

Sitemapping 

UI/UX Audit 

UI/UX Design 

URL Acquisition 

Website Design 

Website Development 

Website Hosting 

Website Management 

Production 

Broadcast Production 

Print Production 

Promotional Items 

Scripting 

Video Concepting 

Video Production 

Marketing Research 

Consumer Research 

Marketing Research 

Research Analysis 

Surveying 

Data Science and Analytics 

Google Analytics 

Online Listings Management 

Online Reputation Tracking 

Online Reputation Management 

Search Engine Optimization 

SEO Audit 

SEO Consultation 

 

Branding and Creative 

Assets and Deliverables Development 

Brand Development 

Copyright Coordination 

Graphic Design 

HTML 5 Creative 

Interactive Design 

Multimedia Presentations 

Product and Service Launches 

Proofing and Copyediting 

Publication Development 

Content Development 

Blogging 

Content Calendars 

Email Marketing Audit 

Email Marketing Content 

Social Media Audit 

Social Media Content 

Social Media Management 

Video Content 

Website Content 

White Papers 
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PR/Strategic Communications 

Community Relations 

Crisis Communications 

Employee Communications 

Executive Visibility 

Ghostwriting 

Issues Management 

Media Event Planning and Management 

Media Outreach 

Media and Spokesperson Training 

News Writing and Editing 

Public Relations Planning 

Special Events Planning/Management 

Speech Writing 

Doppio® Services 

Doppio Direct 

Doppio Direct IP/Physical Address Targeting 

Doppio Video 

Doppio Pre-Roll 

Doppio Retargeting 

Doppio Dynamic Retargeting 

Doppio Behavioral Display 

Doppio Social Advertising 

Doppio Programmatic TV 

Social Media 

Action and Engagement Tracking and Insights 

Organic Content Development 

Contests/Promotions Development and Management 

Editorial/Content Calendar Development 

Graphic Design 

Post Development 

Post Scheduling 

Profile Design 

Profile Management 

Real-Time Posting and Sharing 

Review and Response Management 

Strategic Social Media Planning 

Tab Development 

 

Media Planning & Buying 

Broadcast Advertising 

Cable Advertising 

Call Tracking 

CTV/OTT Advertising 

Digital Display Advertising 

Media Research 

Media Negotiation 

Media Planning 

Media Placement 

Outdoor/OOH Advertising 

Print Advertising 

Post-Buy Analysis 

Search Engine Marketing 

Social Media Advertising 

Streaming Radio Advertising 

Traditional Radio Advertising 

Video Advertising 
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Approach to Client Onboarding and Campaign Planning 

For us, account on-boarding and campaign planning are about being a sponge. We need to take in 

and analyze as much information as you can provide us – and that we can find elsewhere about you.  

A first step we recommend, especially for new clients, is to work through our strategic planning 

process for marketing communications that we call MAPS™. This Marketing Analysis and Planning 

System ideally addresses the total marketing mix; however, we often employ it for clients needing 

more promotion/communications strategic planning to encompass branding/messaging, advertising, 

public relations and digital/online activities. 

MAPS™  is a collaborative planning process that relies on clients’ 

knowledge and involvement to create consensus and ownership 

of the resulting strategic communications plan. This approach 

provides several benefits including: 

● Diversity of representation and perspective to ensure 

a complete “big picture” 

● Clearly defined and agreed-upon measurable 

objectives, direction and priorities 

● “Ownership” of the plan by the group responsible for 

supporting its implementation 

By combining the subjective components of decisionmaking with the objective elements of research, 

MAPS™ empowers participants to identify opportunities and enables MHP/Team SI to generate an 

actionable, prioritized communications plan that capitalizes on those identified opportunities. 

Even without a MAPS™ session, we’ll want first-party data about your audiences; about 

demographics; about website traffic and social media engagement; about brand awareness and 

reputation; about mailing/emailing lists; about past marketing and communications activities; about 

employee satisfaction; about everything.  

Then, we’ll want any previous marketing and media plans you’ve developed and implemented, and 

the results of those. We’ll want your long-range strategic plan and any operational and 

communications annual plans.  

We’ll then search out on our own any third-party information, data and insights about trends in 

higher education marketing, about your target audiences and key stakeholder groups, about what 

your identified competitors are doing, etc.  
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We’ll thoroughly audit everything you give us and everything we find on our own to build our analysis 

of your current situation. We’ll marry that analysis to the desired results you’ve identified for us.  

Collaboration is key to planning. We want your insights and involvement at every step of the way. 

There may be times during the process where we must retreat to accomplish specific tasks, but at no 

time during planning or implementation – or during the length of the relationship – will we not want 

you engaged.  

The resulting deliverable from MAPS™ is an actionable, results-centric TraDigital™  omnichannel 

marketing communications plan, maximizing the client’s budget for reach, frequency and 

effectiveness. 

Approach to Project Management 

Our promises to each client are “Plan the work and work the plan.” and “No surprises!” These 

philosophies will apply to every part of our business relationship with you.  

Our ability to provide virtually every service in the communications spectrum will allow you to 

maximize the effectiveness of finite marketing dollars by fusing the industry knowledge of your 

professional staff with the core competencies of our team. This sort of immersion helps us effectively 

relate to you, respond to your requests, and interact and coordinate with your partners and 

constituent/stakeholder groups.  

Communications and transparency are key to managing a client relationship and that client’s 

projects. We will document every substantive meeting we have with you then provide that meeting 

summary to you for review. We can/will also provide to you a number of other documents to track and 

evaluate projects:  

● Plans and budgets 

● Media schedules and flowcharts  

● Added‐value/bonus‐delivery reports   

● Digital media metrics 

● Etc.  

We will also employ a number of communications tools to ensure that we stay in close contact and 

that the contact we have is meaningful, including email, telephone conversations, video conferences, 

texts and face-to-face contact, if desired in light of the current pandemic.  

With many clients, we have monthly or even weekly meetings to discuss communications strategy 

and project progress. With other clients, we not only meet with their professional staff regularly, we 
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also attend management meetings, leadership forums, etc. of the client’s “governing” bodies so that 

we are fully informed of the client’s mission and needs and can most effectively support the client 

with marketing communications. We will collaborate with you to tailor the best approach for 

communications, progress updates, account meetings, etc. We will also employ a number of tools to 

manage your projects internally. We will:  

● Create a virtual “job jacket” to collect all work, 

correspondence, review comments and approvals 

for each project. Job jackets are stored by the 

agency for five years and may be reviewed by the 

client at any time. 

● Track agency time/billings in real time for each 

project using the agency’s internal 

project‐management and accounting software 

● Meet internally to shepherd client work through the 

agency 

● Arrive at quality‐control checkpoints for each project as it moves through the agency. 

MHP/Team SI uses a proven process to move a client’s project through the agency. All work and 

related cost estimates are reviewed by the account team leader for strategic direction and accuracy 

before they are presented to you. Other steps in the process include:  

● Each project is presented to the client for input and review. Client‐reviewed projects are 

returned to the agency for revisions. 

● Revised work, cost estimates and production timelines get a final review and approval by 

the client before being released for production.  

● Work is completed and delivered to the client. 

● Accrued agency time and vendor invoices are collected each month for open projects. 

● An itemized bill is prepared detailing the time and costs for each project. 

● This bill is reviewed by the account team leader and compared to client‐approved 

estimates for each project.  

● The detailed bill is then sent to the client for review and payment.  

It is our pledge to you that we deliver the work on time and on budget. We take this commitment 

seriously, and we will proactively engage you in conversations and reviews about work quality and 

client service.  
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Approach to Billing and Commitment to Transparency 

MHP/Team SI believes in accountability and complete transparency with a client. Everything we do for 

you is open to dialogue and evaluation. Should you have any questions about the amount of time we 

bill toward your project, a breakdown of that time (by employee, project and task) is available. And, 

because we pride ourselves on being good stewards of our clients’ dollars and there is no such thing 

as a blank check, we estimate projects in advance for your approval. These business practices help us 

manage your project, control spending and adhere to established budgets.  

As a matter of standard operating procedure, we often procure 

multiple bids for broadcast and production estimates we 

manage for your projects, ensuring both the highest quality and 

best price for the project. Any vendor invoices related to outside 

production billed to you through MHP/Team SI can be provided 

to you; if you do not want the additional paperwork associated 

with having copies of those vendor invoices, we’ll maintain all 

invoices in our files for five years and you can access them at any 

time. Should you have any questions about the amount of time 

billed by the agency, a breakdown of time (by employee, 

function and project) is available. These business practices help 

us manage workload, control project activities and remain within your set project budgets. 

Our billing cycle is “post-bill.” For work completed and/or vendor invoices received in one month, the 

client will receive an  invoice from MHP/Team SI for that work in the following month. Some work 

requires deposits, and reconciliations related to such deposit payments are available to the client. 

Additionally, each agency invoice will show the project by name and number, the tasks completed for 

that project and the value of the hours used to complete each task. Should a client require a more 

customized billing experience, we are happy to work on a mutually beneficial solution. 

Incorporating Research and Analytics into Marketing Strategy 

Research is the key to outlining any strategy, and we proudly position MHP/Team SI as a marketing 

communications ​and​ data firm. Data drives every decision we make for a client. Data is used to set 

actionable objectives and attendant measurements of success/KPIs. Primary, secondary and tertiary 

data is used to understand the lifestyles and motivators of key target audiences, your industry sector 

as a whole, and your opportunity markets and competitors. 

MHP/Team SI believes that the best marketing strategies are girded by the latest in consumer 
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research. In addition to our in-house capabilities to gather primary research, we also  work with 

independent research companies that specialize in marketing research methodologies and 

techniques to meet each client’s individual needs. This allows us to offer a wide spectrum of 

quantitative and qualitative approaches, including mail, telephone and Internet surveys/panels, focus 

groups, and one-on-one, in-depth interviews. Our mission is to provide a research solution, and 

partner with research firms as needed, that can provide clients the design and delivery of research 

information to match their needs.  

We provide the leadership in these efforts, using 

our well-honed strategic capabilities to lead the 

process of research firm selection (if an outside 

provider is needed), methodology and 

questionnaire development, and interpretation of 

results and their implications. The insights 

gleaned from research studies are used directly in 

decisionmaking by our strategy team to create a 

TraDigital™ marketing communications 

approach for you encompassing branding, 

messaging, media placement, content development and public relations. 

In order to develop a successful strategy, we will also evaluate your current position in the market. 

This will help us to define the message and narrow the scope for the most effective strategies, media 

and channels. We have several tools and processes available to begin our analysis: 

● Google Analytics.​ With access to your Google Analytics, we can analyze the markets you 

currently occupy. This will tell us which locations are bringing you the most traffic now 

and based on any current efforts, we will be able to evaluate the effectiveness of those 

campaigns. Google Analytics can do more than just tell us where people are; we can also 

look at how people are interacting with your website, determine how much of that traffic 

is mobile, where users are spending the most time and more just by evaluating your 

current digital footprint. 

● Google Adwords.​ Google Adwords enables us to evaluate the competitiveness of the 

keywords we want to track on both a macro and micro level. We may identify an 

opportunity in a broad match, top-of-the-funnel phrase that we can build a content 
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strategy around. This will also allow us to narrow our efforts for local marketing, which is 

more at the bottom of the funnel. 

● Conductor Searchlight.​ Another tool we use for competitive analysis is Conductor 

Searchlight. This software allows us to identify your current competitive market share. We 

can also use the Competitive IntelliScope tool to monitor specific keywords against 

competitors. We have the ability to see overall website rankings as well as having them 

broken out into different areas of service. 

● Appreciative Inquiry.​ Appreciative Inquiry is a process we use to better assess your 

strengths, weaknesses, opportunities and threats based on focus groups from within your 

organization. We use a third party to conduct the research, compile the data and 

feedback, and deliver the results. We share this information with you and apply it to our 

strategy. Through this process, we are able to understand how your best brand 

ambassadors – those already on your campus and in your network – see and interact with 

you.  

● Facebook Insights and Other Social Media Metrics. ​Social media metrics are a major 

asset to any consumer-research process. Similar to Google Analytics, we use these 

insights to see who is already engaging with your business and where they are located. 

We can drill down into data to better identify opportunities and market share. We can 

also compare your Facebook page(s) to those institutions you admire and/or those you 

consider competitors to see how you rank and are performing in comparison. 

● Email Analytics. ​Email metrics are a big piece of content marketing efforts. If you are 

currently using email marketing, we can evaluate success to help streamline our 

automation and campaign processes.  

● Screaming Frog​ is a third-party software used to crawl your website and those of your 

competitors. We use this to evaluate current SEO efforts and identify gaps we can 

leverage and optimize.  

● Google Trends​ is used to identify your position in the market based on users’ search 

behaviors. This allows us to evaluate possible reach, keywords and scope of the campaign. 

This type of research and analysis is a crucial step in our process. Through the efforts outlined above, 

we combine the data and cross-reference it to identify personas, opportunity markets, current market 

share, current digital footprint, keywords, inbound marketing campaigns, SEO strategies and 
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distribution channels. It is the culmination of all these things working together and strategic 

application and analysis that will allow us to create a TraDigital™ omnichannel marketing approach 

targeted to your desired audiences and designed to garner the desired actions.  

IT Accessibility (Section 508 Standards)  

We firmly believe that the internet should be available and accessible to anyone and are committed 

to providing a website that is accessible to the widest possible audience, regardless of circumstance 

and ability. 

To fulfill this, we aim to adhere as strictly as possible to the ​World Wide Web Consortium’s (W3C) Web 

Content Accessibility Guidelines 2.1 (WCAG 2.1) at the AA level. These guidelines explain how to make 

web content accessible to people with a wide array of disabilities. Complying with those guidelines 

helps us ensure that the website is accessible to all people: people with visual impairments, motor 

impairments, cognitive disabilities and more. 

The websites we develop and host utilize various technologies that are meant to make a site as 

accessible as possible at all times. We utilize an accessibility interface that allows people with specific 

disabilities to adjust the website’s UI (user interface) and design it to their personal needs. 

Additionally, the website utilizes an AI-based application that runs in the background and optimizes 

its accessibility level constantly. This application remediates the website’s HTML, adapts Its 

functionality and behavior for screen-readers used by blind users, and for keyboard functions used by 

individuals with motor impairments. This service is required by all client websites we develop and host 

unless they specifically opt-out of it. 

Screen-reader and Keyboard Navigation 

Websites that we host/develop implement the ARIA (Accessible Rich Internet Applications) 

attributes technique, alongside various different behavioral changes, to ensure users with 

visual impairments visiting with screen-readers are able to read, comprehend and enjoy the 

website’s functions. As soon as a user with a screen-reader enters the site, they immediately 

receive a prompt to enter the Screen-Reader Profile so they can browse and operate the site 

effectively. Here’s how our technique covers some of the most important screen-reader 

requirements: 

● Screen-reader Optimization: We run a background process that learns the website’s 

components from top to bottom, to ensure ongoing compliance even when updating 

the website. In this process, we provide screen-readers with meaningful data using 
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the ARIA set of attributes. For example, we provide accurate form labels; descriptions 

for actionable icons (social media icons, search icons, cart icons, etc.); validation 

guidance for form inputs; element roles such as buttons, menus, modal dialogues 

(pop-ups), and others. Additionally, the background process scans all of the website’s 

images and provides an accurate and meaningful image-object-recognition-based 

description as an ALT (alternate text) tag for images that are not described. It will also 

extract texts that are embedded within the image, using an OCR (optical character 

recognition) technology. To turn on screen-reader adjustments at any time, users 

need only to press the Alt+1 keyboard combination. Screen-reader users also get 

automatic announcements to turn the Screen-reader mode on as soon as they enter 

the website. These adjustments are compatible with all popular screen readers, 

including JAWS and NVDA. 

● Keyboard Navigation Optimization: The background process also adjusts the 

website’s HTML and adds various behaviors using JavaScript code to make the 

website operable by the keyboard. This includes the ability to navigate the website 

using the Tab and Shift+Tab keys, operate dropdowns with the arrow keys, close them 

with Esc, trigger buttons and links using the Enter key, navigate between radio and 

checkbox elements using the arrow keys, and fill them in with the Spacebar or Enter 

key. Additionally, keyboard users will find quick-navigation and content-skip menus, 

available at any time by clicking Alt+1, or as the first element of the site while 

navigating with the keyboard. The background process also handles triggered 

popups by moving the keyboard focus towards them as soon as they appear, and not 

allow the focus to drift outside of it. Users can also use shortcuts such as “M” (menus), 

“H” (headings), “F” (forms), “B” (buttons), and “G” (graphics) to jump to specific 

elements. 

Disability Profiles Supported on Our Websites 

● Epilepsy Safe Profile: This profile enables people with epilepsy to use the website 

safely by eliminating the risk of seizures that result from flashing or blinking 

animations and risky color combinations. 

● Visually Impaired Profile: This profile adjusts the website so that it is accessible to the 

majority of visual impairments such as Degrading Eyesight, Tunnel Vision, Cataract, 

Glaucoma and others. 

● Cognitive Disability Profile: This profile provides various assistive features to help users 
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with cognitive disabilities such as Autism, Dyslexia, CVA, and others, to focus on the 

essential elements more easily. 

● ADHD Friendly Profile: This profile significantly reduces distractions and noise, to help 

people with ADHD and Neurodevelopmental disorders browse, read and focus on the 

essential elements more easily. 

● Blind Users Profile (Screen-readers): This profile adjusts the website to be compatible 

with screen-readers such as JAWS, NVDA, VoiceOver and TalkBack. A screen-reader is 

installed on the blind user’s computer, and this site is compatible with it. 

● Keyboard Navigation Profile (Motor-impaired): This profile enables motor-impaired 

people to operate the website using the keyboard Tab, Shift+Tab, and the Enter keys. 

Users can also use shortcuts such as “M” (menus), “H” (headings), “F” (forms), “B” 

(buttons), and “G” (graphics) to jump to specific elements. 

Additional UI, Design and Readability Adjustments 

● Font Adjustments: Users can increase and decrease its size, change its family (type), 

adjust the spacing, alignment, line height and more. 

● Color Adjustments: Users can select various color contrast profiles such as light, dark, 

inverted, and monochrome. Additionally, users can swap color schemes of titles, texts 

and backgrounds with more than seven different coloring options. 

● Animations: Epileptic users can stop all running animations with the click of a button. 

Animations controlled by the interface include videos, GIFs and CSS flashing 

transitions. 

● Content Highlighting: Users can choose to emphasize important elements such as 

links and titles. They can also choose to highlight focused or hovered elements only. 

● Audio Muting: Users with hearing devices may experience headaches or other issues 

due to automatic audio playing. This option lets users mute the entire website 

instantly. 

● Cognitive Disorders: We utilize a search engine that is linked to Wikipedia and 

Wiktionary, allowing people with cognitive disorders to decipher meanings of 

phrases, initials, slang, and others. 

● Additional Functions: We provide users the option to change cursor color and size, 
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use a printing mode, enable a virtual keyboard, and many other functions. 

Assistive Technology and Browser Compatibility 

We aim to support the widest array of browsers and assistive technologies as possible, so our 

users can choose the best fitting tools for them, with as few limitations as possible. Therefore, 

we have worked very hard to be able to support all major systems that comprise over 95% of 

the user market share including Google Chrome, Mozilla Firefox, Apple Safari, Opera and 

Microsoft Edge, JAWS, and NVDA (screen readers), both for Windows and iOS users. 
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PROPOSED SUBCONTRACTORS FORM 
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EXCEPTIONS FORM 
MHP/Team SI takes no exceptions related to requirements in the RFP solicitation and terms in the 

Standard Services Contract and Solicitation Terms and Conditions located on the OSP website. 
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CONTRACT AND GRANT DISCLOSURE FORM 
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EQUAL OPPORTUNITY POLICY 

Mangan Holcomb Partners and Team SI (MHP/Team SI) are each an Equal Employment Opportunity 

Employer. It is our policy to implement equal employment opportunity to all qualified employees and 

applicants for employment without regard to race, color, sex, age, disability, national origin, religion, 

marital status, sexual orientation, gender identity, genetic information, military status, or other status 

protected by applicable law.  

Positive action shall be taken to ensure fulfillment of this policy. This obligation includes hiring, 

placement, upgrading or promotion, transfer or demotion, recruitment, advertising or solicitation for 

employment, treatment during employment, rate of pay, or other form of compensation, selection for 

training, and layoff or termination. Our objective is to obtain individuals qualified and/ or trainable for 

the position by virtue of job-related standards of education, training, experience, and personal 

qualifications.  
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