
  Case Study: Gehan Homes
Responding to residential home buyer market 
changes in recent years, one of the largest private 
homebuilders in the US sought to swiftly upgrade 
its product offerings. In response to market 
growth, Gehan Homes moved from a starter-home 
product ($150K) to median market home product 
($350K+) over the course of a short 2-year period.

With its product upgrade, Gehan had to clearly 
articulate its upgraded brand image and concept 
for the first time in its 25-year history. It wasn’t 
just about the look of the house, it was about new 
home sales, image, heritage of the company and 
the veracity of its message. Gehan Homes tapped 
Slipher Marketing to assess and translate the 
company’s best assets into a new brand platform.

Over three months, we researched and developed 
a strong and differentiated brand concept upon 
which to communicate and roll out to Gehan 
Homes’ customer base and 200+ home sales 
professionals. The project culminated in company-
wide event and roll out strategy for reintroducing 
Gehan’s updated and upgraded brand to 
stakeholders by its founders and leadership team.

Gehan Homes’ brand platform is the core of its 
current marketing, identity, collateral, in-home and 
online presence.

Industry & Sector
Residential Home Construction | B2C & B2B

Outcomes
• Strong new home sales and continued company 

growth and expansion to date
• First clearly articulated brand concept
• Conceptual foundation for Gehan’s marketing 

communications and brand visual identity
• Internal brand relaunch for the Gehan sales 

team, and a compelling and credible message for 
a newly minted mid-market home product

• Motivated and excited company leadership

Deliverables
Qualitative Market and Client Research
Brand Landscape
Brand Rollout

Unique Challenges
• Primary product upgrade requiring a virtual 

overnight image upgrade to match (from a “soft 
drink” t0 a “champagne”)

• Large (250+) sales team requiring instant 
credibility with customers in terms of brand 
image, quality, differentiation and marketing 
support

• 25-year old company and heritage that had 
never clearly defined or consistently articulated 
its brand promise to stakeholders

• Clear and convincing translation and linkage 
of physical features and attributes of a newly-
introduced home product to a broader brand 
promise, concept and messaging

References
Tim Gehan, CEO, Gehan Homes
Peter Gehan, CMO, Gehan Homes

#outcomes



  Case Study: Kenosha Area 
Business Alliance (KABA)/ City & 
County of Kenosha
Kenosha is the fourth largest city in the state of 
Wisconsin. Geographically centered between 
the major metropolitan areas of Milwaukee 
and Chicago, Kenosha–the city and county–has 
recently begun an economic renaissance. It has 
rebounded from a depressed economic status to a 
growing and thriving destination for businesses 
and residents alike.

In 2011, Kenosha Area Business Alliance, 
supported by the city and county of Kenosha, 
approached us to help build a comprehensive 
marketing strategy to primarily lure and attract 
businesses away from Lake County, Illinois.

Through research, in-depth interviews and 
strategic analysis of the Kenosha brand, Slipher 
Marketing helped KABA build and elevate a 
concept of the previously ignored area to that of 
an unexpectedly rich gem of a community, ripe 
with friendly people and a business-friendly 
atmosphere.

The outcome of the marketing and brand strategy 
was a big success for KABA, and for the community 
at large. The resulting campaign has helped lure 
businesses and residents alike to the area, which 
continues to thrive to this day.

Industry & Sector
Municipality + Regional Commerce Engine | B2B

Outcomes
• The Unexpected Kenosha direct-to-business 

sales campaign and media, which remain to 
this day strong marketing tools for KABA and 
Kenosha County (unexpectedkenosha.com)

• A new and original conceptual framework for 
KABA to build and sell its value proposition 
upon; a conversation-starter with B2B targets

• Growth: year-over-year business growth for 
Kenosha and southeast Wisconsin; Kenosha also 
currently enjoys its lowest unemployment rate in 
eight years

Deliverables
Marketing and Brand Strategy
Strategic marketing insight and assistance in 
creative campaign development

Unique Challenges
• A brand with little or no real identity and a 

longer heritage of economic loss
• A hard-to-reach, narrow target group
• Limited client budget
• Identification of a clear and (most important) 

credible image that business owners could 
engage with and envision in regard to uprooting 
their businesses and moving their employees for 
the sake of better economic outcomes 

References
Todd Battle, President, Kenosha Area Business 
Alliance
Becky Noble, Director of Marketing, Kenosha Area 
Business Alliance

#outcomes



  Case Study: XTO Energy
In the midst of ongoing efforts and activities 
in natural gas drilling (fracking) in the Barnett 
Shale Region of North Texas, XTO Energy tapped 
Slipher Marketing to undertake a Public Outreach 
Strategy. The objective of this strategic exercise: 
to formulate an improved strategic and tactical 
approach to educating and communicating with 
the public-at-large concerning XTO’s own practice 
and approach to natural gas drilling in order to 
minimize damaging mis-information.

Slipher Marketing met with XTO’s on-the-ground 
operations and communications personnel, 
interviewed a range of public constituents 
(inspectors, area politicians, private land owners, 
home owners, neighborhood association presidents 
and others) to gain a better understanding 
of the issue and communication processes. 
Slipher Marketing also conducted an external 
communications SWOT analysis for XTO to self-
assess its public outreach efforts within the Barnett 
Shale.

The central outcome of the exercise was 
recommended sharpened tactical approach to 
messaging and education around the process of 
fracking, backed with clear information, scientific 
data, and a more open and neutral tonality to 
communications–delivered both personally and 
through educational media.

Industry & Sector
Energy | B2C 

Outcomes
• First internal/external study and 

communications strategy for XTO’s Barnett 
Shale public outreach

• Praise from XTO’s Director of Communications 
for a clear understanding of XTO’s 
communication challenges

• Strong buy-in and participation from XTO’s on 
the ground directors of operations

Deliverables
Public Outreach Strategy
Qualitative Market (constituencies) and Client 
Research
SWOT Analysis

Unique Challenges
• Communication with a public deeply divided on 

the issue of natural gas drilling (fracking)
• Need to translate a highly technical process (and 

its benefits) for public consumption
• Integration of communication efforts in 

outreach to constituencies
• No clear “product” or “service” to market; highly 

politicized topic with many misconceptions

References
Nicki Northcutt, Director of Community Affairs, 
XTO Energy
Bret Sano, Partner, Caliber Creative
Brandon Murphy, Partner, Caliber Creative

#outcomes



  Case Study: 
The Dallas Morning News
Established in 1885, The Dallas Morning News  
(TDMN) is Texas’ leading newspaper and the 
flagship newspaper subsidiary of A. H. Belo 
Corporation. It has received nine Pulitzer Prizes 
since 1986, as well as numerous industry awards 
recognizing the quality of its investigative and 
feature journalism, design and photojournalism. 
Its portfolio of print and digital products reaches 
an average daily audience of more than 1.1 million 
people and includes digital news and information 
sites; iPhone, Android and iPad apps. 

Despite The News’ historical and present day 
importance to North Texas, circulation and 
advertising revenues were experiencing double 
digit decline. Topping 25%, the decline was most 
dramatic among advertising agency media buyers.

The News asked Slipher Marketing to determine 
the cause of the steep revenue decline among local 
agencies and provide a strategy to recapture the 
lost revenues.

We met with agency leaders, collected feedback 
from media planners, collaborated with agency 
billing teams and worked with research to create 
a survey which measured 20 key success factors, 
presented a go-to-market strategy to TDMN 
management council and received approval to 
move forward. Over an 18-month period, Slipher 
Marketing implemented a survey to gauge agency 
satisfaction, monitoring 20 key factors ranging 
from “timeliness” to “strategic acumen.” 

Industry & Sector
News media | B2B

Outcomes
• Agency revenue increase of 25% compared to an 

overall category decline during the same period.
• Agency satisfaction improved 100%  - from 

“inferior” to substantially “superior to 
competition” within nine months.

Unique Challenges
• Reverse negative perception of The Dallas 

Morning News advertising sales process
• Change internal billing processes to 

accommodate the unique needs of agencies in a 
125-year-old company, set in its ways

• Hire a new type of “sales” person to interact 
with agencies while not threatening the 
traditional sales team 

Deliverables
Go-To-Market Recommendation
Qualitative Market and Agency Research
Agency Survey Creation and Implementation
Results Reporting and Measurement

References
Fran Wills, former CMO, The Dallas Morning 

News (current General Manager, Kudzu)
Bill Tanner, Senior Director of Research, The 

Dallas Morning News

#outcomes



  Case Study: BankPad™

In 2012, CalTech, one of Texas’ fastest growing and 
highest-rated IT service companies for financial 
institutions, sought to white-label, introduce 
and launch a licensed Apple® iPad® software 
application targeted specifically to small- and 
medium-size bank boards of directors within the 
state of Texas.

Licensed and modified for the banking vertical 
from a UK-based organization (Institute of 
Chartered Secretaries & Administrators), the app 
needed a targeted, fresh, bold, professional and 
instantly-credible brand, visual identity and simple 
message for the B2B banking vertical.

In less than six months, and from scratch, Slipher 
Marketing strategically devised, created and 
launched the BankPad™ app brand for CalTech. 
This included a full brand and target strategy, 
brand concept, visual identity, media plan and even 
iconography and oversight of media creation for 
the app.

Upon a successful launch in Texas, CalTech has 
expanded sales to the rest of North America, and 
has added it to the company’s stable of four core 
service offerings.

Industry & Sector
Banking & Financial Institutions | B2B Services

Outcomes
• An integrated marketing plan and rollout of a 

new product in less than six months
• Strong introduction and product sales of 

BankPad™ within the state of Texas in 2012
• Expanded rollout of BankPad™ product to North 

America in latter part of 2012
• Addition of BankPad™ to CalTech’s four core 

offerings
• Client inspired to change company visual 

identity to bring up to spec with BankPad™ 
brand equity (again tapped Slipher Marketing)

Deliverables
Brand Strategy
Integrated Media Plan
Vetting and Management of Creative & Media 

Unique Challenges
• New, domestically untested B2B software 

product offering
• Highly targeted B2B customer
• Hard-to-reach, somewhat tech-phobic target
• Saturated software market with little 

differentiation between offerings
• Private-label branding

References
Will Welch, CEO, CalTech
Brent McCasland, President & CFO, CalTech
Mike Griffith, BankPad™ Brand Manager

#outcomes



  Case Study: Art of Living
Art of Living (AoL), a leading global foundation 
for meditation and spiritual well-being, acquired 
for development a 300+ acre plot of land in the 
scenic Blue Ridge Mountains of North Carolina 
in 2012. The organization began an ambitious 
project to transform mountaintop property from 
a state of disrepair into a hospitable and inviting 
tourist destination for spiritual renewal and 
transformation.

As a part of the property’s transformation, 
the organization sought to develop a thorough 
strategic marketing plan for luring and retaining 
a very specific subset of spiritually-focused North 
American tourists–those seeking a non-religious 
destination for spiritual retreat and a welcoming 
and accepting place of renewal.

Slipher Marketing was brought into the 
conversation and exploration as an objective 
outside strategic marketing resource. Within a four 
month period, which included in-depth research, 
discovery and planning with AoL stakeholders, 
peers and customers, Slipher Marketing helped 
AoL uncover, define and create a thorough and 
practical plan for cost-effectively targeting and 
attracting these “Cultural Creatives,” as they’ve 
come to be known.

Industry & Sector
Hospitality | B2C Services
Spa & Wellness | B2C Products & Services
Spiritual Tourism | B2B + B2C Services

Outcomes
• A comprehensive plan for marketing a 

completely unique and remote $12+ million 
property, including a world-class ashram, 
temporary living space, residences, restaurant, 
meeting space and spa & wellness center

• A tiered spending and calendarized media 
plan for effectively attracting different target 
subsegments

• Definition and guidance in attracting a wholly 
new target segment (Cultural Creatives) based 
on independent in-depth research discovered by 
Slipher Marketing

• Formulation of the property’s brand position 
and vision for the future

Deliverables
Strategic Marketing Plan
In-depth Target Research & Consulting 
(ethnographic-level research) 
Integrated Media Plan
Visioneering 

Unique Challenges
• Obscure, undefined target market
• Emerging industry with little existing data
• Unique mix of product and service offerings 

with no target awareness or defined segments
• Remote destination
• Cultural divide

References
Nilendu Srivastava, CEO, Blue Ridge Preservation, 
Inc.
Manish Tandon, Director of Marketing, Art of 
Living Retreat Center

#outcomes
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