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The Hodges Partnership was founded in 2002 by a longtime, 
award-winning television journalist and a veteran PR 
professional. Jon Newman and Josh Dare set out to create the 
kind of agency that both of them would have wanted to work 
with in their former professions: an agency that understands how 
the media works, a firm that cares as much about their clients’ 
business as the clients themselves. 

Over the past decade, The Hodges Partnership has grown, 
building our reputation on the backs of superior strategic 
thinking, solid media relations capabilities and a bold embrace 
of new communications tools and platforms. Today, The 
Hodges Partnership is one of the top 100 PR agencies in the 
country (O’Dwyer’s 2012 rankings). Our expertise is in helping 
extend our clients’ brands into platforms beyond traditional 
advertising—through media relations, events, promotions and 
social media. We create campaigns that amplify our clients’ 
brand identities in ways that distinguish them from their 
competitors, raise their visibility among target constituencies 
and create palpable energy in the marketplace. The sum of this 
skill set is what we call strategic communications.
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Along the way, we have helped an array of clients—local and 
national, start-ups and FORTUNE 500 companies, for-profit 
and non-profif—raise their visibility, enhance their reputations, 
introduce new products and drive sales. Above all, THP is 
an agency built on honesty and trust, professionalism and 
good humor, value and transparency and staffed by the most 
likeable, capable and experienced people we could find.



Media Relations
Media relations – truth be told, it’s what we do best and the 
reason why many of our clients come to us in the first place. 
They’re looking for the credibility and exposure that comes 
with that well-placed article or news segment. Our clients have 
appeared in major outlets like NBC’s TODAY show, ABC’s World 
News Tonight, The New York Times, The Wall Street Journal and 
NPR as well as such familiar publications as Real Simple, GQ, 
Garden & Gun and Vogue, not to mention innumerable trade 
publications and websites of all varieties.

Writing and Editorial Services
We’re as much known for our words as our deeds and are 
proud of our versatility when it comes to writing. Along with 
news releases and other media materials, we’ve crafted 
company newsletters and annual reports as well as speeches, 
white papers and copy for websites and social media 
platforms. Our copy has appeared in company magazines, 
brochures, print and electronic newsletters, company 
Intranets, posters, billboards, public service announcements 
and on blogs. Our commentary pieces on behalf of clients have 
appeared in such outlets as the Christian Science Monitor, The 
Huffington Post and The Richmond Times-Dispatch. 

Core Competencies 

Social Media and Community Management
Over the past several years, social media has become an ever-
larger part of many organizations’ communications plans. We 
help our clients, big and small, set up outposts in the social media 
landscape that help them interact directly and efficiently with 
their core constituencies. From developing social media strategy 
to creating engaging content to managing and monitoring social 
media activity, Hodges works to craft social media programs that 
help our clients extend their brand into increasingly important 
social media spheres. By the way, much of this work is done 
under our digital arm, Hodges Digital Strategies, but to our 
clients, that’s just semantics. HDS also designs and develops 
higher-end websites and web apps, social applications for 
platforms like Facebook and mobile apps.



Agency Leadership

Jon Newman
Jon worked on-air and in management 
at a number of radio and TV news 
organizations in New Jersey, Tennessee 
and Virginia before joining The 
Martin Agency. He parlayed his media 
background into national media 
placements for countless clients, 

and that media relations focus is still a core competency at The 
Hodges Partnership. As the media landscape has changed, Jon’s 
focus now also includes social and digital media. His former 
blog, Jon’s PR 1.5, chronicled the shift from old-world PR pro 
to the new world of social and digital. He serves as a social 
media consultant for a number of clients, speaks publicly on the 
subject and taught a class on the topic at VCU. Jon is a graduate 
of Leadership Metro Richmond and has served on the boards 
of organizations as diverse as the Henricus Historical Park and 
the Rockville Little League. He is a proud graduate of Rutgers 
University and can be seen there on home football weekends. 
Jon lives in Glen Allen, Va., with his wife Kyra, children Sarah and 
Zachary and their lagotto romagnolo, Mario.

Josh Dare
Josh’s career in communications 
spans more than three decades. He 
spent the early part of his career in 
the federal government, working in 
the press office at the FBI and the 
National Endowment for the Arts 
as well as on Capitol Hill as a press 

secretary. His move to the private sector included positions at 
Sallie Mae, Circuit City and The Martin Agency and two high-
tech startups. A Leadership Metro Richmond graduate, Josh is 
actively involved in the community, having served on the board 
of Greater Richmond SCAN (Stop Child Abuse Now) for 10 years 
and currently serving on the board of William Byrd Community 
House and ImpactMakers and on numerous nonprofit marketing 
committees. He also is the chair of the Community Idea Stations’ 
Big Idea Challenge and a member of Trinity United Methodist 
Church. Josh received his degree in English from Gettysburg 
College. He and his wife Rose are parents to Tucker and Cammie.



Since 2010, we have been pleased to broaden our capabilities 
with the launch of Hodges Digital Strategies. Emerging social 
media and mobile applications are changing the face of public 
relations, and HDS is not only providing strategic counsel on how 
to best leverage these popular platforms, but we also are playing 
a leadership role in developing the back-office technology for 
websites, Facebook and mobile applications.

Hodges Digital Strategies specializes in digital strategy, interaction 
design and development, mobile application development and 
analytics. We were amongst the first development groups on 
Facebook and have a wealth of experience building custom 
landing pages, custom applications, widgets and social contests. 
Our fundamental belief that “All Digital is Social” informs our 
design and development of standalone websites and internal 
communities. 

Our collective team consists of business strategists, information 
architects, native web and mobile designers and developers with 
expertise in the latest web technologies.

For more on HDS visit http://hodgesdigital.com.

About Hodges Digital Strategies



Case Studies



ChildFund International, which works in 31 countries to assist 
some of the world’s poorest children, has unique access to 
a group that would otherwise go unrecognized by much of 
the general public and the mainstream media. ChildFund has 
recently given voice to its constituents through an annual 
survey, Small Voices, Big Dreams, which is comprised of more 
than 5,000 in-person interviews with poor children in Africa, 
Asia, the Americas and in certain developed countries. 

The Hodges Partnership’s role for the survey has been to: 
1) create a news release summarizing the survey’s findings, 
comparing and contrasting worldwide findings with those in 
the United States; 2) create a Survey Data Report PDF, which 
acts as an executive summary and graphical explanation of the 
survey results; and 3) national media relations to publicize the 
survey here in the United States. We have created the annual 
news release and PDF with the U.S. market as our primary 
focus, but ChildFund International does distribute them to 
communications professionals in their localities to either use 
“as is” or to modify to their needs. 

From a media relations perspective, the timing of the survey is 
challenging because worldwide release of the survey coincides 
with Thanksgiving – and there has not been flexibility on that – 
but THP still has been pleased with results appearing in outlets 
such as CBS News Radio network, Reuters, AP, Time.com, The 
Washington Post, The Huffington Post and The New York Times 
Motherlode blog over the past two years. 

ChildFund International 
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Survey Results
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   Provide parks and recreation

   Improve safety/security

   Provide clothing

   Provide shelter

   Improve healthcare

   Support/protect them

   Make more food available

   Improve education

What would you do as president [leader] to 
improve children’s lives?

“I would take all children to school, to 
have education.” (Age 12, Angola)
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Developed

“i’d put an end to world poverty.”  
(age 11, Brazil)

“i’d give the street children a home and put 
them in school.”  (age 11, Brazil)

“i will create an opportunity for those 
who have no access to education. “ (age 
11, ethiopia)

“if i were president i would do much work 
on food security in order to stop hunger of 
children.” (age 12, ethiopia)

“i will not be able to become the president 
of afghanistan as a woman doesn’t have 
right to be the president of afghanistan.”
(age 11, afghanistan)

“i will build nice schools and will provide 
notebooks and pens to all children.”
(age 10, afghanistan)

“i’d take the children off the streets.”  
(age 12, Brazil)





Founded in 2000, Snagajob is an hourly employment 
network. With more than 35 million job seekers, Snagajob 
helps such employers as Verizon Wireless, T-Mobile, Target, 
7-Eleven and Chipotle Mexican Grill, among others, through 
its job postings and talent management services. 

Background
The Hodges Partnership was approached by Snagajob in 
2003 for a one-time project aimed at gaining media attention 
during the summer job season. Within weeks, the story was 
picked up by personal finance journalist Jean Chatzky for the 
Today Show and Time and by The Wall Street Journal. 

These placements led to an ongoing relationship between 
Snagajob and Hodges, which is going on nine years and is our 
longest-running account. We have supported the company 
with consumer, trade and local media relations and strategic 
counsel as it has grown its business from a start-up to a 
company with 250 employees. 

The Work
To engage the consumer audience – the hourly job seeker– the 
overarching strategy has been to position Snagajob as both 
the champion of the hourly worker and as hourly job experts. 
For example, in 2005, a satellite media tour with Bill Rancic, 
the first winner of “The Apprentice,” kicked off the “Campaign 

Snagajob

to Hire America” from the floor of The Home Depot. We take 
advantage of seasonal opportunities when the media are 
primed to talk about hourly jobs, offering annual surveys of 
hiring managers and their expectations for both the summer 
job and holiday job seasons. 
Consumer coverage regularly 
includes places like Good 
Morning America, USA Today, 
CNNMoney, Time and wire 
services such as McClatchy. 
To engage the employer 
audience – which can include 
franchise and corporate 
owners across quick-service 
restaurants, casual dining, 
retail and convenience 
stores and hotel operators, 
to name a few – Hodges has 
zeroed in on trade outlets of 
importance to those business operators. Through surveys, 
ghost-written commentaries, phone briefings and by closely 
following editorial calendars, Snagajob has earned coverage in 
places like Chain Store Age, STORES, QSR magazine, Nation’s 
Restaurant News, Convenience Store News and others without 
the support of trade advertising. 



Snagajob



Every year, the small-kitchen appliance industry descends on 
Chicago as part of the massive International Housewares Show 
(IHS), Hamilton Beach’s must-attend trade show for its access 
to buyers and vendors. Like any industry’s major tradeshow, 
it is a battleground between companies in a competition to 
score large amounts of national media attention.
 
Hamilton Beach, in order to score placements over “sexier” 
brands like KitchenAid, Bosch and Cuisinart, needed to be 
proactive to get the media into its booth and to consider its 
products. The Hodges Partnership worked its media relationships 
to identify the journalists who were covering the show, built 
strong relationships with IHS’s in-house media team to leverage 
their relationships with attending media and even scanned the 
crowds for passing media to invite them into the booth.

The results were remarkable by any standard. In the three years 
THP supported Hamilton Beach, we were able to convince the 
only morning shows in attendance to do their live remotes from 
the Hamilton Beach booth and to feature its new products. In 
one year alone, we landed four morning show hits across all 
three major networks. In addition, coverage directly related 
to THP media relations included outlets like The Wall Street 
Journal, USA Today, Good Housekeeping, First for Women and 
Real Simple, among many others. 

Hamilton Beach



Carpenter Co. asked for huge national engagement to support 
the public information mission of its sleep tips and information 
website SleepBetter.org. The Hodges Partnership secured Betty 
White and then executed an media event, online community 
campaign and media relations around her support of The 
Bedtime Stories Project – an effort to remind America about the 
importance of teaching a healthy sleep routine for children and 
adults.

White was the center of the media relations strategy, and it 
was supported with a national survey to find America’s Favorite 
Bedtime Story (Goodnight Moon), a user-generated bedtime 
story contest and an event to frame the media pitch. 

THP turned a large event hall into a cozy, bedroom-themed area 
for White to read Goodnight Moon and the winning bedtime 
story among the more than 100 full stories submitted to a large 
gathering of children and their parents. With that, THP pitched 
an opportunity for the media to interview Betty White who had 
a health and wellness message for families – all in a fantastic 
(branded) environment.

The media jumped at the opportunity. Entertainment Tonight, 
Extra!, E! Entertainment, MSNBC, Reuters and OK Magazine, 
among others, covered the The Bedtime Stories Project. Do you 
need a nimble agency? If so, it’s worth noting we executed this 
in just two months. 

Carpenter Co./SleepBetter.org



What We Heard
Picture Fred Flintstone tippy-toeing to the line about to let his 
bowling ball fly. That’s how AMF Bowling was approaching its 
foray into social media—enthusiastically but cautiously, with 
an overriding desire to stay in control of its message while 
reaching more fans. AMF turned to HDS to develop a sustained 
social media program that would keep content focused on the 
promotions, events and news happening in its centers around 
the country. AMF wanted to continue to engage its fans, using 
Facebook to keep bowling top of mind and provide ongoing 
incentives to go bowling. Most of all, it wanted to focus on 
drawing more fans into AMF lanes. 

What We Did
While HDS developed and managed AMF’s Facebook and 
Twitter personas, our primary focus was on Facebook, 
particularly on developing fresh content that could be 
uploaded to the page on a regular basis. HDS and AMF’s 
marketing department met weekly to discuss story ideas, 
updates to the custom pages and responses to select customer 
comments. We also managed an editorial calendar, which 
listed planned status updates for the coming weeks. To 
encourage fan engagement, we not only provided information 
on in-center promotions and events, but we also developed 
a series of Facebook contests that substantially increased fan 
activity on the page. Contests such as the Summer Unplugged 
Pin Decorating Contest and The Golden Ticket Giveaway 
overwhelmingly were received by AMF’s Facebook community.

AMF Bowling

What Happened Next
Since HDS laced up our bowling shoes, we helped triple the 
size of AMF’s Facebook fan base, which currently stands at 
around 100,000. While growth has remained steady, AMF has 
seen steep increases, about 1,000 additional fans per month, 
especially during the periods when it runs full-scale contests. 
From a qualitative perspective, AMF has developed a loyal and 
growing legion of fans who not only take advantage of contests 
and promotions, but also come to the brand’s defense when a 
negative comment is posted on the page.



Results
We guess you could say that the HDS development team 
knocked it out of the park, and within the first few months 
after launching the new app, Rutgers already had 2,500 
downloads, an impressive number for a paid application that 
was targeted exclusively to the niche Rutgers community. 
About two-thirds of those downloads have been for the 
iPhone version, while the remaining downloads were 
specifically for the iPad version. With downloads growing 
every day, some anecdotal evaluation of the application can be 
seen on the numerous consumer review sites, including one 
app user who noted that the app “has everything the Rutgers 
athletics fan needs to follow his favorite team…well done.”

Rutgers University likes to lay claim as the birthplace of 
college football. As home to some of the most historic 
traditions in intercollegiate athletics, and team spirit deep 
in its roots, it’s no wonder the interest in and love for the 
Scarlet Knights run deep.

Goals
Given the latest advances in mobile platforms, Rutgers’ athletic 
department wondered if some of the school’s “nonrevenue” 
sports could be made available on mobile devices, such as 
tablets and smartphones. Imagine, for example, watching a 
men’s soccer game, women’s field hockey or a swim meet in real 
time on a mobile device. Parents, alums, recruiters and recruits 
would be a ready audience for such an application. The goal was 
to find out if it was feasible.

Strategy
Drawing from all of Rutgers current technologies, Hodges 
Digital Strategies developed a mobile application for both 
the iPhone and the iPad that utilized variations of the same 
design to make the best use of screen real estate for each 
device. The mobile application provides aggregated social 
media updates, RSS’d from Facebook and Twitter feeds into a 
social section of the app called the “Upstream.” It’s here that 
fans can view their favorite sporting events, from volleyball 
and soccer to wrestling and even “big” sports like basketball 
and football.

Rutgers Athletics



Contact THP

1805 E. Broad Street
Richmond, VA 23223
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http://hodgespartnership.com


