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our approach                       During the past five years, magazines redesigned by Hammock 
Inc. have consistently won top national awards for their new looks, their 
new positions, their new power. The key to our success? We call our strategy 
the Hammock Redesign Process (HRP). At Hammock, we believe the key 
to effective marketing is less about what you say about yourselves and more 
about what your audience says about you. So our process begins with listen-
ing. A lot of listening. We listen to our clients and immerse ourselves in 
their cultures and their strategic goals. We listen to their key channel partners 
and to their customers or members—the readers. The more we listen, the 
more we learn. The more patterns we recognize. The more we understand. 
When the readers tell us their stories, we are given the key to unlock our  
client’s redesign challenges. Those stories provide the roadmap to where the 
HRP will take us.



restore

[  case study:   national society daughters of the american revolution  ]



May/June 2007D a u g h t e r s  o f  t h e  A m e r i c a n  R e v o l u t i o n

William Thornton’s 
Mind for Design

The Journey of the Liberty Bell

She-Merchants: 
The Far-Reaching Empires 
Of Colonial Businesswomen

Annapolis: A Capital Preservation

Footwear 
in Early 

America

then now

the client: Founded in 1892, the National Society Daughters of the American Revolution, headquartered in Washington, D.C., is a patriotic 
women’s organization, dedicated to its three guiding tenets of education, historic preservation and patriotism.  the assignment: We were asked 
to create a magazine that reflects the DAR of the 21st century—a modern women’s organization steeped in tradition and volunteerism, dedicated 
to carrying on the spirit, mission and legacy of its founding members. We were charged with positioning the magazine to reach a broader audi-
ence, function as a recruitment tool for new, younger members, and increase circulation. the solution: Hired to produce and publish American 
Spirit in July 2002, Hammock focused on designing a magazine that readers would pick up off the newsstand and be proud to display on their  
coffee tables. The new design had to appeal to women between the ages of 18 and 54, which is below the Society’s average age. The stories in American 
Spirit had to concentrate on the Society’s core concerns: history—especially women in history—genealogy, education, patriotism and preservation, 
showing the human side of American life from Colonial times to the present. Once the HRP was applied and executed, the DAR experienced a  
37 percent increase in circulation growth (closing in on the goal of making the magazine a revenue-neutral project), received an outpouring of 
positive feedback and support from its members, and won numerous prestigious design and editorial awards in the custom magazine category.
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September/October 2007D a u g h t e r s  o f  t h e  A m e r i c a n  R e v o l u t i o n

Cooking a 
Colonial Breakfast

I’ll Drink to That: 
The Role of Taverns in the
American Revolution

A Grand Tour of 
Hyde Hall

Best Foot Forward: 
The Evolution of Early
American Dance

Tracing Captain John Smith’s
Historic Trail
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To
those who play and enjoy its haunting music, the violin is in every way a living art.

iolin 

the

By Laura Flynn Tapia

March/April 2007D a u g h t e r s  o f  t h e  A m e r i c a n  R e v o l u t i o n

TAPPING FOR
Maple’s 

Sweet Gold

REVOLUTIONARY
MARTYRS: 

The Story of the
Prison Ships

THE WOMEN 
OF THE RATCLIFFE-

ALLISON HOUSE 
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THE SMALL BUSINESS MAGAZINE from NFIB

Enter the 
Dell/NFIB
Small Business
Excellence Award 
Details on pg 17

TAX TIME
NFIB’s annual 

guide to 
small-business 

taxes

MANUAL

Growth Gone

Wild
5 TIPS for managing 

unprecedented growth

the client: The National Federation of Independent Business is the nation’s leading small-business advocacy association, with offices in  
Washington, D.C., and all 50 state capitals. the assignment: Hammock was tasked to redesign and reposition a publication that made  
members aware that NFIB published MyBusiness as a benefit of membership, as well as communicate brand value and serve as a prospecting tool for new  
members. NFIB also wanted the magazine to generate revenue through advertising and other channels to control production costs.  
the solution: The magazine’s architecture was designed to allow a mix of NFIB-centric copy and feature stories more appealing to readers and  
advertisers. Following the redesign, research revealed we had successfully positioned MyBusiness, and more than 97 percent of readers  
understood the magazine came from NFIB, up from near 50 percent. The magazine, which we packaged in combination with other  
redesigned digital assets and events, has seen increasing revenues each year as small-business marketers view MyBusiness as a viable channel for  
reaching their desired target audience. 

then now

[  case study:  the national federation of independent business  ]
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Big business 
loves 
mediocrity: 
They put 
process first 
and product 
second.

The 
Next

Thing
Why bigger 

isn’t always
better

...________

By Rex Hammock    
Photos by Matthew Gilson

Jason Fried of 37Signals

“
”Small

W W W. M Y B U S I N E S S M A G . C O M JUNE/JULY 2007
®

THE SMALL BUSINESS MAGAZINE from NFIB

Headaches
Handle the

No Vote, 
No Voice

What the card-check 
bill could mean 

for your business

No Vote, 
No Voice

*

ISSUE AT HAND

Confronting five 
big burdens of owning a

small businessTips to achieve true road-warrior statusMANUAL

5:30 
a.m.

of a 
small-business
owner
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gone
– by Lena Basha –

5WAYS 
TO KEEP 

UNPRECEDENTED
GROWTH FROM

KILLING YOUR
BUSINESS

growth

“The struggle is
figuring out what
to do when. You
have to take a
sober look at 
your resources.”

– CARTER WEISS, co-founder of Built NY

AARON LOWN, CARTER

WEISS AND JOHN ROSCOE

SWARTZ PLANNED FOR 

THE PHENOMENAL

GROWTH BUILT NY HAS

EXPERIENCED IN THE 

LAST FOUR YEARS.
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Uncommon Enterprise S T R A N G E B U T T R U E

AS AN ATTORNEY, Nathan Sawaya used to build
cases for his clients. Today, he’s a builder of a
different sort. As owner of BrickArtist.com,
Sawaya is a professional LEGO artist whose
work has been featured everywhere from
NBC’s “Today Show” to the Los Angeles Times.

Like many small businesses, Sawaya laid the
foundation for his LEGO enterprise from a
hobby. “I would build LEGO sculptures after
work and put photos of them on my Web site,”
he says.“One day I got so many hits on my site
that it crashed. I realized then that I had a
viable business.”

Sawaya’s first exposure to the plastic bricks
was on Christmas morning 1978. “My grand-
parents gave me my first box of LEGOs,” he
says.“I remember ripping into the package and
building a LEGO house right then, oblivious to
the rest of Christmas morning.”

His creations have come a long way since his
first toy house. Corporations and individuals
now pay Sawaya thousands of dollars for cus-
tom sculptures that take him several weeks to
finish. He has built a 7-foot replica of the
Brooklyn Bridge, a life-sized Tyrannosaurus
Rex and mosaic portraits of everyone from
Alfred Hitchcock to Lindsay Lohan.

Though recognized and endorsed by the
LEGO corporation, Sawaya doesn’t have inside

access to their plastic pieces. “Part of the
appeal of my work is that all of the mate-

rials I use in my sculptures are the same
LEGO bricks anyone can buy at the
store—I just use thousands and thou-

sands of them.”
BY SHANNON McRAE

PHOTO BY BILL CARDONI

PIECE ON
EARTH
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THE OFFICIAL MAGAZINE OF
THE AMERICAN 

WATERCRAFT ASSOCIATION

SOUTHERN FRIED FREERIDE
Group K: Stand-up Guys

A TALE OF 2 TIDES
Livin’ Easy on Lake Norris

‘DEAN’ OF THE 
PWC NATION

Kawasaki's PR Guru, John Donaldson

WORLD 
FINALS

Rec Riders Welcome
HONDA 

AQUATRAX
Promises Made and Kept

SUMMERTIME...
RIDIN’RIDIN’IS EASYAND THE

the client: The American Watercraft Association brings together personal watercraft enthusiasts, dealers and manufacturers who work to protect 
their rights to ride and maintain PWC access to all of America’s waterways. the assignmenT: We were charged to reposition the magazine as a PWC 
general-interest magazine focused on family, recreational use and safety, rather than exclusively on racing and events. We wanted to reflect the  
excitement and fun of the sport through an inspired and engaging design. Not only did we want to affirm PWC purchasers of their investment, 
but we also wanted to use the magazine to educate readers on safe, responsible PWC use. the solution: Research conducted as part of the HRP 
led us to rename the magazine from Jet Sports to Ride PWC Magazine to communicate the transition in content, design and audience. Looking to surf-
ing and boating magazines for inspiration, we designed the magazine with clean lines and a clear distinction between departments, features and  
association news. We mapped out five primary uses for PWC—family togetherness, performance, racing, escape and utility—and focused visuals and 
editorial copy on each of those areas. We added profiles of AWA’s corporate and dealer sponsors, whose support enables the association to continue 
its mission. On the digital front, in October 2007 we will launch RidePWC.com, a multimedia, integrated platform site designed and built by  
Hammock to incorporate social media from across the Web into one site dedicated to all things PWC. 

then now

[  case study:  american watercraft association  ]



EIGHT GREATS
Ride Magazine Staff Report

Meanwhile, 
let’s get wet!

Put
these
waters
under
your
ride!<<>>

>

If we have said it once, we’ve said it thousands of times—you bought your PWC to
Ride, and this land is chockfull of great places to do it. From sea to shining sea, from
the mountains to the prairies, to—well, you get the idea. 

Every issue, our “Daytrip” department brings you a new spot to wet your hull. But
as our blue-green-white-brown marble of a planet swings once again toward the 
vernal equinox, we decided to inspire you to pull the tarp off your PWC and splash-
down early, with a highly arbitrary list of watering holes big and small, near and far,
that welcome PWC riders in many different ways with many different waters.

We spent a good part of the winter arguing about these, and bet that you’ll 
wonder why we didn’t pick one of your faves. Let us know what’s on your list—we’d
like nothing better than to do this list again in a few months. 
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THE OFFICIAL MAGAZINE OF
THE AMERICAN 

WATERCRAFT ASSOCIATION

AWA TRIUMPHS IN MONTANA
2007 Racing Calendar

PWC RACING HALL OF FAMERS
Hang Time in Daytona

eight
Greats

SAFE ‘DAM’
RIDING TIPS

YOU NEED THIS:
Bolt-on Adds for Power
and Prestige

GOOD PEOPLE 
TO THE RESCUE
AWA Members Save Lives

*Our Picks for
Spring Rides

[  case study:  american watercraft association  ]
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WHILE WE HERE AT RIDE
ENCOURAGE YEAR-ROUND 

ENJOYMENT OF YOUR PERSONAL
WATERCRAFT—MADE POSSIBLE 
BY THE EXCELLENT ARRAY OF 

WARM CLOTHING AND OTHER GEAR 
FOR COLD WEATHER RIDING—

WE KNOW THERE ARE STILL A FEW 
OF YOU WHO PARK YOUR CRAFT THE
MINUTE THE FIRST GLIMMER OF RED

HITS THE MAPLE LEAVES.
BY BILL HUDGINS

ILLUSTRATION BY MATT VINCENT 

THE

Disclaimer—these are general recommendations. Be sure to check your owner’s man-
uals for specific instructions for the various PWC brands and models.

WAKE( )

SEPTEMBER/OCTOBER 2007 www.awahq.org68

P H O T O  B Y  K E R R Y  B R A D L E Y

B E R G - O - M E I S T E R
A  P W C  M A K E S  A  P E R F E C T  

V E S S E L  T O  S U R V E Y  A N  

I C E B E R G  U P  C LO S E  I N

A L A S K A’ S  R E S U R R E C T I O N  B AY.  
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MARINE

A HAND 
IN HISTORY

BIG BIRD

THE CORPS’ NEW MUSEUM PRESENTS
OUR HISTORY, HERITAGE AND SPIRIT

MAJ. JOE WINSLOW 
PRESERVES PRIDE 
& ESPRIT DE CORPS

THE MV-22 LAUNCHES
A NEW ERA FOR 
MARINE AVIATION

MCL SPONSORS
THE 1ST EVER NATIONAL
MARINE CORPS LEAGUE,
MARINE CORPS 
BIRTHDAY BALL

EAGLE, 
GLOBE & 
ANCHOR
USMC NEWS

Once a Marine, Always a Marine J U L |AUG|2006

What it means to be a

WWW.MCLEAGUE.ORG

TM

the client: The Marine Corps League is a congressionally chartered organization, founded in 1923 to promote the interests of the United States  
Marine Corps. the assignment: We were assigned to attract a younger audience of Marines and infuse and invigorate the 26-year-old magazine with a 
fresh, bold look. The MCL wanted us to tell their story in a way that fosters pride on behalf of readers— in their membership and service in the Corps. 
the solution: The initial stage of the HRP centered on conducting exhaustive interviews with stakeholders, members and targeted members—a  
listening and learning immersion into Marine culture. From those conversations, we proposed a strategic move: Rename the publica-
tion from The Marine Corps League Magazine to Semper Fi, the Magazine of the Marine Corps League to tie into the Corps’ motto, Semper Fidelis (Always  
Faithful). We also recommended increasing frequency from a quarterly to a bimonthly schedule to appeal to advertisers and serve the membership on a 
more regular basis. Our work resulted in that most enviable of outcomes: buzz creation. According to Executive Director Mike Blum, each member of 
the MCL Board has told him that Semper Fi is the talk of the League and the Marine Corps community, a fact that he’s confirmed firsthand in his travels 
across the county. Advertisers are flocking to the magazine as they view it as a marketing vehicle worthy of their brand. One year after relaunch, younger 
members are joining the League, and magazine circulation is up 5 percent, desirable outcomes credited in large part to the redesign.

then now

[  case study:  marine corps league  ]



WHAT IT 
MEANS TO

BE A
MARINE

Most museums capture only the past. When it opens on 10
November 2006, The National Museum of the Marine Corps
will attempt to do something far different and more difficult—
to impart to non-Marines a sense of the living tradition of the
Corps. That goal is engraved above the Museum’s entrance:
Enter and Experience What It Means to Be a Marine. 

THE NATIONAL
MUSEUM OF THE

MARINE CORPS WILL
SHOW THE WORLD

WHAT ONLY THE 
FEW HAVE SEEN ||
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Once a Marine, Always a Marine MAR|APR|2007

WWW.MCLEAGUE.ORG

TM

BIGGEST-EVER
MARINE
WEST 2007

BACK IN 
COUNTRY

BLOOD
THE

STRIPE

MARINE FOR LIFE
WE’VE GOT YOUR BACK

A CAG MARINE 
REVISITS VIETNAM

‘FROM THE HALLS OF MONTEZUMA’ TO TODAY

[  case study:  marine corps league  ]
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Next to sleep, food ranks near the top of the list
of things Marines think about all day. Food even
outranks sleep as being memorable: Decades 
after active duty, veterans can recall great meals
in exquisite detail—and lousy ones in more 
colorful terms. Food evokes memories of place and
time and comrades, of bullets flying and blessed
respite from battle, of “liberating” supplies to
fight boredom and of liberties in exotic places. 

How now,

Ch w?
corps

64 S|F  THE MARINE CORPS LEAGUE

An F/A-18 Super Hornet moves so
quickly through the sky it condenses moisture around the plane’s thrusters, creating a cloud-like effect around the tail of the jet.

PHOTO BY PFC CHARLIE CHAVEZ

FAR HORIZONS

20:OCTOBER:2006
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