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How “Caught Here. Not Brought Here.” Made Texas Shrimp the Obvious Choice 
(Link to deck here) 
 
Client: Texas Department of Agriculture – Wild Caught Texas Shrimp 
Industry: Agriculture / Seafood 
 
Challenge: 
Texas shrimpers faced increasing pressure from low-cost imported shrimp, with consumers and 
foodservice decision-makers struggling to distinguish local, wild-caught shrimp from imported 
alternatives. 
 
Solution: 
Hahn launched a two-year, research-driven integrated campaign anchored by “Caught here. Not 
brought here.” to clearly differentiate Wild Caught Texas Shrimp through education, pride of 
origin, and omnichannel storytelling. 
 
Key Outcomes: 
 

●​ The paid campaign delivered a total of 101,388,925 impressions since the campaign began 
in October 2024, successfully achieving and exceeding the targeting impression goal of 81M 
impressions by 1.2x.  

●​ Through four seasonal earned media pushes, the campaign secured 203 placements 
delivering 185M+ impressions across online, print and broadcast outlets. 

●​ 106.6K users driven to WildCaughtTXShrimp.com 
●​ 38.5K Meta engagements across nine influencer campaigns 
●​ Sustained awareness and differentiation across consumer and trade audiences 

 
Deliverables: 
Advertising, Brand Guidelines, Brand Strategy, Campaign Creative, Community Engagement, 
Content Creation, Content Strategy, Copywriting, Data & Analytics, Influencer Marketing, 
Integrated Campaigns, Video & Animation, Optimization & Testing, Public Relations, Research & 
Trends, Social Content & Management, Social Media Strategy, Websites 
 

The Challenge 
Imported, farm-raised shrimp – primarily from overseas – had become visually indistinguishable 
from Texas wild-caught shrimp at grocery stores and on restaurant menus. Despite strong 
consumer interest in local and high-quality food, purchase decisions were largely driven by price 
due to a lack of clear differentiation at the point of choice. 
 
For the Texas shrimp industry, this erosion of perceived value threatened not only sales, but 
long-term economic viability for coastal communities. The challenge was to cut through a 
crowded, price-driven marketplace and reframe Wild Caught Texas Shrimp as a premium, 
pride-worthy choice rooted in quality, traceability, and Texas identity. 
 

https://docs.google.com/presentation/d/1Cquwd80Rl74WpJvLKOd3ZRhJx2sZGt4-sv80vUjRMN4/edit?usp=sharing
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Objectives 
Primary Objective 
 

●​ Increase awareness and differentiation of Wild Caught Texas Shrimp versus imported 
alternatives among Texas consumers. 

 
Secondary Objectives 
 

●​ Influence restaurant owners and foodservice decision-makers to source and identify Wild 
Caught Texas Shrimp on menus. 

●​ Reinforce trust, transparency, and pride in Texas seafood. 
 
Measurement of Success 
 

●​ Impressions and reach against benchmark goals 
●​ Website traffic and engagement 
●​ Influencer engagement metrics 
●​ Search behavior shifts related to shrimp origin (Google Search Lift) 
●​ Quarterly reporting against defined imprint benchmarks 

 

Strategy (The Approach) 
Research revealed a critical insight: while Texans value local products, most could not confidently 
identify where their shrimp came from or why it mattered. At the same time, restaurant menus 
often failed to specify shrimp origin, removing another opportunity for informed choice. 
 
The strategy focused on differentiation through origin. By clearly and repeatedly answering 
questions like Where did your shrimp come from? How far did it travel? How long did it take to 
get here?, the campaign reframed shrimp from a commodity into a story of place, quality and 
pride. 
 
A fully integrated, education-forward approach ensured consistent messaging across paid media, 
earned media, influencer partnerships, digital platforms, and point-of-purchase 
environments—reaching both consumers and trade audiences with the same unmistakable 
signal: Texas shrimp is different. 
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Solution (What We Did) 
At the center of the campaign was the tagline “Caught here. Not brought here.”, serving as both 
a rallying cry and a clear point of differentiation. 
 
Hahn delivered an omnichannel campaign that included: 
 

●​ Brand positioning and creative development rooted in Texas pride 
●​ “Path to Plate” storytelling that highlighted traceability and freshness 
●​ Paid digital, print, streaming video, and programmatic media 
●​ Influencer partnerships showcasing real-world preparation and consumption 
●​ Earned media outreach to extend credibility and reach 
●​ Key stakeholder relationships  
●​ A refreshed website experience designed to educate and convert interest into action 

 
The creative contrasted wild-caught Texas shrimp with imported alternatives, using simple, 
provocative questions and visuals to make origin impossible to ignore. 
 

Results & Impact 
 
Performance Metrics: 
 

●​ The paid campaign delivered a total of 101,388,925 impressions since the campaign began 
in October 2024, successfully achieving and exceeding the targeting impression goal of 81M 
impressions by 1.2x.  

●​ Through four seasonal earned media pushes, the campaign secured 203 placements 
delivering 185M+ impressions across online, print and broadcast outlets. 

●​ 106.6K users driven to WildCaughtTXShrimp.com 
●​ 38.5K Meta engagements across nine influencer campaigns 

 
Brand & Behavioral Impact: 
 

●​ Increased consumer awareness of shrimp origin and traceability 
●​ Strong engagement from foodservice and retail stakeholders 
●​ Positive feedback from industry leaders and state representatives affirming campaign 

effectiveness 
 
Measurement Framework: 
 

●​ Quarterly reporting using a proprietary Imprint Model to assess message penetration 
among target audiences  

●​ Ongoing Google Search Lift analysis to track shifts in how Texans search for shrimp by 
origin 

 
Overall, the campaign demonstrates how research-driven strategy and integrated execution can 
elevate a local industry, shift consumer perception, and build long-term value beyond price. 
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Campaign Assets 
 
Advertising: Video 
(Link to 2024 video here)   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(Link to 2025 video here) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

https://www.youtube.com/watch?v=dFD7H6oXhPI
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Advertising (Specialty Items) 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



  
CAUGHT HERE. NOT BROUGHT HERE. 

 
 
 
 
 
 
 
Advertising (Print) 
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Advertising: Digital  
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Website  
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Social/Influencer Campaigns 

 

 

 
 

https://www.instagram.com/reel/DIRkEH1vIXX/
https://www.instagram.com/p/DIkCiLhsqzK/#advertiser
https://www.instagram.com/p/DIMSjYpscBc/#advertiser
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https://www.instagram.com/p/DIbqynWMRyq/#advertiser
https://www.instagram.com/p/DKhr37PgDXV/
https://www.instagram.com/p/DJ-MVk0NXa8/
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https://www.instagram.com/p/DLXaCsjxXwb/
https://www.instagram.com/reel/DBZ1KOvpggl/
https://www.instagram.com/reel/DA6rPCXM9Qm/
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Public Relations 
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HAPPY CLIENT!zz 
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