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Who We Are
T H E  P U B L I C  W O R K S  S T O R Y



 We are a growing group of experienced doers with the driving belief that 

ideas move business. From strategy to social, from banners to broadcast, 

we are builders of better who rally around the notion that collaboration is 

the cornerstone of more memorable work. We put doing right by the brand 

first. And together with our partners we push ideas, brands and each other 

to be bigger, better and braver.

IDEAS THAT WORK.



We officially opened for business in January of  2016, when four longtime co-workers who 

helped build OLSON into Minneapolis’ largest creative and digital agency, joined forces to 

create a new firm. An agency that has the pedigree to work with global brands and the 

nimbleness to help any size company make more out of their marketing budgets. Oh, and we 

wanted to make the agency process less of a process and just a lot more fun.

The Workers
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Our Key Working Tenets

LISTEN

Of course we have ideas and opinions, but 

our first job is to listen to our clients and their 

audiences. It’s your business, we want to 

hear from the experts first. ITERATE

Whenever possible, we like to quickly get to 

ideas and deliverables, then test and iterate. 

We embrace change, especially when the 

community demands it.

COLLABORATE

Long-gone are the “ta-da” presentations to 

clients. We like to partner from the very 

beginning to share knowledge, opinions and 

ideas. Because the best results come from 

collaboration between a strong agency/client 

relationship.

WORK HARDER

At the end of the day, creating tangible 

results requires hard work, diligence and 

intensity. We pride ourselves on a whatever-

it-takes mentality to get the job done. 

HAVE FUN

We’re intense about doing great work that 

delivers amazing results. But this is the best 

job on the planet. So fun is something we 

bring to every project. It makes for better 

partnership, better ideas and better ROI.
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Clients. 
Collaborators.  
Partners.

T H E  B R A N D S  W E  C U R R E N T L Y  W O R K  W I T H



View Video At publicworks.agency/daikin



The Workers: Your Core Team

Jenny McDowell

Partner/Business Lead
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Chris Henderson

Partner/Creative Lead
Sarah Maki

PM & Ops Lead

Shane Mechelke

Tech Lead

Callie Myers

Content 

Strategy & UX

Geoff Sass

Digital Strategy, 

CX, UX



A Long History Of Local To National Partnerships
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We have done digital work for many brands at all ranges of scale.

Decades Of Digital Experience
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STRATEGY 

• Brand Strategy 

• Content Strategy 

• Service Design 

• Social Strategy 

• Journey Mapping 

• Portfolio Management 

• Consumer Testing 

• Connections Planning 

• Consumer 

Anthropology 

• Customer Insights 

• Research 

• Agile Coaching

CREATIVE 

• Brand Idea 

Development 

• Campaign 

Development 

• Creative Execution 

• Creative Direction 

• Art Direction 

• Copywriting 

• Creative Production 

• Public Relations 

• Brand Identity Design

DIGITAL 

• Website Design and 

Concepting 

• UX Design for Websites, Web 

Applications 

• Information Architecture 

• Wireframing 

• User Testing 

• Social/Digital Content 

Planning, Creation and 

Content Production 

• Digital PR and Event 

Integration 

• Digital Promotions 

• Community Management 

• Sales Presentations

How We Bring Ideas To Life
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TECHNOLOGY 

• System Audits and 

Roadmapping 

• System Design 

• Application Architecture 

• Large-scale CMS 

Implementation 

• .Net, PHP and Native 

Development 

• HTML, CSS and JS 

Frameworks
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Our Approach

Collaboration is key to everything we do. 

From discovering brand insights to bringing 

an idea to life, we partner with clients for the 

best of the brand.

C O L L A B O R A T I O N  A T  E V E R Y  T U R N



OPTIMIZEAMPLIFYSTRATEGYDISCOVERY IDEA

Our Approach
We believe that ideas drive business, and when you find the right one, there is no telling how far it can go. But 

without insight, an idea is just an idea. We believe in a rigorous discovery process to provide a strategic platform.



Discovery
First, we immerse ourselves in the brand. From 

stakeholder interviews to consumer ethnography, 

we dig for any relevant insight.
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Map to Your Mission
Daikin has a wide-ranging mission—and a breadth of ways that you talk about it. We’ll map out your 

mission to create a compelling hierarchy of messages, and use that to guide content for digital connection.

We believe your air can be doing 

more. Every day, we aim to create 

better outcomes for our customers, 

so you can breathe easier.
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Strategic Planning

We believe in the power of ideas to drive 

business. But our ideas need to be grounded in 

truth, understanding and strategy. 

Great solutions are user-centric and start with a 

deep knowledge of your audience—including 

potential students, parents, alumni and donors.  

We learn how their needs and desires intersect 

with brand and marketing objectives.

O U R  P R O C E S S

1

Verification

Initial Discovery

Secondary  

Research; 

Qual + Quant

Insight 

Development

Journey 

Mapping

2

34
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• Need service, maintenance and repair 

• Looking for support/ information on 

existing product 

• Need a replacement product or part 

• Looking for new systems

Existing Customers

• In search of employers who are profitable 

and adhere to ethical business and 

environmental practices 

• Spend much of their time online 

• Rely on corporate websites to evaluate 

company culture

Prospective Employees

• Use websites & social media and other 

sources to research and evaluate 

purchasing decisions 

• Could be looking for specific product or 

shopping the category 

• Looking to solve a company wide issue like 

environmental impact of energy 

consumption.

New Customers

Key Questions For Key Audiences

In addition to identifying your audiences, we also need to find the right questions to ask about each one. The most important 

question of all: What question can we raise in their minds that will lead them directly to you?



Strategy
With every bit of data we can collect, we sit down to 

craft a brand architecture and strategy that helps 

us get to bigger ideas.



Define Your Digital Ecosystem

CONSIDERATION ACTION/DECISIONAWARENESS

Search 

Online/Offline Referrals 

Events

Search 

Social Media 

Blog Content 

daikinapplied.com

daikinapplied.com 

Trade Sites

Job Alerts (Email) 

Job Review Sites 

Employee Testimonials

Request Information

Job Application

Once we clearly define our target audiences and user personas, we can identify what information they like to consume 

and how they prefer to consume it. From there we can develop a content strategy to help reach target audiences based 

on their stage in the user journey.

New 

Customers

Existing 

Customers

Prospective 

Employees

daikinapplied.com 

Ongoing Emails 

Sales Contact

daikinapplied.com Connect with Sales



Match Goals With Features
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Focus on essential elements  
of the website, getting rid of the 

unnecessary content. 

• Prioritize the organization into a 

clear hierarchy. 

• Reduce the number of pages 

• Make content more visual

Attract leads by generating 

engaging content that can be 

shared throughout marketing 

channels.  

• Rich product information 

• Content supporting business 

benefits and solutions 

• Landing pages 

• Nurture existing leads

Knowing target customer and then 

distilling that information into 

personas 

• Identify your target customers 

• Craft relevant message and 

experience 

• Constantly refine personas

LEAD GENERATION SPEAK TO KEY PERSONAS SIMPLIFY SITE EXPERIENCE



ROI to ROX
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Research Advocate 

At the right time and with sensitivity to their place in the user journey and ways they like to communicate and engage. 

CASE STUDIES QUOTESSEMINAL STUDIESVIDEOS

(Return on Experience) 

WATCHING READING CHAT EMAIL PHONE

LANDING PAGES CTAS CHAT BOTS

LEADS



A gap analysis against our strategic 

experience recommendation would then 

help us understand what was missing and 

what we’d need to create for the future.

From there, a new site map would establish 

updated navigation for all site visitors, 

leveraging best practices in labeling, 

wayfinding and information hierarchy. 

A content migration matrix would then 

guide content creation, modification and 

migration efforts to bring the new site to life.

S T E P  1 S T E P  2 S T E P  3

Gap Analysis Site Map Content Migration

Information Architecture
In addition to understanding organizational goals and user needs to be supported with the site, we would leverage a complete 

inventory of existing content to understand what exists today.
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Technical Strategy
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Ensuring there is a solid foundation that meets all the requirements of Daikin today with the ability 

for future growth. Bring the power of the Kentico platform to enhance the customers experience.

Technology Audit

Technical Planning

Road-mapping 

• Ecosystem optimization 

• Defining system 

responsibilities 

• Integration planning

• Ecosystem evaluation 

• Outlining the technology stack 

• Documenting standards and 

protocols

• Planning for the future 

• Feature definition 

• Prioritization for future needs



Idea
Through creative and lot of collaboration, we 

getand organizing Idea. An idea that can connect 

and inspire, inside the company and out. 



The success of any website lies in a organizing idea 

that provides a platform from which to connect a brand 

to key audiences. These ideas inspire and  
inform all activities.
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User 

Experience

Organizing  
Idea

Site 

Content

DELIVERABLES:

• Content Development  

• Copywriting 

• Illustration 

• Photography  

• Video 

• Asset Management 

DELIVERABLES:

• Information Architecture 

• Site Experience and Flow 

• Features 

• Look and Feel 

• Copy Tone

The Organizing Idea Is the 
Foundation of Experiences 



Amplify
The right idea leads the way in spreading the word. 

From your website to a recruiting campaign we create 

the best way to bring the idea to life,



2 3 4 5
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Site Development Process
Through every stage of build, refine and launch, you’ll be part of the 

process to ensure future needs are anticipated. 

DELIVERABLES:

• Requirements 

• Technical Architecture 

• UX Design 

• UI Design 

• Content Strategy and 

Creation  

• Asset Creation (Images / 

Video) 

• Web Development  

• Front-end 

development  

• Back-end 

development 

• Technical QA 

• Analytics Strategy 

• Social Account Set Up 

and Training

• Content Review 

• Load Content into 

CMS 

• CMS Training  

• SEO Implementation  

• SEM Strategy 

• Analytics 

Implementation 

• End-to-end Testing 

• Cross Device and Browser 

Testing 

• Optimizing Page Load Times 

• SEO Validation 

• Analytics Confirmation

• Launch the Experience 

• One Week of Extensive 

Monitoring 

• Happy Hour!!!

DELIVERABLES: DELIVERABLES: DELIVERABLES: DELIVERABLES:



Build the Products 
and Campaign 

We use best in class tools and processes to build 

applications, websites, and campaigns, creating the 

highest possible value for our clients. With today’s 

technologies, often really is no need to re-invent the 

wheel. And with contemporary processes and project 

management we achieve business priorities on time 

and on budget and without surprises. 
Chat Bot Technology SEO



Optimize
We test and learn in real time to make sure we are making 

the most of the idea and all of our media channels.
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Optimize

It doesn’t happen over a day, a week, or even months. It 

happens during all of the above, as together we learn, 

iterate and perfect our approach based on real-world 

numbers.

Steps in this phase:

1.Optimizing analytics dashboard for site traffic 

2.Employee training 

3.Discussions on current performance 

4.Optimizing critical elements such as CTAs and contact forms 

5.Conversations and recommendations on site optimization
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What We’ve Done

From building the Minnesota Wild from scratch, to 

rebuilding the Pebbles brand, we have a long history in 

our collective careers of building brands through ideas 

that work. 

P U B L I C  W O R K S  C A S E  S T U D I E S
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Ecolab was looking to build a new brand foundation that could proudly represent its 40,000 associates serving in more 

than 167 countries worldwide.  

We started  internally and moved to outbound communications, products and the website.

ANNUAL REPORT US BANK STADIUM INSTALLATION
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ecolab.com  - September 2012

http://ecolab.com
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The website was focused on 

encompassing all their markets 

under one cohesive umbrella, 

while keeping in mind their 

need to manage the content on a 

daily basis.
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A Global Enterprise Redesign
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Finding Solutions To The World's Biggest Challenges

Clean WaterHealthy Environments Safe Food
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Compelling Content To Tell The Company Story

View Video At publicworks.agency/daikin
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A Large Catalog Of Products And Services

Service

Product



View Video At publicworks.agency/daikin
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Situation

B2B 
ENTERPRISE 
WEBSITE

Behavioral UX 

Visual Design 

Digital Strategy 

Content Strategy 

Tech Development 

Agile Development

Stratasys is a global leader in 3D printing technology yet 

their website was that of an industrial printer maker from ten 

years ago. Stratasys needed to take a great leap, 

transforming their digital experience to that of a brand and 

market leader. 

A global team came together to re-platform, re-invent, re-design 

and re-launch an MVP website in just 3 short months, followed  
by complete development over a year. Our multidisciplinary 

team conducted a competitive analysis, customer interviews, 

content audits and SEO analysis to inform user experience, 

design and content recommendations. Agile processes and 

principles were used throughout. The new site reinforces 

Stratasys’ market authority, differentiates them from existing and 

emerging competitors, and enhances the platform as a lead 

generation tool.  

www.stratasys.com

Solution



How We Got There
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A Solid Strategic Foundation

• Mission 

• Objectives 

• Digital Strategy, including: 

• Personas 

• Journey mapping 

• Measurement strategy and KPIs 

• Roadmap
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Designed Within An Agile Framework

2 WEEKS2 WEEKS2 WEEKS
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Developed A Dramatically Improved Design System

Before After



�48

Enhanced The Lead Generation Capability

Contact System

Chat Bots

Landing  
Pages and 

Gated  
Content
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And Created Regionalized Content



The Results
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Improved Engagement 
And Lead Generation

• Sessions 

• Form submissions 

• Leads and qualified leads 

• $ Opportunities 

• % Opportunities generated by digital 

(specifics are proprietary)
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Thermo King was looking to launch a new 

product line and engage its customers with 

by providing a richer experience. Through 

videos and interactive tools customers were 

able to learn about the benefits of the new 

product line. 

The site was built on AEM leveraging the 

power of an enterprise level platform to 

provide modular, translated content across 

four continents. 

B2B WEBSITE AND 
PRODUCT APP
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Interactive callouts provided in-depth details about the the new product 

lines and why it stands out form the field.
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An app was created that detailed benefits across the line and calculated the savings the product provided.
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Internal Launch Event





View Video At publicworks.agency/daikin



Discussion



Thanks! 


