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We Want to Be Your Builders of Better.

We were founded on the belief that there is always a better way. A newer way. A smarter way. 

We believe that through collaboration, strategy and creative we can find a way to help brands 

reach their full potential. And just like Ezy Dose, we believe the simpler the better. We believe 

that we’d be the perfect partner to help bring your brand to life. 



1
Part

Who We Are

We are a small group of experienced doers with 

the driving belief that ideas move business.

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



We are a small group of experienced doers with 

the driving belief that ideas move business—and 

that the most powerful work lies at the intersection 

of a brand's truth and the public’s heart.

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



We believe in the power of ideas to drive business.  

In a world of message overload, great ideas still have the power to drive business. Especially in 

crowded markets, and for highly sought-after audiences, the right idea at the right time is crucial. 

We believe in diversity of thought, experience and background — for ourselves and our clients. 

Open mindedness, curiosity, and communication are the enablers of creative success. Anathema 

to us are tunnel vision, intolerance, elitism, and discrimination based on religion, national origin, 

race, color, or gender. 

We believe in collaboration, communication and transparency with our clients.  

As simple as this belief sounds, we dedicate ourselves to pursuing it every day with every client 

and individual. Our mutual success is dependent upon it.   

Our Key Working Tenets



A strategic thinker with an eye for 

ideas and design, Jenny is the bridge 

builder and relationship leader 

between clients, the agency and our 

partners. Jenny’s experience ranges 

from a local staples like Old Dutch, The 

University of Minnesota and Marvin 

Windows to global brands like General 

Mills, Post Foods, Target, ConAgra and 

more. Her passion to grow clients’ 

businesses is only eclipsed by her 

passion to get her two boys to their 

hockey games in a timely manner 

without forgetting any gear. And we all 

know if you can manage that, you can 

manage anything. 

The Workers: Leadership

Jenny McDowell

Business Lead

No small thought has ever come out of 

Brian’s head. As a creative lead, Brian 

oversees teams and helps build ideas 

to their absolute bigness. As an art 

director, Brian has vast experience in 

food, packaged goods and just really 

making stuff look killer. His creative 

thinking has driven brands such as 

Fruity Pebbles, Yoplait Yogurt, Heggies 

Pizza and Payless Shoes. As Public 

Works’ resident soccer expert, Brian is 

always more than willing to share 

some of the nuances of the game when 

people ask. They usually don’t.  

Brian Hurley

Creative Lead



The Workers: Leadership

A tinkerer, a doer and an activator, Chris 

oversees creative and design while 

playing a hands-on role in bringing 

ideas to life. He has been the Creative 

Lead on everything from University of 

Minnesota to General Mills to Boston 

Scientific. Chris goes seamlessly from 

working in pencils to pixels. An 

illustrator at heart, Chris has the rare 

quality of being an analytical  thinker 

without being a robot. But if he were one, 

he would definitely be a bad-ass robot. 

Probably with lasers.

Chris Henderson

Creative Lead

Derek is a writer by trade who still clings 

to the notion that advertising can 

change the world. As a creative lead, he 

looks for ideas that will do just that. 

Competitive to a fault, Derek’s been able 

to turn the fire that drove him to become 

a fairly average player on a highly 

mediocre adult rec league hockey team 

into a creative career working with a 

wide  array of brands including the 

Minnesota Wild, Nike, Bauer Hockey, 

University of Minnesota, Land O’Lakes 

and more. 

Derek Bitter

Creative Lead



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



Decades Of Experience



Your Category Is Close To Heart

The 
Intersection of 

Health Care  
& CPG



Agency 
Reel 

View Reel At:  http://www.publicworks.agency/apothecary-products



STRATEGY 

• Brand Strategy 

• Content Strategy 

• Social Strategy 

• Portfolio Management 

• Consumer Testing 

• Connections Planning 

• Consumer Anthropology 

• Customer Insights 

• Research

CREATIVE 

• Brand Idea Development 

• Campaign Development 

• Creative Execution 

• Creative Direction 

• Art Direction 

• Design 

• Copywriting 

• Creative Production 

• Public Relations

Agency Capabilities

MEDIA 

• Strategic Communications 

Planning 

• Consumer Behavior 

Analysis 

• Research and Data 

Analysis 

• Media Management 

• Media Buying 

• Creative Trafficking 

• Media Auditing 

• Media Bill Paying 

• Media Reporting and 

Analytics 

• Experiential Marketing

PR 

• Media Relations 

• Social Engagement 

• Reputation Management 

• Sponsorships 

• Corporate 

Communications 

• Consumer Marketing and 

Education 

• Guerrilla and 

Experiential Marketing 

• Internal Communications 

• Media Training 

• Corporate Reputation 

Management



Strategy

S T R A T E G I C  

P R O C E S S

We believe in the power of ideas to drive business. But we also 

believe ideas need to be grounded in truth, understanding and 

strategy, then brought to life in a compelling, thoughtful and planful 

manner.  

Our approach to strategy comes from our experience at agencies 

such as Olson, Colle + McVoy, McCann, CCF and BBDO, taking all 

our best learnings to create the engine we have in place today at 

Public Works.  

Great solutions are user-centric and start with a deep knowledge of 

your audience—including potential students, parents, alumni and 

funders. From there, we will make sure we know how their needs 

and desires intersect with brand objectives and marketing solutions.  

In a nutshell, it all comes down to identifying the behaviors that will 

drive the most impact for your cause. Those behaviors will dictate 

everything. How the ideas manifest into experiences. What platforms 

we chose. What creative is best. What content is and isn’t working.  

The past 20+ years have taught us a lot about creating: You can’t 

hide from the truth. A strategist, marketer or creative needs to be 

humble, receptive and responsive to the dialogue they are a part of.  
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Creative

We are a creatively-driven, strategically-led agency. A collection of like-minded 

misfits who came to a common conclusion throughout our careers—there’s always a 

massive creative opportunity to make a difference if you truly embrace a brand’s 

situation and objectives. If you listen. And since good never becomes great alone, 

collaboration is the cornerstone of everything we do. Together, we push ideas, 

brands and each other to be bigger, better and braver. 

Over the past 20+ years, our leadership has been integral in creating compelling 

work for hundreds of brands, including Hazelden Betty Ford Foundation, Target, 

Nike Bauer, Yoplait, University of Minnesota, Minnesota Wild, Boston Scientific, Kid 

Robot, Warner Brothers, MN Lottery and many others. This work ranged from fully-

integrated campaigns consisting of television, digital, social, radio, out-of-home to 

experiential, promotional, and often experimental channels. Whatever was right for 

the idea and situation. 

Our creative work has been recognized by The Emmys, The One Club, 

Communication Arts, The WEBBYs, The ADDYs, The AdFed Show and The EFFIEs. 

What makes us even more proud, however, are the results we’ve created for our 

brands at Public Works in a relatively short time.



Red Comma Media partners with Public Works as an 

extension of our team. 

Founded in 2003, Red Comma is a full-service media 

buying specialist agency, with past year billings of $46 

million. 

Our Media Partner

Fundamentally grounded in data and analysis, Red Comma subscribes to a deep suite 

of research that helps advertisers’ dollars work harder.  

  

Red Comma is currently active with traditional media campaigns running in a wide 

range of media vehicles large to small, from the College Football Championship Playoff 

on ESPN to mall placements in Wausau, WI.   

Their digital media campaigns are active on high profile direct sponsorships and 

takeovers, programmatic, social and search efforts that span all device types and a 

multitude of ad formats.   

Red Comma’s depth of experience gives them a true perspective on media neutrality 

that is borne from the data and research grounding that guides their recommendations.

Background 

• Founded in 2003. Independently owned. 

• Headquarters in Madison, WI with select staff located in 

Minneapolis. 

• All buying and planning is performed by full-time, in-house 

employees.  No freelancers or outsourcing. 

Red Comma Client Experience:



PR

• Consistent relationship cultivation among key media 

outlets and partners.  

• Understanding of nuances associated with telling 

nationally and locally relevant brand business and 

consumer interest stories in a company’s local market.

Media Relations

• Understanding of company and brand social 

currencies driving community engagement.  

• Actively engaged in trends, apps, social conversations 

and creating shareable content. 

Social Engagement

Product and Service Launch  

• Launch campaigns fueled by research and cross-discipline 

collaboration, aligned with client objectives, and executed 

across multiple channels through deep media expertise and 

relationships. 
  

Experiential and Events. 

• Solid planning and execution of real-world and online events to 

drive media coverage and consumer engagement.  

Social Engagement and Blogosphere 

• Ownable and innovative social engagement strategies beyond 

Facebook and Twitter that drive online activities relevant to a 

brand and its communities.

Strategic Implementation Of Brand 

Campaigns Product and Service Launch.  



2
Section

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



Pebbles Cereal
Facing stagnant sales and lack of consumer engagement, 

Pebbles invited us to pitch their business in 2015. They simply 

wanted a new TV spot, but we knew that was just the start, and 

digital would be the key to a total brand re-boot. 

• C A S E  S T U D Y •



The Strategy
We began by immersing ourselves in all things Pebbles: traveling to speak 

with key stakeholders, scouring though stacks of research, talking to Pebbles 

lovers and doing a social and digital audit. We found that Pebbles is much 

more than a cereal, it is a rainbow in a bowl - a spark of joy, imagination and 

love. Its core equities of intense color, bold flavor, silly Pebble-shaped pieces 

and beloved Flintstones characters produced both a physical and an 

emotional response that was truly unique. 

Interestingly, the brand had walked away from these equities in all  

communications. Brand engagement, on the shelves and online, had 

dwindled. The answer was clear: we needed to get back to our roots.  

So, instead of coming in with a few new TV spots, we built Pebbles a new 

brand architecture, digital strategy and idea platform: The full-tilt fun of 

Pebbles Cereal ignites the creativity in kids and kids at heart.  



The Idea
Yabba Dabba Do! Became the rally cry that 

brought the Pebbles brand back to life and 

unified its voice across every touchpoint. 

Importantly, it also made our clients proud to 

work on this great brand: "this is the first time I 

have felt really good about working on Pebbles."



View Video At:  
http://www.publicworks.agency/apothecary-products





Event Activation



In Game Media Partner



The Social Work
Pebbles’ social channels became a key component of building 

the new Pebbles brand voice. From boosted media posts to 

community interaction, we managed the entire social platform, 

including leading them to be Post Foods’ first brand on Snapchat 

(debuting Fall 2016). 



Igniting the Creativity in Kids and Kids at Heart. 



Lots Of Fun



Giveaways

IMPRESSIONS - 1,538,876

ENGAGEMENTS - 35,210
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W H A T  H A P P E N E D :   

Successful skateboard giveaway along 
with our sponsored dark post spiked 

impressions in May. 

W H A T  I T  M E A N S :  

Dive deep into fans interests to inspire 
activations and ongoing content,



postconsumerbrands.com/pebbles

Pebbles “Mom” Site



Updated The 

Recipes Section Of 

The Site Making 

For A Much Tastier 

Experience

Pebbles Cereal  Recipes



PebblesCereal.com

Pebbles Cereal  Kid Site

pebblescereal .com



Listening

They Said…
We Did.



The Results

In less than six months, the Yabba Dabba Do! Campaign  

struck a cord with kids and kids at heart. Truly, being playful 

and imaginative is a meaningful and powerful brand benefit in 

today’s world, and the results are nothing to shake a spoon at.  

Since the campaign launched less than six months ago: 

Base turns are up 17% 

Average turns are up 15% 

Our Facebook community has grown 7% 

Pebbles is now the #1 RTE kids cereal! 

And, Trix brought back its color…hmm.



State of Hockey
For years, the Minnesota Wild has used the State of Hockey as a brand positioning and platform. It 

celebrates the fact that in Minnesota, the NHL is just one connection to our hockey-rich culture. Here, we 

celebrate all levels of the game, and as the Minnesota Wild brand has grown, the recognition of the 

State of Hockey brand has grown with it, to a point where the Wild wanted to establish it as its own 

brand. StateofHockey.com became the hub for hockey news in Minnesota. Focusing on high school (along 

with other levels), kids from all over the state can find stats, news and content about the game.  

• C A S E  S T U D Y •



In Minnesota, we don’t just love hockey, 

we live it. So to help launch The State of 

Hockey brand with the Minnesota Wild, 

we celebrated the connection all 

players, from pee-wees to pros have to 

the game and each other.  

The Idea:



View Video At:  
http://www.publicworks.agency/apothecary-products



Dream. State. 
A Six-Part Documentary Series
As a way to help launch the State of Hockey brand, we created Dream. State. an inside look  

at two high school teams chasing the dream of playing in The Minnesota State High School 

Hockey Tournament. The Emmy-Award winning show aired on Fox Sports North with a 

behind-the-scenes look at all the work, preparation and teamwork that goes into becoming 

a top program in the State of Hockey.  

See the series at 

stateofhockey.com 

http://stateofhockey.com


The Results

StateofHockey.com has become one of the top 

destinations for players ranging from 10-18 to 

check scores, stats and news in the Minnesota 

hockey community.  

Dream. State. was a highly rated show on Fox 

Sports North and has been picked up for a 

second season. 

“State of Hockey” has become a key phase used 

by media, players and hockey community.



Cereal Day
In an age where everything gets its day, March 7th is still a special day on our calendars–it’s National Cereal Day. Cereal 

day has grown to be one of the most popular food holidays during the year. In fact, over 142,000 people mentioned cereal day 

from February to April in 2016. Although most cereal brands dip their spoons in the Cereal Day conversation, no one really 

stepped up to own the day. That is, not until March 7, 2017. 

C A S E  S T U D Y



For Cereal Day, 2017 we made the ultimate 

cereal mashup. Rather than each Post 

brand crafting their own message, we 

joined forces to make one big statement, in 

one big box. #cereALL was a combination of 

every single Post cereal brand in one bowl. 

A mix so good, we made a song about it. We 

launched the video on Cereal Day through 

all of Post’s social outlets. The four major 

brands (Pebbles, Great Grains, Malt-o-Meal 

and Honey Bunches of Oats) then gave fans 

and followers the chance to win a year 

supply of cereal for sharing the video. The 

results have Post already circling the day on 

the calendar for next year. 

#CereALL

The Idea:



View Video At:  
http://www.publicworks.agency/apothecaryproducts



Mom’s Best Cereals
Mom’s Best came to Public Works with a great new product that made healthy kids cereals 

tastier and far less expensive than their organic and natural competition. Their big problem 

was, it is not certified organic. Doing so would double the price. We were challenged to help 

them occupy the space between value cereals and healthier organic brands without it coming 

across as a compromise, or even worse–misleading. Here’s what we did.

CASE STUDY



The Strategy
We quickly pulled together a series of interviews with moms to better 

understand how a product like this can fit their lives. A common theme 

emerged: the harder they tried to pursue perfection feeding their kids, the 

unhappier they became. But when they talked about the reality of everyday 

life, they lit up–sharing hilarious, candid stories on how parenting really is. 

And looks nothing like the world according to Kashi. 

We learned that parenting is a constant give-and-take with children, and a 

brand that celebrated it was extremely compelling. A quote from one of the 

moms, “Understand my juggling act and help me feel good about my 

decisions.” 

So we did just that, developing a persona around those who celebrate the 

good, the bad and the crazy of being a real mom, and built an entire digital 

ecosystem around her that kept her feeling great about it. 



The Idea
Mom’s Best Cereals. Honestly. 

Real moms deal with real issues. Getting kids to eat healthier is much 

more of a give-and-take than other better-for-you brands let on. So we took 

a much more honest approach. We celebrate the good, bad and crazy 

moments of being a mom with a product, and digital content that’s a lot 

more realistic than so-called natural cereals.





The Brand Work
To drive awareness of Mom’s Best, our first step was to get the word 

out. Pre-roll video, and digital display drove to a massive couponing 

effort to drive trial. Candid kid videos and parenting thoughts were 

targeted to digital properties where moms were going to relax, be 

entertained and feel the love. 



View Video At:  
http://www.publicworks.agency/apothecaryproducts





The Results

For a modest brand with an even more modest 

budget, this has been one heck of a year. We’ve 

connected meaningfully with our community, had a 

ton of fun, and made a small budget perform at 

multimillion dollar levels. Honestly. 

Since the campaign launched less than one year ago: 

Our Facebook community has grown 520% 



Other Relevant Experience



Empowering Better Health

We believe in Ideas That Work. And nowhere is this more 

important than in health care, it gives us opportunities other 

fields do not. We’re not just creating campaigns, we’re 

empowering better health. 

Everyone, from practitioners to consumers, want the same 

things: clarity, ease of use and excellent care. The challenge is 

reach, educate and inform an audience with messaging and 

solutions that impact their health. Always exercising our idea 

muscles to make things simpler.



We Are Healthier Than You Think



Target was working to build awareness and credibility of Target health care 

capabilities by improving the way they connected with consumers and 

organizations. The main goals was to simplify health care by elevating the everyday 

and providing innovative and inspiring solutions.





View Video At:  
http://www.publicworks.agency/apothecary-products





Simply balanced café 

(submitted by Carter 

R, Minneapolis, Minn.)

—Take-n-make meals 
made from locally 

grown, fresh organic 

ingredients offered at 

Target’s in-store café.

Target care registry 

(submitted by Raven 

C., Stafford, Texas)—

an online gift registry 

for caregivers of 

individuals suffering 

from chronic health 

conditions.

2 WINNERS



On the heels of bringing together its two largest industry-leading divisions to create one 

group called the Cardiology, Rhythm and Vascular (CRV) Group, We worked to build a 

brand identity and articulate a value proposition for the new group called CRV.  

The Goal: Position CRV as a global leader in delivering innovative, cardiology service 

solutions for physicians, patients and health care systems worldwide.







Patient Story Microsite



View Video At:  
http://www.publicworks.agency/apothecary-products



We worked with UHG for years creating a 

range of experiences. The theme was 

educating the consumer with great content 

and simple experiences. 

 



UnitedHealthcare introduced a new brand to 

unite its three distinct business units. The goal 

was to create a simple destination to represent 

this new brand and address the core business 

needs of each of the businesses. 

UHG.com



UHG.com 2.0



The main online acquisition channel for AARP-branded 

Medicare plans: www.aarpmedicareplans.com. This site 

has continued to target individuals who are approaching 

65 years of age and are seeking information to help them 

purchase a Medicare plan.

Ulayer

http://www.aarpmedicareplans.com/


UnitedHealthcare Medicare and Retirements main 

educational channel for Medicare. The site has continued to 

provide individuals who are approaching 65 years of age 

with the necessary resources to clearly understand what 

most people would consider complex subject matter.  

Medicare Made Clear 



Snoring is an issue that can literally rip relationships 

apart. So when we took on Breathe Right Nasal 

Strips, we focused on real emotional benefits rather 

than a few high-profile professional athletes. With a 

campaign that focused on getting snorers off th 

couch and back into bed,  we were able to increase 

sales 17% over the same period the previous year. 

Most importantly, people are sent in heartfelt  

testimonials everyday, telling stories of how they got 

"back in the sack" with their loved one.



In 2004, NSF International wanted to teach children and 

their parents about the importance of hand washing.   

Children will best learn the message when they are 

engaged with it.  To tap into this opportunity, created an 

educational content platform, resonating the value of 

hand washing. 

We created a cast of characters , engaging our core 

target of children ages 3 – 7. A series of webisodes drove 

the step-by-step message home.  

But we knew we couldn’t stop with kids, and reaching 

their influencers was key. To engage teachers, teaching 

tools, including a full teaching plan, could be 

downloaded. And through a mix of broad reaching and 

targeted public relations, we reached out to parents and 

other influencers.



Account Lead 

(651) 261-0719 

211 North First Street 

Suite 300 

Minneapolis, MN 55401 

s.west@publicworks.agency  

SAM WEST

THANK YOU!

mailto:s.west@publicworks.agency%20

